CHAPTER 2

SOCIAL MEDIA AND ETHICAL CONSUMPTION

Remzi Alcunisik!

2.1. A Criticism of Manipulation in Marketing

The goal of marketing is to find new potential customers to whom a company
can sell its products and services and to earn money by satisfying their needs,
wants, and desires. However, while this approach was initially implemented
with good intentions, with increasing competition and the desire to increase
profits, some marketers have begun to focus on human psychology and influence
consumer decisions by influencing people’s emotions. They have begun to create
marketing campaigns that incorporate various deceptive methods and techniques
to convert consumers into potential customers. With the advent of the internet,
the increasing presence of social media in our lives, and the ever-increasing
advancement of technology, as we transition from print to digital media, a
Machiavellian approach (the philosophy of “everything is permissible on the path
to the goal”) has increasingly been adopted.

Due to these manipulative practices, it would be fair to say that marketing and
sales are perhaps among the most criticized ethical issues in the social sciences.
At the heart of these criticisms lies the idea that, instead of a fair value sharing
between the parties in the marketing-customer interaction, marketing gains an
advantageous position in the exchange, thereby exploiting customers. Essentially,
marketing encompasses a range of activities that utilize various strategies and
tactics designed to persuade consumers to purchase and consume products and
services. While most marketers employ ethical practices and tactics to engage with
customers and raise brand awareness, some may resort to deceptive methods to
manipulate customers and increase sales.

In today’s marketing world, ethics is not only a reflection of individual
or corporate values; it is also a fundamental cornerstone of long-term brand
success. Consumers™ increasing knowledge, rapidly disseminating content on
digital platforms, and the public’s demand for greater transparency make ethical
sensitivity in marketing practices more imperative than ever. This is because
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unethical behavior has become so prevalent that it has turned into a social
problem, and sensitivity to the issue has also increased. However, for reasons such
as profit maximization, competitive pressure, and short-term performance goals,
brands can sometimes neglect consumer rights, environmental responsibilities,
and social values, leading to unethical behavior.

As stated above, businesses aim to become a preferred brand among consumers
by influencing the decisions of their target consumer base. This is achieved by
playing a leading role in customer interactions (communication, transaction
process, and marketing mix). While marketing was conducted using traditional
approaches and limited alternative options in the pre-social media era, marketers
have faced a greater number of options since social media has significantly increased
both communication channels and customer interaction options. Consequently, a
noticeable increase in unethical marketing practices has been observed.

This section aims to address unethical marketing practices that have become
more prevalent in the context of ethical consumption after social media, focusing
on the importance and methods of raising consumer awareness as a solution
to these practices. First, the concept of ethical marketing is defined, and then
the necessary conditions for a practice to be unethical are addressed. Afterward,
various unethical marketing tactics employed by brands are explored through
examples. Finally, consumer awareness and awareness-raising, considered as one
way to combat unethical marketing practices, are discussed.

2.2.Ethical and Unethical Marketing in General

Without delving into the subject of ethics in detail, ethics is simply defined
as the unspoken set of rules governing how we interact with one another for
the common good, a collective and societal framework. This definition is not
limited to individual and social relationships, but also applies to business and
inter-institutional interactions. Therefore, marketing practices are no exception
to ethical principles.

If marketing is not inherently unethical, the question of when marketing
becomes unethical is crucial. Marketing becomes unethical when it manipulates
people through fear, scarcity, shame, or exaggerated promises. Such practices foster
anxiety, encourage excessive consumption, and prioritize profit over people and
the environment. Essentially, marketing simply seeks to share values. However,
the problem has become particularly salient since social media platforms began
to leverage impersonal tactics to manipulate consumer behavior across a wider
audience. Even though there are generally accepted definitions of what constitutes
unethical marketing practices, it’s clear that, in practice, uncertainty remains about
whether any phenomenon, activity, tactic, or strategy can be considered unethical.
Whether an activity is unethical depends on whether the person evaluating it is

19



Digital Ethics in Marketing

a party to the argument, whether they possess value judgments, and a pragmatic
perspective.

Setting aside the debates surrounding whether marketing is unethical,
it’s important to consider certain points regarding the unethical nature of any
marketing activity. A shop assistant or farmer promoting their product and
providing information about it to encourage consumer adoption and purchase is
certainly not unethical, provided the goal is not to manipulate the consumer during
the purchasing process by emphasizing the product’s lack of features. Therefore,
any marketing strategy, tactic, practice, or message should be considered unethical
if it is:

* Deceptive

* Misleading

* Shame inducing

* Discriminatory

* Only promotes consumption

* Abusive towards people and the environment
* Exclusive rather than inclusive

* Anxiety-provoking

* Encourages fear of missing out (FOMO), etc.

This is because there is no intention of striving for a common goal. This
situation is the result of a corrupt, capitalist system that promotes consumerism
and patriarchy. As can be seen from the examples of unethical marketing discussed
below, what makes marketing unethical is the loss or undervaluation of human
elements and values. Especially as we enter the cycle of ever-increasing greed
driven by uncontrolled capitalism, unethical practices begin to be perceived as
normal or ordinary.

2.3.Motivations of Unethical Marketing and Social Media

The underlying reasons behind the emergence of unethical practices in
marketing activities are often a combination of organizational and structural
factors, rather than individual moral weaknesses. Among the primary motivations
that drive businesses to engage in unethical behavior are pressure to achieve
short-term performance, intense competition, organizational cultural influences,

exploiting consumer knowledge gaps, and inadequate regulatory structures
(Suhartono, 2024).

Ferrell et al. (2017) note that brands resort to strategies such as providing
consumers with incomplete or misleading information, creating unnecessary
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consumption, or maintaining low product quality in order to achieve short-term
sales increases and market share gains. These practices can often lead marketing
departments to engage in actions that may be contrary to sustainability and ethical
principles.

Under the intensifying competitive landscape brought on by globalization, new
brands entering the industry are forced to implement aggressive communication
and pricing tactics. Existing businesses, unable to remain indifferent to these
tactics, are forced to engage in similar practices. Brands lacking differentiation
or weak in innovation may attempt to gain a competitive advantage through
unethical means. For example, false statements that damage the reputation of
rival companies or manipulative campaigns on social media are related to this
motivation (Drumwright & Murphy, 2009).

Related to social media, unethical marketing practices such as deceptive social
media interactions, manipulative social proof, the creation of fake reviews and
bots, and celebrity endorsements are perhaps the most common ethical violations
consumers encounter. However, such practices are not always perceived as
unethical; they can also trigger serious backlash due to misunderstandings and
deliberate criticisms regarding cultural values, social norms, and sensitive social
issues. The problem here is that artificial designs or the use of socially current
events and phenomena for advertising purposes can lead to misunderstandings
and misleading statements. However, sometimes, although rare, such initiatives
have been shown to produce successful results (Carr, 2020).

Another common practice in this context is the paid endorsement of products
by celebrities or influencers. The goal here is to exploit consumers by creating a
perception of the product’s quality and popularity through the use of celebrities.
Of course, false or misleading perceptions can also be created through social media
metrics. In today’s marketing landscape, WOM-style messages and interactions
are a highly influential factor in consumer purchasing decisions.

In their research, Ekinci et al. (2025) classify the dark side of social media
influencers and their impacts on consumers, as shown in Figure 1. According to
their findings, social media is a place to promote harmful and unhealthy products
and generate unrealistic expectations via deceptive practices by violating privacy,
which causes erosion of trust in turn. This dark side of social media makes ethical
considerations even more important, particularly for vulnerable groups such as
children, the elderly, and low-income individuals. Due to their vulnerabilities,
such practices may have devastating emotional effects on them. Using pricing
tactics to deceive customers, for example, artificially inflating prices before
offering discounts or using complex pricing structures to confuse consumers, is
a common unethical practice. Some advertisements exploit children’s innocence
and attempt to evoke emotional responses in the target audience by using them in
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an inappropriate or manipulative way to promote a product. Marketing unhealthy
products, such as fast food, and potentially harmful products, like weight loss
supplements, directly to vulnerable groups like children or teenagers are today’s
one of the most important issues (Kotlarczyk, 2023).

Figure 1
Dark Side of Social Media Influencers
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The understanding of corporate ethics within a company largely depends on
the approach of senior management and internal communication processes, that is,
the existence of a corporate ethical culture. If success and performance within the
organization are defined solely by sales and growth, it is inevitable that employees
will focus exclusively on achieving these goals. Trevifio & Nelson (2017) emphasize
that unethical practices often arise in results-oriented organizations where the
“success culture” is misdefined. In this context, a “results-oriented” management
style poses greater ethical risks than a “values-oriented” management style.

Consumer information asymmetry and opportunistic practices are also among
the primary triggers of unethical behavior. The information asymmetry between
consumers and companies in marketing processes facilitates such behavior.
Companies can exploit consumers’ lack of technical knowledge or behavioral
biases to lead them to make irrational choices (Kotlarczyk, 2023). For example,
messages such as “limited stock” or “special offer” can pressure consumers into
making hasty decisions due to the artificial perception of scarcity. Such tactics are
conceptualized as “nudging” or “dark patterns” in the marketing literature (Singh
etal., 2024). In Figure 2, a famous automobile brand’s effort to trigger consumers’
perceptions by using the ‘limited stock’ campaign tool can be considered in this
manner.
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Figure 2
‘Limited Stock’ Example
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Consumer reviews and testimonials, in particular, are among the most
influential and trusted factors in purchasing decisions. However, some brands
manipulate consumers by using fake reviews and testimonials instead of genuine
ones to gain consumer interest and trust. Research indicates that approximately
30% of online reviews are fake (PR Newswire, 2021). Even worse, fictitious
characters are created to provide positive brand evaluations and recommendations
in exchange for payments (Reid, 2025). This type of manipulation can lead to poor
purchasing decisions and ultimately harm both consumers and honest businesses.

Numerous examples can also be found in this context. For example, Skechers’s
claim that its Shape-Ups shoes, supported by fitness instructors, could help
users lose weight and strengthen their muscles without additional exercise was
met with disbelief (Camphouse, 2025). Bic’s “Be Like a Girl” campaign was
perceived as sexist. H&M’s Coolest Monkey campaign resulted in backlash for
comparing a black child to a monkey (Victor, 2017). Reebok’s “Infidelity is OK”
campaign sparked public outrage over its alleged promotion of infidelity. Dove’s
advertisement, where a black woman turned white after applying skin cream, was
also alleged to be sexist (Pony Studio, 2025).

2.4.Consequences of Unethical Marketing Practices

The consequences of unethical marketing practices are negative not only for
consumers but also for companies, industries, and society in general. While these
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practices may provide short-term gains, their costs are quite high for both brands
and consumers in the medium and long term. These consequences are not only
economic; they also have psychological, social, and legal dimensions.

The negative impacts of unethical marketing practices on businesses can be

diverse (Tanzako, 2024).
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1. Damage to corporate reputation - As consumers sensitivity to ethical issues

increases, false or misleading behavior by brands is more easily exposed and
spread more rapidly. Consumer complaints that go viral on social media
can cause even a single ethical violation to escalate into a reputational crisis
that lasts for years. When customers discover that a brand has employed
deceptive tactics, their trust in the brand can be severely shaken, eroding
its customer base, and the brand’s reputation can suffer long-term damage.
For example, Volkswagen’s Dieselgate scandal not only resulted in financial
losses but also severely damaged the German-based automotive giant’s
image as an “environmentally friendly technology” company (Camphouse,
2025; Hotten, 2015). Furthermore, unethical campaigns can generate
negative media coverage, damaging the brand’s image and potentially
leading to business and customer losses.

Customer boycotts and declining sales - When consumers discover that a
brand is engaging in unethical marketing, they may boycott the brand’s
products or services, which can lead to a significant drop in sales and
profitability. This can cause a decline in sales, the primary goal of brands,
and ultimately result in the failure of the business. Consumer boycotts,
in particular, can be highly effective in this regard (Reid, 2025). Netflix,
one of the most popular digital platforms, was hit by a consumer boycott
movement on social media platforms. Netflix was blamed for not revealing
any condolence message after the big earthquake in Kahramanmaras,
Tiirkiye, in February 2023. At that time, consumers interacted with each
other for cancellation of their subscriptions on social media, which resulted

in losing many subscribers and declining sales in turn (Tagkin & Boran,
2024).

3. Exposure to legal action - Companies engaging in deceptive advertising can

face legal action, resulting in heavy fines and further reputational damage.
Unethical marketing practices are subject to regulatory oversight in many
countries. Issues such as misleading advertising, consumer misleading,
and personal data breaches are closely monitored by regulatory authorities
(Tanzako, 2024). For example, in 2021, Johnson & Johnson was forced to
pay over $3 billion in compensation in a talcum powder lawsuit. Such legal
proceedings not only create financial burdens but also negatively impact



10.

Social Media and Ethical Consumption

brands’ long-term investor relationships. Of course, the proliferation
of unethical practices can create greater regulatory pressure on public
institutions, potentially leading to the establishment of new market
equilibria.

Financial losses and long-term financial impacts - Unethical marketing can
lead to long-term financial losses, negatively impacting future profits and
growth. The cost of repairing the damage caused by unethical practices can
also be significant. As stated by Adbi (2023), scandals spreading through
unethical practices shared on social media may cause greater long-term
financial losses. In this case, after going viral, the United Airlines Scandal,
which resulted in a sharp decrease (over $950 million) in the market value,
should be a lesson for other companies (Udland, 2017).

Erosion of customer goodwill - Unethical marketing practices can lead to
unwanted publicity and damage the brand’s reputation. This can lead to a
decrease in customer satisfaction, making it difficult to recover. Consumers
may purchase products they do not need due to misleading advertising
or may not receive the benefits promised by the products. This can have
particularly serious impacts on economically vulnerable groups.

Challenges maintaining long-term customer relationships - The presence of
unethical elements in brands’ marketing strategies undermines customer
loyalty and leads to churn. Unethical marketing activities can hinder a
business’s ability to establish or maintain long-term relationships with
customers, as trust, once lost, can be extremely difficult to rebuild.
Demographics with high ethical sensitivity, such as Generation Z, prefer
to avoid ethically problematic brands (Cone Communications, 2017).

Privacy violation and digital insecurity - The unethical use of personal data
makes consumers feel unsafe in digital environments. As in the Cambridge
Analytica case, data collection activities carried out without the knowledge
of individuals can threaten not only consumer rights but also even
democratic processes (Cadwalladr & Graham-Harrison, 2018).

Increased marketing costs - Eliminating the negative impacts caused
by unethical campaigns or dispelling negative perceptions can lead to
significant costs.

Decreased employee morale - People are generally hesitant to work for
businesses that lack specific ethical standards and have been accused of
unethical activities. This can lead not only to a decrease in workforce
productivity but also to an increase in employee turnover.

Weakening ethical norms - Unethical marketing practices can blur the
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perception of right and wrong across society, leading consumers to believe
that all companies engage in similar practices, thereby creating a general
atmosphere of distrust in the marketplace.

11. Exacerbating socioeconomic inequalities - Manipulative marketing campaigns
targeting low-income groups or vulnerable communities can further
exacerbate existing inequalities. For example, the increased advertising
of tobacco products in disadvantaged neighborhoods demonstrates that
unethical behavior has not only individual but also structural consequences
(Henriksen et al., 2008). Given the negative consequences of unethical
marketing practices, businesses and brands must not only operate “within
legal boundaries” but also internalize ethical marketing and make it a part
of their corporate policies to build public trust and achieve a sustainable
competitive advantage.

2.5. Unethical Marketing Practices vs. Consumer Awareness

Marketing is a powerful tool that can be used for both good and bad purposes.
Therefore, consumers must be aware of such practices when purchasing products
and services or making their choices. Being aware of these darker aspects of
the marketing and sales profession not only protects us from deceptive tactics
as consumers but also enables us to make the most appropriate choices for our

purposes (Kotlarczyk, 2023).

Ethical behavior is important not only in social interactions between
individuals but also in interactions between customers and businesses within the
framework of business dynamics. Various reasons drive people to behave ethically.
Among the factors that necessitate ethical behavior, particularly in the marketing
context, are preventing consumer exploitation, enabling more informed shopping
decisions, promoting more effective and responsible marketing, fostering a more
effective competitive structure, and reducing fraud. Raising consumer awareness
about unethical practices is crucial in this regard. Such awareness-raising will
enable consumers to protect their rights and facilitate the establishment of a more
effective market mechanism. Among these consumer rights are:

* The right to be safe from risks that may threaten the health and well-
being of consumers arising from the use of products and services (right to
security),

* The right to access transparent and accurate information about products
and services (right to information),

* The right to choose products and services that meet their needs, desires,
and budgets (right to choose),

* The right to a complaint mechanism through which they can express their
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concerns about products and services (right to be heard),

* The right to be compensated for losses or damages in the event of
encountering products that do not meet specified standards or expectations
(right to compensation), and

* The right to be provided with the knowledge and skills necessary to become
informed consumers (right to education).

Raising consumer awareness on these issues will lead to improvements in the
following issues caused by unethical marketing practices.

1. Preventing consumer exploitation - Consumer awareness provides a defense
mechanism against deception by malicious businesses. Consumers with a
high level of awareness of unethical practices are more likely to recognize
misleading practices, leading to a reduction in unfair practices and
protecting the overall interests of consumers.

2. Making more informed consumer decisions - An informed consumer can
make better decisions by comparing and evaluating products or services
based on factors such as quality, price, and reviews. This awareness is a key
driver in creating a marketplace where consumers actively seek value for
their money.

3. Developing a sense of market responsibility - Consumer awareness plays a
key role in holding businesses accountable. When consumers are informed
about their rights and expectations, businesses are compelled to maintain
quality standards and ethical practices to meet consumer demands.

4. More effective competition - Consumers with a high level of awareness help
foster healthy competition among businesses. As informed consumers
gravitate toward options that offer the best value, companies strive to offer
superior products and services.

5. Reducing fraud - Consumer awareness plays a key role in reducing
potential fraud and misleading practices in the marketplace. Conscious
and informed consumers are more likely to detect and avoid fraud. This,
in turn, will contribute to creating a more trustworthy marketplace where
trust between buyers and sellers is strengthened.

Ultimately, consumer awareness aims to empower consumers to understand
their rights and responsibilities in the marketplace, enabling them to make
informed decisions and demand fair treatment. The power of consumer awareness
helps consumers navigate the marketplace with confidence. This is much more
than simply understanding what to buy; it involves understanding their rights and
how to exercise them to make informed decisions. It’s about understanding what
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you, as a consumer, are entitled to and responsible for. Making informed choices
will prevent any business from exploiting consumers. Consumer awareness not
only shapes markets but also holds businesses more accountable to those who
can distinguish right from wrong. All of this ultimately translates to improved
competition, improved performance, and the development of more satisfying
products and services (DeMers, 2020).

2.5.1. Challenges in Consumer Awareness

Consumers can face many challenges when it comes to being aware of the
products and services they use. One of the biggest challenges in consumer awareness
is combating fraud. Fraud can manifest in many ways, including misleading
advertising, false claims, and hidden fees (Reid, 2025). Another challenge is
coping with information overload. With so much information available, it can be
difficult to understand what’s important and what isn’t. This can make it harder
to make informed decisions about the products and services they use. However, to
combat fraud and information overload, it’s essential to be aware of the problem.
Tools like comparison websites can be used to prioritize reviews from trusted
sources or information from reputable organizations, making it easier to compare
products and services.

2.5.1.1. The Role of Technology in Consumer Awareness

Technology plays a significant role in improving consumer awareness.
The internet and social media have made it easier for consumers to access
information about products and services. This has led to increased competition
among businesses, as consumers are now more informed and empowered. With
the rise of websites and social media, consumers now have easy access to real-
time information about products and services (Zorgle, 2023). For example, if a
consumer is interested in purchasing a product, they can easily search for reviews
and ratings online. This leads to increased transparency and accountability, with
businesses increasingly likely to be held accountable for their actions. In this
manner, the Turkish Ministry of Agriculture and Forestry effectively uses its social
media accounts, including Facebook, X (Twitter), and WhatsApp, to increase
awareness about unethical practices regarding food and to gather feedback and
complaints from consumers.

Technology also plays a key role in streamlining customer journeys. Businesses
can now use technology to track customer journeys. With the rise of e-commerce,
consumers can now easily purchase products online. For example, businesses can
use analytics to monitor how customers interact with their websites. This can help
businesses more closely monitor the customer experience, identify potential pain
points, and find areas for improvement.
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2.5.1.2. The Role of Consumer Education and Decision-Making in
Creating Consumer Awareness

Conscious consumption is fundamental to consumer education. Consumer
education is a crucial tool in helping us make informed decisions when purchasing
products. Understanding product value and quality, as well as evaluating market
preferences, are important elements of consumer education. While raising
consumer awareness is important for all marketers, raising awareness through
consumer education is particularly crucial for children, youth, and disadvantaged
groups (Zorgle, 2023). For the very reason, increasing consumers’ literacy regarding
digitalization, consumption, business practices, and multifaceted ethics etc. is seen
as highly important. The problem here is the lack of such lessons, starting from
primary school all the way up to university. At the university level, the findings
of Yavuz (2024) indicate that there are lessons that correspond to business ethics,
such as corporate social responsibility, marketing ethics, work ethics, and business
ethics, offered in both public and private universities in Turkiye. However, these
courses are not at the desired level. As demonstrated in Graph 1, only 67% of
the universities offer at least one ethics course. Interestingly, only a small portion
(17%) of these courses is compulsory. This case can be considered a barrier to
increasing consumer awareness.

Graph 1
Ethics Education in Higher Education

2.5.1.3. Social Responsibility and Ethical Consumption

As a consumer, it’s also possible to make a difference by supporting sustainable
practices and appreciating ethical brands. Social responsibility and ethical
consumption are becoming increasingly important factors in many consumer
decisions today. There are several ways to do this. The first is to purchase products
from brands that support social responsibility practices. The second is to support
the environment by reducing packaging waste and choosing products with
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minimal or recyclable packaging. The third is to identify and purchase ethical
brands. By supporting sustainable practices and appreciating ethical brands, you
can make a positive impact on the world and contribute to a more sustainable

future (Zorgle, 2023).

One of the key ways to raise consumers’ awareness of social responsibility is
to educate them about the social and environmental issues that affect them and
the world. This can be done through various channels, such as media, campaigns,
labels, certifications, ratings, and reports. By providing consumers with relevant
and reliable information, they can learn about the causes and consequences of
their consumption behaviors, as well as the benefits and challenges of adopting
more responsible practices. Education can also raise awareness of existing or
potential solutions and alternatives that can address social and environmental

issues (LinkedIn, 2025).

2.5.2. Strategies to Increase Consumer Awareness

Various strategies can be developed to increase consumer awareness. In this
context, two strategies emerge: developing effective content and utilizing logical
advertising. Creating informative, engaging, and easy-to-understand content
involves using visual aids such as images, videos, and infographics to convey
the message. Another important way to develop effective content is to identify
the needs and desires of the target audience through market research, then
develop content specifically for them, attracting their attention, and increasing
their awareness of the product or service. Utilizing logical advertising is another
effective strategy for increasing consumer awareness. In this context, the simplest
approach is to emphasize the benefits of the product or service offered and provide
evidence to support these claims. Comparing the features and benefits of different
products or services using comparison tables is also an option. Such comparisons

are widely used today (Zorgle, 2023).

Another way to increase consumer awareness of ethical violations is to
empower consumers. By empowering consumers, we can encourage them to act in
accordance with their awareness and preferences. Empowerment can be achieved
through various strategies, including incentives, rewards, recognition, and social
norms. By providing consumers with motivation, recognition, and support
to choose and use more responsible products and services, they can overcome
obstacles and challenges that may prevent them from acting in line with their
awareness and values. Empowerment can also increase consumer satisfaction,
loyalty, and trust in more responsible brands and products.

Another way is to involve them in the processes of creating and offering more
responsible products and services. This can be done through various methods, such
as co-creation, feedback, participation, collaboration, and advocacy. Participation
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can also foster a sense of ownership, empowerment, and commitment in
consumers, encouraging them to support more responsible initiatives.

Another way to increase consumer awareness of social responsibility is
to evaluate consumers’ performance and progress. This can be done through
various tools, such as feedback, benchmarks, indicators, and scores. By providing
consumers with information and feedback about the potential consequences
of their consumption, they can be empowered to become more responsible
consumers.

Another way to raise consumers” awareness of social responsibility is to ensure
they have access to and can afford more responsible products and services. This
can be achieved through various policies, such as regulations, standards, subsidies,
taxes, and bans. By providing consumers with access to and affordability of more
responsible products and services, they can overcome restrictions and limitations
that may hinder the availability and quality of these products. Activation can also
create a level playing field and competitive advantage for more responsible brands
and products.

Consumer development — by striving to enhance consumers’ well-being and
happiness: Ways to achieve this include approaches such as fostering consumer
well-being or happiness through values, emotions, experiences, and meanings.
This way, consumers will appreciate the well-being and happiness they receive.

2.5.3. The Future of Consumer Awareness

Developments in digitalization will not only transform commercial activities
but will also continue to alter the shopping experience and consumer journey. It
is essential for businesses to stay ahead of these trends and adapt to new shopping
paradigms. Only by predicting future trends in consumer behavior and adapting
to these new shopping paradigms can businesses remain competitive in the ever-
changing retail world.

2.6.Discussion and Implications

In the age of social media, unethical marketing activities are a ubiquitous
reality. Brands’ reliance on unethical practices is driven by profit pressures, a
competitive environment, inadequate legal regulations, and an immeasurable
desire for short-term success. However, today’s consumers are more conscious,
demanding, and value-driven. Generations Y and Z, in particular, shape their
purchasing decisions not only based on product features but also on the brand’s
social standing, environmental, and ethical responsibilities.

The consequences of unethical marketing practices are not limited to
victimizing and harming consumers; they can also disrupt market mechanisms and
undermine social trust. While the goal is to gain an advantage, unethical practices
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often lead to negative consequences for brands. In some exceptional cases, some
practices considered unethical have been observed to produce successful results

despite social backlash.

In addition to raising consumer awareness in the context of protecting
consumers from the harmful effects of unethical practices, the existence of a
corporate culture that prioritizes ethical principles is also crucial. In other words,
it should be remembered that resolving ethical issues requires a combined effort at
both the individual and corporate levels.

Unethical marketing practices not only generate short-term financial gains but
can also seriously damage a brand’s reputation, customer loyalty, and sustainable
competitiveness in the long term. While these activities often appear to fall
within legal boundaries, they are often equipped with manipulative strategies that
hinder consumers’ right to information, manipulate their preferences, and rely
on emotional exploitation. In this context, ethical marketing should focus not
only on “what not to do,” but also on “how can we be more fair, transparent, and
responsible?” The most effective defense against unethical marketing strategies
is a proactive ethical management approach. This approach should be evident
not only in brands’ external communications but also in their corporate culture,
decision-making processes, and performance metrics. Training, internal auditing,
and ethical leadership are essential for ensuring that ethical principles are not
merely found in guiding texts but are translated into concrete practice.
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