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ABSTRACT

Companiesadoptmarketingpracticestodelighttheircustomers,developcustomerrelationships,and
generaterevenuesandprofits.However,sometimes,companiesfocussolelyontheirselfishmotives
ofgrowthandprosperityforgettingaboutcustomerwelfareandwelfareofthesociety.Marketersare
criticizedforsuchpracticesandthenegativeimpactcreatedonthesociety.Thepracticesinclude
highpricesofproducts, highdistributioncosts, highadvertisingandpromotioncosts, excessive
mark-ups,deceptivepractices,high-pressureselling,questionableproducts,plannedobsolescence,
andpoorservicetodisadvantagedcustomers.Marketersarecriticizedforcreatingfalsewantsand
materialism,scarcityofsocialgoods,andculturalpollution.Theyareaccusedofharmingandreducing
competition.Inthisageofsocialmarketing,companiesshouldconsidersocietalconcernsofvarious
stakeholdersandmaintainabalancebetweentheirownobjectivesofgeneratingrevenuesandprofits
andlong-termsocietalrequirements.Thiswillhelpinsustainingthesociety.
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1. INTRoDUCTIoN

Responsiblemarketersareawareofcustomerpreferencesandtheirrequirementsandprovide
customers with offerings which create value for both customers and for themselves (Oliver,
2010).Theyfocusonbuildingmutuallybeneficialrelationships.Theyalsofocusondeveloping
thoseaspectswhicharemutuallybeneficialtoboththeircustomersandthemselves(Keiningham,
Aksoy,Buoye,&Cooil,2011).

Customersbenefitgreatlyfrommarketingactivities.However,likeallotherhumanactivities,
marketingalsohasitsowndrawbacks.Manyofthemarketingactivitieshavesocialimplications.
Therearedifferentcriticismsofmarketing(Golder,Mitra,&Moorman,2012).Someofthiscriticism
isjustified,muchisnot.Socialcriticsareoftheopinionthatcertainmarketingpracticesarenot
beneficialforthesocietyandhurtindividualcustomers,societyasawhole,andotherbusinessfirms
(Lin&Chang,2012).

Thepaperdiscussesaboutvariousmarketingpracticeswhicharequestionableandtheirsocial
implications.Italsofocusesontheremedialactionsadoptedbygovernments,regulatorybodies,and
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authorities.Marketersrequiretoberesponsibletowardsthesocietyandensurethattheiractivitiesdo
nothaveadverseimpactontheirstakeholdersandonthesocietyatlarge.

2. MARKETING AND ITS IMPACT oN INDIVIDUAL CUSToMERS

Customersareconcernedandworriedabouthowthemarketingsystemsofdifferentcountriesserve
theinterestsofcustomers.Researchprovesthatcustomersholdmixedorevenslightlyunfavorable
attitudestowardsmarketingpractices(Irwin&Naylor,2009).Governmentagencies,socialcritics,
andcustomergroupsaccusemarketersandtheirpracticesofharmingcustomersthroughhighprices,
deceptivepractices,high-pressureselling,shoddyorunsafeproducts,plannedobsolescence,and
poorservicetodisadvantagedcustomers.Thepracticesarequestionableandarenotsustainablein
thelongrunwithrespecttoconsumerorbusinesswelfare(Korschun,Bhattacharya,&Swain,2014).

2.1 High Prices of Products
Criticsarguethatmarketingsystemsofdifferentcountriescausepricestobehigherthantheywould
beundermoresensiblesystems.Theyfeelthatfixingsuchpricesisunethical,especiallywhenthe
economyisexperiencingadownturnandwhencustomersbecomeconsciousabouttheirspending
habits.Criticsareparticularlyworriedaboutthreeissueswhichresultinhighpricesofproducts–high
costsofdistribution,highadvertisingandpromotioncosts,andexcessivemarkups(Cheeseman,2013).

2.1.1 High Distribution Costs
Marketers faceallegations that theyand theirmarketingchannelmembersmarkuppricesmuch
beyondthevalueprovidedbytheirofferings(Kendall,2012).Thisresultsinexcessivedistribution
costswhicharepassedontocustomersintheformofhigherprices.Resellersdefendsuchpracticesby
respondingthatintermediariesperformsuchdutieswhichotherwisehavetobedonebymanufacturers
orconsumers(Corcoran,2011).Thepricesarehigherbecausethepricesarereflectionsofmore
convenience,moreservice,betterreturnprivileges,largerstoresandassortments,longerstorehours,
andothers.Marketers,onthecontrary,alsoarguethatthecompetitionissointensethattheygenerate
verylowmarginsforthemselves.Also,discountretailerssuchasCostco,Walmart,IKEA,andothers
forcetheircompetitorstooperateefficientlyandkeeptheirpricesdown(Kendall,2012).

2.1.2 High Advertising and Promotion Costs
Criticsaccusemarketersofcharginghighpricestofinancehighadvertisingandpromotioncosts
(Corcoran,2011).Criticsfeelthatmuchoftheadvertising,salespromotion,andpackagingarenot
required.Forexample,althoughtheofferingsmaybesame,aheavilypromotednationalbrandsells
formuchmorethanavirtuallyidenticalstore-brandedproduct(Salmon,2013).Criticsarguethat
advertisingandpromotiononlyaddtopsychologicalvalueandtofunctionalvalueofaproduct(Van
Heerde,Gijsbrechts,&Pauwels,2008).Marketersdefendthemselvesbyrespondingthatalthough
differentformsofpromotionaddtoproductcosts,promotionhelpsmarketersinaddingvalueby
informingpotentialbuyersabouttheavailabilityandmeritsofabrand(Nagle,Hogan,&Zale,2011).
Althoughbrandedproductscostmore,brandnamesprovidecustomerswithafeelingofreceiving
qualityproductsandwithasenseofsecurity.Marketersarguethatalthoughcustomerscanbuylow-
priced,customerswantandarewillingtopaymoreforproductsthatprovidepsychologicalbenefits
–thatmakethemfeelwealthy,attractive,orspecial(VanHeerdeetal.,2008).

2.1.3 High Markups
Criticsandmarketingexpertschargethatcompaniesmarkupgoodsexcessively(Xia,Monroe,&
Cox,2004).Companiesinthepharmaceuticalsindustryaretargetedfortheirquestionablemarketing
practices.Acustomermayhavetopay$2forapillwhoseproductioncostmightbefivecentsonly(Xia
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