

 The Position of the Buyers Compared to the Sellers

. 

The consumer’s position in some sectors of the economic system tends to be weak. Among the causes of this weakness are these:

1. Some sellers suppress pertinent information about their products.

2. The consumer ends up by paying for a major share of the wastes involving in marketing.

It is difficult for the consumer to judge the quality of the products and services (e.g., insurance) in the market..

Sellers Rights as a Market Power

Sellers acting as distributors of products/services are rendering beneficial acts to the general members of the public who are popularly known as consumers. But these groups of people while rendering such services enjoy some rights of market power as under:

1. Sellers have the right to introduce any buying incentive schemes they wish so long as they are not discriminatory.

Sellers have the right to introduce any product in any size, style, color, etc. so long as it meets minimum requirements of health and safety.


Legal Provisions and Enforcements 

 Emergence of Consumerism Movement 

Buyers all over the world irrespective of whether they belong to the developed or developing regions have now  become more value conscious and respond only to those marketing stimuli which hold out credible assurance pertaining to the optimal satisfaction of their wants. Attempts have been made by the western consumers to establish their rights by launching a movement called ‘consumerism’. It is a social movement designed to protect and augment the rights of the consumers over the sellers. The products have got the power or the right to design the product, distribute, advertise, and price it, while the consumer has the power of not buying it.

 Scope of Consumerism
Rationale Behind Emergence of Consumerism

Persuasive advertisement- A Satire

9.7 Consumer Protection Measures 

A. Major Rights of Consumers

The rights of the consumers if could be adequately honoured by the sellers, the position would have been better However, the major rights of consumers include:












Figure-9.B: Showing the Different Types of Consumer Rights

The Right to Safety: 

Right to Product Quality

The right to be informed: 

The right to choose: 

The right to be heard:
The right to redress: 

The right to consumer education: 
The right to a healthy environment: 

B. Other Areas of Consumer Rights & Concernse agents of consumer movement.

[i] Product Desirability

The demand for high-quality products is closely related to a number of themes mentioned in the discussion of safety. The moral concern, of course, is whether a product lives up to its billing. Express warranties include assertions about the product’s character, assurances of product durability, and other statements on warranty cards, labels, wrappers, and packages or in the advertising of the product. Implied warranties include the claim, implicit in any sale, that a product is fit for its ordinary, intended use. The law calls this the implied warranty of merchantability.

Additional Consumers Expectation from Business

[ii] Prices 

[iii] Labeling and Packaging

[iv]  No Misleading Advertisements :

 [a]Ambiguity

 [b]Concealed Facts

 [c] Exaggeration

 [d] Emotional Appeal

 [e] Unconscious Demand Creation

 [f] Advertisements Directed at Children


9.8 Marketing Ethics

There are many definitions of ethics and there are many viewpoints of what constitutes ethical behavior. In an organizational framework, it is reasonable to define ethics as a discipline of standards and practical judgement and questions relative to those standards.


Figure-9.C: Showing Marketing Ethics

A.  Ways of Ethical & Societal Marketing

Marketing be societal should perform in the ways:

B. Ethical Problem Areas in Marketing 

 Marketing research has been criticized because of its alleged invasion of personal privacy. People today seek individual identities more than ever before. 

C. Pertinent Marketing Questions 

Pricing is probably the most regulated aspect of a firm’s marketing strategy. As a result, most unethical price behavior is also illegal. 

D. Leakage of Information to Competitors
Business culture also affects the ethics of competition. Two forms of ethical competitive behavior are:

i.
Industrial espionage - Industrial espionage is the clandestine collection of trade secrets or proprietary information about a company’s competitors.

ii.
Bribery  - Bribery in international marketing prompted the passage of the Foreign Practices Act. This act makes it a crime for U.S. Corporations to bribe officials of a foreign government to obtain or retain business in a foreign country. 
E. Ethical Considerations in Advertising 

Advertising provides information to large numbers of people. A product might be advertised through a direct-mail campaign or through use of media – newspapers, magazines, TV. Advertising, therefore, is part of the process of selling one’s products. A major function of advertising is to sell goods. But this is not its only purpose, nor does it accomplish this only by supplying information. Some questions raised by the issue of truth in advertising are what actually constitutes lying and misrepresentation, and what guidelines can be presented for ethically proper advertising?

1. No one who works in advertising should have to make claims about products or services which aren’t true.

F. Guidelines for Marketing Ethics

1. Advertising Standards –

2. Customer Service –.

3. Pricing –

4. Product Development- 
5. Distributor Relations –

6. General Code of Ethics

9.9 Buyer-Seller Behavior in Islam

 Islam has encouraged business and more so raising agriculture & manufacturing in a way beneficial to both the buyers of goods and services as also those who act on the other side as sellers or distributors. Islamic guidelines are provided in the light of Shariah as provided by Quran and Hadiths, some of the hints are presented:

Guidelines of Buyer- Seller Behavior in the light of Islam

	Quranic Guidelines

	


	Guidelines given by Hadiths

	1. 


Islamic Guidelines :

i. Buyers should expect to receive goods that are in working conditions and priced fairly;

ii. They should also be notified of any deficiencies and defects contained in the goods under sale;

iii. Incorrect weights and measures are prohibited and hence a punishable offence;

iv. The Muslim businessman if himself dishonest should not demand honesty from others;

v. Hoarding and price manipulation are restricted;

vi. Adulterated or spoiled products should not be transacted;


MODEL QUESTION -1

Course : Business Ethics & Social Responsibility 

Time :  2      Hours                                                                                                                          Marks:100

_________________________________________________________________

OBJECTIVE QUESTIONS

30 MINUTES                                                                                                                                          MARKS 50

  Section A: Multiple Choice Questions
        
                                                               [Marks: 10X1 =10]

 Tick(() the most appropriate answer for the following Multiple Choice Questions

1. Industrial espionage is the clandestine collection of _ _ _ _ _ _ _ _ or proprietary information about a company’s competitors. 

a. commodities

b. trade secrets

c. sample products

d. None of the above

2. _ _ __ _ _ _ _ _ _ _ provides information to a large number of people.

a. Advertisement

b. Samples

c. Visits 

d. none of the above

3.  _ _ _ _ _ _ _ are the most pure consumers you could have.

a. pious persons

b. elder persons

c. kids

d. none of the above

4. _ __ _ _ _ _ __ _ _ _ ___ _ may be influenced by ethical codes seeking more desirable products.

a. Product development

b. Sales development

c. Market development

d. none of the above

5. Tomorrow’s consumers will be better educated, more affluent, and -----

a. more simple

b. more critical 

c. more upright

d. none of the above 

6. In the U.S.A the _ _ _ _ _ _ _ _ _ _ _ _ _ protects the consumers from blatantly deceptive advertising

a. FCC [Federal Communication Commission]

b. FDA [Food and Drug Admnistration]

c. FTC [Federal Trade Commission]

d. FPC [Federal Power Commission]

7. The U.S Child Protection Act was passsed in 

a.     1966

b. 1946

c. 1866

d. 1996

8. Consumers are begining to emerge as a poweful pluralistic social

a. institution

b. market

c. conflict

d. contract

9. Which one is not an output of the selling model

a. quantities

b. image 

c. frequency

d. brand choice

10. one of the two sets of selling process model is product, the other one is

a. institution

b. environment

c. vendors 

d. loyalty

11. Which one is not the cause of buyer’s weakness

a. too many brands 

b. suppression of pertinent information

c. inability to the product quality

d. consumer associations

12. Selling companies should investigate consumer

a. complain

b. health

c. address

d. contract

13. That protects from the risk of injury arising from consumer products

a. federal trade commission 

b. consumer product safety Act

c. fair credit reporting Act

d. cigarette labeling Act

14. Eat my oysters, and lie near

a. me

b. market

c. her 

d. lady

15. That aims at appealing to emotional needs and  does not appeal to 

a. attitude 

b. habit

c. purchasing power

d. reason

16. Not responsible for introducing marketing ethics

a. standard  master

b. producers

c. advertising agency

d. media

17. The doctrine that the law may justifiably be used to restrict the freedom of individuals for their own good

a. strict liability 

b. legal paternalism

c. ultra vires

d. internal management

Section B: True or False 


                                                      [Marks: 1X10= 10]

	 Show  true or false putting the letter ‘T’ or ‘F’ in the spaces provided


	Sl No.
	Questions
	True/False

	1
	The producers so to say the sellers must not maximize the customers’ satisfaction, in order, to make repeat customers. 
	

	2
	Simply obeying laws and regulations does not exhaust the moral responsibilities of business in the area of consumer safety.
	

	3
	Companies should not investigate consumer complaints.
	

	4
	The abbreviation ICC stands for Interstate Commerc Commission.
	

	5
	Sellers have the right to introduce any product in any size, style, color, etc. so long as it meets minimum requirements of health and safety.
	

	6
	Sellers have the right to limit the product guarantee or post-sale services.
	

	7
	Right to safety implies protection against the marketing of goods which are hazardous and harmful to health or life.
	

	8
	Right to consumer education implies the right to acquire knowledge and skills required for consumer descions.  
	

	9
	More and more frequently, purely, psychological factors enter into the price-setting equation.
	

	10
	The moral issues do not involve in packeging and labeling relate primarily to truth telling and consumer exploitation.
	

	11
	Passage of  long period of time make a haram piece of property halal
	

	12
	Bribing in international marketing prompted the passage of the Foreign Practices Act
	

	13
	Consumer rights tree has has three brances having eight leaves 
	

	14
	Truth- in – lending Act  requires disclosure of  all charges & credit plans
	

	15
	Islam is against the idea of price controls
	

	16
	If a firm has exercised due care and taken reasonable precautions , then it should not be held liable for defects that happen despite its best efforts
	

	17
	Tomorrow’s consumers will be better educated & more affuent but less critical
	

	18
	Businesspeople, however, tend to favor self- regulation and government deregulation
	

	19
	Children are particularly susceptible to the blandishments of advertising
	

	20
	Excessive advertising as dependency effect , leads us to favour public consumption at the expense of private goods
	


Section C: Fill Up the Blanks 
                         

            
           [Marks 1X10 = 10]

1. Consumer movement poses a challenge for business: a challenge to become more consumer oriented, and a challenge to _ _ _ _ _ _ _ _ _ _ _ _ _  _ _

2. _ _ _ _ _ _ _ _ _ _  _ _ _ _ is one that aims to persuade by appealing primarily to human emotional needs and not to reason. 

3. Marketing research has been criticized because of its alleged invasion of _ _ _ _ _ _ _ _ _ _ _ 

4. _ _ _ _ _ _ _ _ _ _ is probably the most regulated aspects of firm’s marketing strategy. 

5. It is unethical for an advertiser to communicate what are _ _ _ _ _ _ _ _ statements. 

6. Social waste in advertising does not lend itself to a _ _ _ _ _ _ _ _ _ _  of easy measurement. 

7. A major function of advertising is to sell _ _ _ _ _ _ _ . 

8. Sellers got united and they were ______ _ _ __ _ _ _ _ the consumers beyond any limit. 

9. The right to be informed is a fundamental economic interest of the _ _ _ _ _ _ _ _ _ . 

10. Until the first quarter of the _ _ _ _ _  century, sellers maintain their supremacy by whatever means they could. 

11. Sellers have the right to  _ _ _ _ _ any buying incentive schemes.

12. The Act [1906] that protects against the adulteration & misbranding of  essential goods is  _ _ _ _ _   _ _ _ _ _   _ _ _ _ _   _ _ _ _ _ 

13. One of the responsibilities of business is that it must _ _ _ _ _ the manufacturing process itself. 

14. It is too complex for the average consumers to evaluate the myriad conflicting  _ _ _ _ _ of competing manufacturers

15. Until the first quarter of the  _ _ _ _ _  Century sellers maintained their supremacy and after then appears consumerism 

16. Marketing to be successful must operate following organisational mission and  _ _ _ _ _


17. Economists worry about inefficiencies but philosophers worry about interfering with peoples’  _ _ _ _ 

18. Any agreement between a manufacturer and a retailer to fix a price is _ _ _ _ _


19. No unsafe products should be advertised as  _ _ _ _ _


20. According to Shariah, if the  _ _ _ _ _ is in difficulty, grant him time till it is easy for him to repay 

Section D: Short Expression                     

                    

     [Marks: 1X10= 10]

Answer in a single but simple sentence

1. Advertisement : _ _ _ _ _ _ _ _ _ _ __ _ _ _ _ _ _ _ _ _ __  _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ .

2. Marketing Ethics: _ _ _ _ _ _ _ _ _ _ __ _ _ _ _ _ _ _ _ _ __  _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 

3. Subliminal advertising: _ _ _ _ _ __ _ _ _ _ _ _ _ _ _ __  _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ .

4. Quality: _ _ _ _ _ _ _ _ _ _ __ _ _ _ _ _ _ _ _ _ __  _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _  _ _ _.

5. Market power: _ _ _ _ _ _ _ _ _ _ __ _ _ _ _ _ _ _ _ _ __  _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _  _ __ _ _

6. Rights to safety: _ _ _ _ _ _ _ _ __ _ _ _ _ _ _ _ _ _ __  _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ .

7. Exaggeration: _ _ _ _ _ _ _ __ _ _ _ _ _ _ _ _ _ __  _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _  _ _ _ _ _ .

8. Packaging: _ _ _ _ _ _ __ __ _ _ _ _ _ _ _ _ _ __  _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ __ _ .

9. Bribery: _ _ _ _ _ _ _ _ _ _ __ _ _ _ _ _ _ _ _ _ __  _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ __ _ _ _ _ _ 

10. Customer service: _ _ _ _ _ _ _ _ _ _ __ _ _ _ _ _ _ _ _ _ __  _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ __ _ _ _ _ _

11. FDA : _ _ _ _ _ _ _ _ _ _ __ _ _ _ _ _ _ _ _ _ __  _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _

12. EPA: _ _ _ _ _ _ _ _ _ _ __ _ _ _ _ _ _ _ _ _ __  _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _

13. Right to safety: _ _ _ _ _ _ _ _ _ _ __ _ _ _ _ _ _ _ _ _ __  _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _

14. Product desirability: _ _ _ _ _ _ _ _ _ _ __ _ _ _ _ _ _ _ _ _ __  _ _ _ _ _ _ _ _ _ _ _ _ _ _ __ _ _ _ _ _ _ 

15. Labeling : _ _ _ _ _ _ _ _ _ _ __ _ _ _ _ _ _ _ _ _ __  _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _

16. Exaggeration: _ _ _ _ _ _ _ _ _ _ __ _ _ _ _ _ _ _ _ _ __  _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _

17. Ambiguity: _ _ _ _ _ _ _ _ _ _ __ _ _ _ _ _ _ _ _ _ __  _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _  _ _ _ _ _ _ _

18. Industrial espionage: _ _ _ _ _ _ _ _ _ _ __ _ _ _ _ _ _ _ _ _ __  _ _ _ _ _ _ _ _ _ _ _ _ _ _  _ _ _ _ _ _ _ 

19. Product Development: _ _ _ _ _ _ _ _ _ _ __ _ _ _ _ _ _ _ _ _ __  _ _ _ _ _ _ _ _ _ _ _ _ _  _ _ _ _ _ _ _ 

20. Distributor Relations _ _ _ _ _ _ _ _ _ _ __ _ _ _ _ _ _ _ _ _ __  _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 

	Section : E Identify the right answer                                                                                    10X1=10

Listed hereunder are some important terms. Choose the right one for each of the one indicated below and write it in the space provided:


	a. Good will 

b. Persuasive advertisement 

c. Moral Knowledge 

d. FTC 

e. Implied warranties  

f. Duty Ethics
	g. Right to choose 

h. FCC  

i. Concealed fact  

j. Pricing ethics

k. Aesthetics (Esthetics)
	l. Bioethics

m. Distributive 

n. Duty Ethics

o. Fact requirement

p. Immoral
	q. Metaethics 

r. Moral standards

s. Reverse Discrimination

t. Rule Utilitarianism.


1. ____________
 = 
Enforces laws and guidelines regarding unfair business practices and acts to stop 



false and deceptive advertising and labeling .

2. _____________
 = 
Implicit claim in any sale that a product is fit for its ordinary, intended use. 

3. _____________
= 
Refers to having more alliterative products and services to make use of better 



satisfying ones. 

4. ______________
= 
is the unique human capacity to act from principle, and a will is “good” when it is so 



acts.

5. ______________ = 
The name sometimes attributed to immanuel Kant’s system of ethics because of his 



stress on performing a moral act out of sense of duty,   not inclination.

6. _____________   = 
Neglecting to mention any form of information, and knowledge which would probably 


make products less desirable.

7. _____________   = 
Ethics that can influence strategic decisions on such pricing decisions as  market 



penetration versus market skimming.

8. _____________   = 
A means of informing or circulating news about products or services through a 



positive force of persuasion. 

9. _____________   = 
Like scientific knowledge based on a priori judgement.

10. _____________   = 
Regulates wire, radio, and television communication in interstate advertisement.

11. ______________  =
That which is bad or wrong, such as a bad person or a wrong action; used 



interchangeably in this book with unethical.

12. _____________   =
also known as analytic ethics, the language and logic of ethics and ethical systems are studied, defined, and discussed, usually without the intent of setting up any kind of alternative ethical systems

13. ______________  =
Prescribe what we ought to do, or refrain from doing, to be regarded as moral.

14. ______________  =
In business employment practices this usually occurs as part of the effort to eliminate discrimination against minorities.

15. ______________  =
A type of utllitarianism that specifies generalized rather than universal rules of conduct to maximize social goodness.

16. ______________   = 
In philosophy, the study of values in art or beauty. Related to ethics because it involves values, although here the values apply to art or beauty.

17. _______________  =
Literally “life ethics.” Essentially ethics having to do with medicine and medical aspects of human beings.

18. _______________  =
Distributive refers to the fair and proper distribution of public benefits and burdens



among the members of a community.

19. _______________  =
The name sometimes attributed to Immanuel Kant’s system of ethics because of his stress on performing a moral act out of sense of duty, not inclination.

20. _______________  =
The fact requirement means that the judgments should be based on all relevant 



information.

SUBJECTIVE QUESTIONS 

90 MINUTES                                                                                                           MARKS: 50

Section : F: Short Questions:
       
                                          [Marks: 4X4=16]
   [Answer any four out of seven]

1. Indicate the model of the selling process

2. What are the objectives of a successful marketing mission?

3. Show the concept of consumerism with its scope?

4. Indicate the sellers’ rights as a market power..
5. State the ethical considerations in advertising.

6. Steps to be taken for a decent consumer society.

7. Indicate the future of consumerism?

 Section : G: Broad Questions:   
                  
              
[Marks : 2X12=24]

[Answer any two of the three] 

1. Indicate the position of buyer compared to the sellers. Examine the rationales behind the emergence of consumerism. Present the different rights that the consumers do enjoy.

2. Show with a pictograph different areas of marketing ethics. Indicate the ways of ethical and societal marketing. In this regard, provide the guidelines for marketing ethics.

3. Why in Islam, business is given very high status compared to other occupations/professions? What are the guidelines provided to Islamically perform the buying and selling activities ? 

Section : H: Case Analysis


                     [Marks : 1X10=10]

Case 3

Beta Company

Please see page 194 of the Text Book
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