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I ntroduction

Corcemsregarding the ladk of codes d ethics (CoE) for Sacial Marketing and related fields
swch as hedth promotion lave been made for over a decale (Sindall, 2002; Smith, 2001
The establishment of professioral assaiations for Sccial Marketing (e.g. the Australian
Assaiation of Sacial Marketers (AASM). the Intemational Social Marketing Assaiation
(ISMA), the European Assaiation of Scacial Marketers (ESMA)) has ®en increased focus on
the isswe (French, persorel communcdion, 2013. While CoE are seen by sone as a
fundamental characeristic of a profession(Sha, 2011, we question wtet can be redisticdly
adhieved with CoEand how tley should te developed, communtated and enforced.

In Search of Universal Moral Values

In the wider busiress context, differences ketween Anglo-American and Euopean
perspedives d professioral work have been noted (Evetts, 201), but the literaure is silent
on the potentia implicaions for CoE d differences between westem and eastem
perspedives. Lefebrve (2011:54 notes that Sccial Marketing thoughtand pradice has
“evolved differently in the developing and developed world”, making Quinn et al.’s call for
the development of acommon Scial Marketing language challenging. Gin a global CoE for
Social marketing be achieved based on the identification of “universal moral values” which
continue to be sought in tle corporate sedor (Schwartz, 2005? We note the recent cdl for a
“transcendental code of ethics” for all marketing professionals (Payne & Pressky, 2013 but
suggest these authars gossly oersimplify the magnitude of the task.

What isthe Role of a Code of Ethics?

Given that Sacial Marketing adivity aims to change behaviours in ways that benefit
individuals, communites and / a saiety at large, it surprises tyos that ethicd issues can
arse, yet thereis a growing body @ literaure that documents ethicd issues and urexpeded
impads d interventions, ircluding issws regarding targeting, ssgmentation; consequences d
focusing oneasy-to reat or influence groupsrather than tho® with the greaest reed, and the
neals d low literae groups and minaity groups and cultures (Newton et al., 2013;
Domegan et al, 2010; Eagle, 2008; Cho & &@mon, 2007. Communcdions stategies also
present ethical challenges, such as the impact of fear appeals or other “execution techniques
that may impad negatively on vulrerable audiences (Donovan et a., 2009. Codes may thus
help educate inexperienced praditioners and nsitise them to isses they may face in the
future (Eagle et al., 2013.

Positive benefits of CoE irclude assistingand empowering individuals to nmeke ethicd
dedsions through keing able to apply principles, pocesses and dedsion-making mocels to
ethicd isswes (Sorenshein, 2007, clarnfying expedations around ddsion nmeking and
encouraging dilogue regarding ethicd issues (Helin et a., 20110). There is subsantid
evidence that CoE will not d themselves prevent urethicd behaviour (Messikomner & Cirka,
2010, na change behaviours in the wider busiress dor (Painter-Moreland, 2010; Vébley
& Wemer, 2008 or in the hedthcaresedor (Erikssonet a., 2007, however CoE can dffer a
range of benefits, including nsitizing people to isswes they mightface and educating them
on stategies to ced with ethicd dilemmas.



Relationship to Corporate and other Professional Codes

A Scacia Marketing CoE would not ograe in isolation; sacial marketers wak for a range of
organisations, many of which have their own CoEs; pofessioral codes may apply sich as in
the hedth or environmenta management sdors nmaey aso apply (Carer et al., 2011J).
Researd within the acmunting pofession sugests that professiord CoEs lave less
influence than organisational environments (Soners, 200). Whether this finding is inany
way generdizable will require further researdr. Whet is clearis thet therewill always be an
organisational comporent to code adherence (Maloy et a., 2009. Whether and how
professioral assaiations conred professioralism and aganisations hes keen studed in the
medicd context (Noordegraaf 201J), but not within Soiad Marketing. Again, researd is
needed in thisarea

Competing Theoretical Foundations and Frameworks

Within the commerdal sedor, competing theoreticd frameworks have been applied to tre
study d CoE, ircluding institutioral theory and information ewmnomcs, resulting in
differences in cefinitions and effediveness evaluations (Kaptein & Schwartz, 2008; lere &
Gaumnitz, 2003. Futherreseard is reeded to cetemmine the usefulness d these theoreticd
frameworks to Saial Marketing spedficdly. Further, there are severd competing ethicd
frameworks avail able, including deontology (focused on inentiong and teleology (focused
on outomes), with different values (Carter et d., 2011). How do ve guide development of
Aristotle’s practical wisdom (termed in the original Greek ‘prongsis’) in knowing “how,
when, where and in what way” (Messikoner & Cirka, 2010: 58 to apply theories,
frameworks and otler factors in ethicd deasion meking?

Code Development and Communications

It is argued that the development process will influence its subsquent effediveness
(Messikoner & Cirka, 201Q. This areais largely un-researded, even in the corporate
sedor, athough it is aserted that the development process is impeotant for building
awareness, suppd and owrership, withethics training and personrel suppat enhancing code
implementation (Kaptein & Schwartz, 200§. Communiaions d CoE appear problematic
in other areas; despite widespread effects to communication the Academy of Marketing’s
CoE, they note “a sizable proportion” of members remain unaware of it and “only a very
small propartion have read it carefully” (Mowday, 2011: 505).

Conclusion

If a CoE nerdy lists broad principles, it will, in common with codes in other areas “occupy
the role of platitude” (Malloy et al., 2009: 381). If a CoE is to be a living document with
value as bothan educationa and a deasion-making suppat tool, the process d development
will require “thoughtful debate” (Skubik & Stening, 2009), be lengthy, but potentially
rewarding. The Sacial Marketing professioral organisations will also reed, in common with
other professions, toconsicer medhanisms to suppt thos facdng signficant ethicd
dilemmas — and code enforcement mecdhanisms(see for example, Sha, 201). Fa sample
codes, £eEagle, 2008.



We make the following recommendations for the exploration of ethics resouces for scrid
marketing: In arder to inform ou own diberaions, compardive crossjurisdictiona and
crosscultural researd should le undertaken on the lessons ¢éant by a range of professioral
bodies regarding the development of resouces, compliance and regulatory medanismsand
on the effediveness d these resouces, including CoEs whre they exist or, in the case of
hedth promotion, wterea global CoE is keing debated (Bull et a., 2012 . We recommend
comparnison d established professions soh as medicine, law and acountncy, plus redth

promotion, psghology and environmental management, with findings dissminated, and
debate encouraged via all threeassaiations.
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