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The purpose of this study is to understand the causes of the decrease of
ethical studies in marketing science and determine the necessary
preconditions to increase the studies again in the context of object-subject
relation. As a result of the theoretical discussion, it has been determined
as a prerequisite for marketing science to go beyond Neo-Liberalism as a
main ideology for ethical evaluation and then to make comparisons over
alternative systems. In this context, the science world of the scientist and

Keywords: ] the definitions of the wealth distribution, risk, consumption concepts

Meta-Marketing, made by main systems were taken into consideration. In order to embody

Ethics of Marketing, the theoretical argument, the marketing of the derivative financial

Neoliberalism, instruments produced by the Neoliberal system is exemplified. Specific

Phi . ethical discussion topics and similar approaches to other branches of
ilosophy of Science,

] i science that arise with this embodiment were discussed as suggestions of
Financial Instruments. this study.

INTRODUCTION

Unethical behaviours have been both produced and examined throughout history. Hence,
when listening to religions, the prohibited fruit of Adam and Eve also points to unethical
behaviour when the cause-and-effect context is ignored (Tsalikis and Fritzsche, 1989: 696). In
other words, the discussion of the first important behaviour, even in the myths about the origin
of human, is classified as unethical and at least it points out the frame of the first interpretation
of a behaviour in the context of social acceptance.
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Ethical issues in marketing are expressed as a less studied field in academic literature.
The research on the subject pointed to about a hundred marketing ethics studies in 1981 (Hunt
and Vitell, 1986: 5). However, the ethic approaches of the Hunt and Vitell’s study “A General
Theory of Marketing Ethics” (1986) includes the classifying ethic approach methods rather than
the reasons of rare studies. Although an increase is observed for marketing ethic studies, it
seems that required attention is still not given to subject desirably. Indeed, these increases have
not been caused by philosophically healthy and conscious developments, but by the increase of
human power and the increase in the side effects of economic activities (Koslowski, 2001: 6). On
the other hand, it is important to understand that nobody can avoid the results of ethics and/or
morality. Because even being neutral will cause moral results (Billington, 1993: 19).

The purpose of this study is to examine itself in the context of “why marketing science
cannot make its own ethical examinations?” Indeed, it will not be possible to give the importance
to these studies within the frame of marketing science, which does not understand why the
ethics cannot be studied. In this context, the marketing science will be philosophically examined
as an object and subject. Then, in parallel with these discussions, the marketing objects that are
imposed by the Neoliberal economy to marketing science will be added to the study.

Ethics

The ethics as a concept should be defined in the context of conceptual frame of this study
to make the study more clear. However, despite the existence throughout history, there have
always been mistakes or debates in the definition of the concept of ethics. Rousseau, for
instance, stated that the Descartes' definition of "ethics" is actually definition of the "justice"
(Browne, 1892: 3). The abstractness of concept of the ethics and the positive value
differentiation of the ethics (such as seen between Descartes and Rousseau) can be shown as a
reason for this. So, the definitions used in academic literature for ethics still continue to vary. For
instance, there are definitions that have a more socialistic approach such as “the harmonization
of human behaviours to the society” (Sayer, 2010: 11). On the other hand, there are definitions
that focus on relationships rather than society, such as “A philosophical discipline that examines
the social rules -which form the basis of individual and social relations- in the base of morality as
good-bad or right-wrong” (Aricioglu and Tutan, 2008: 48). There are also approaches that define
individual bases such as thinking about the nature and causes of ethics (Taylor, 1975: 1). In a
different study, ethics is discussed in a more comprehensive frame and defined as the theoretical
based question of what is good-bad, what is right-wrong and what is to be done at the final
phases (Bauchamp and Bowie, 1983: 3). These differences can be attributed to the fact that the
concept of ethics is abstract, and therefore, philosophers as a subject seek a relatively tangible
indication to understand it in the cause and effect relationship basis.

The main purpose of this study is not to bring a new definition to the concept of ethics
but determine the preconditions that will lay the groundwork for ethical studies to understand
why ethical studies and discussions are unsatisfying and insufficient in the marketing
worldview. While the definitions in philosophy differ considerably, common characteristics in
the methods of definition especially consist of two concepts: the object to be defined and the
secondary object to be used as an indicator to describe the main object. In this context, it is
understood that definition should be made by a comparison with an indicator that is stated by
philosopher to examine practically what is marketed. The study accepts this condition "ceteris
paribus” (other things being unchanged) as a natural limitation of being a human. The feeling of
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comparison requirement is more normal in the marketing as a social science even when an
object such as "absence" is needed for the entire understanding of concrete objects in physics.
Moreover, in social sciences such as philosophy, which examine the abstract objects may be
needed to be put the objects into a concrete form.

In this context, the first precondition is the necessity of leaving the science fields as a
subject alone in the ethic examinations as mentioned Popper’s approach (Popper, 2005: xxi).
This freedom includes both the main object and the indicator object instruments for ethic
examinations and choosing them, also. In other words, the object that is marketed should be
chosen liberally (!) to be examined by ethics. However, more comprehensive ideological
approaches such as Liberalism or Neoliberalism can change the conditions of the whole
economy and politics as well. So, they determine the objects by themselves for marketing
science. Accepting of “to marketing everything that is profitable” approach in marketing
textbooks, confirms the approach of this study. Moreover, it is a misfortune for marketing
science that there is no discussion about where and how these "everything" objects are brought
into marketing science. As a matter of this fact, academic arguments in the field of economic
ethics are concentrated in the frame of Neoliberalism, not marketing and similar sub-disciplines.
Although it is not directly expressed, the studies about the ethics of economics that are modelled
by the approach of ethical values should be adapted to Neoliberalism to solve ethical problems
in marketing and other economic areas. Nevertheless, it should not be ruled out that an ethics
study that is modelled into Neoliberal system cannot produce alternative systems for itself to
compare. Without specifically prejudice to the correctness or the inaccuracy of this approach,
marketing requires managing ethical discussions for itself as a scientific branch. As mentioned,
marketing must be separated from being an object of Neoliberalism at least through ethical
discussions. As marketing science as an object of Neoliberalism will not be able to choose objects
neither the instruments of payment nor security instruments developed for marketed objects
liberally. In this case, marketing science must first criticize the marketing objects and
instruments that are given by Neoliberalism in order to do ethical discussions. This criticism
reveals the negation as a second prerequisite.

The second prerequisite for the subject to be able to manage an ethical examination is
the ability to negate it. Negation corresponds to a secondary object that is needed to make
comparisons of a subject during the examination. This necessity has emerged from a realistic
approach of the philosophy of science. Ethical evaluation is sceptical on its own, a total
scepticism that the secondary object does not exist will cause suspicion simultaneously with all
the theories and this is an easy but useless way (Sayer, 2010: 45). As a result, it is not possible to
manage an ethical discussion with a total scepticism and zero scepticism without producing a
correct alternative economic system. In this case, the examining science must use another
approach as a basis for making comparisons with other approaches studied. In this context, what
is needed for marketing science is an economic system that is an alternative to the economic
system, which is the source of the instruments that are presented to it. Therefore, a concrete
examination within the frame of Neoliberalism will only seriously impair the ability of a scientist
or philosopher to produce alternative economic systems. For instance, understanding the
meanings, attributed meanings in the system and appearances of the marketed objects will make
possible the scientist or philosopher to separate from his/her science world, produce
alternatives and be relatively neutral. It is important to explain the reason to use “relatively
neutral” concept. The statement expresses one's effort to partly disassemble his/her own inner
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world debate from the socially accepted values.
Neoliberalism

The concept of neoliberalism is one of the phenomena tried to be characterized by
different definitions like ethics. Especially the definition of Stiglitz’'s study “The End of
Neoliberalism?” (Stiglitz, 2008) “Neoliberalism is a system that the market is self-organizing and
has a fundamentalist belief about efficient resource allocation” shows the confusion about
Neoliberalism. This definition indicates that Stiglitz associates the Neoliberal and Liberal
"market economy"” concepts (Amable, 2010: 3). In an opponent study, Neoliberalism is defined
as a fake model of capitalism in which losses and profits are socialized but the moral collapse is
accompanied by a financial system that abuses the middle and low-income households (Stiglitz,
2010). This tendency shows that Neoliberalism is not essentially a system that emerges from a
fundamental approach but a result of an effort to overcome the negative consequences of the
Liberal economy.

One of the definitions focused on the output of the system made in the base of resource
and wealth allocation is one of the fundamental problems of the history of the economy made by
David Harvey as “the quest for political and ideological class to change capitalist power
balances” (Clarke, 2008: 136). When Harvey's definition is examined, it is seen that the rapid
increase in securitization in terms of the Neoliberal economy appears to be an instrument for
claiming of "sharing of wealth”. As a result of this securitization process that reached to produce
derivative financial instruments, securities have started to be sold within the frame of marketing
policy. When radically attached to the neo-liberal worldview, the ethical examinations of these
securities will be stuck in the frame of the distribution of wealth. However, in order to manage
ethical examinations, it is necessary to make a new observation and conceptualization beyond
the conceptualization of the system. The issues of marketing the financial instruments have to be
understood to understand this point clearly.

Therefore, an explanation through circumstance has a great importance for
understanding this study. When it is supposed that a bank loans USD 100 due to real estate and
an amount of USD 120 is charged with interest, the fund provider will charge the interest and
risks to a person and the fund provider will assume all the risks associated with the non-
payment of this loan alone. However, the Neoliberal system supplies these derivative financial
instruments to the households by producing 110 derivative instruments with a price of $ 1 per
share with a discount rate by saying "distributing wealth". As a result of this supply, the financial
institution receives 10% interest income without waiting for the maturity date and distributes
the non-payment risk of the loan to 110 persons. Then the bank will start a new business cycle
with a chance to offer the loan to the household again with this USD 110.

But “distribution of risk” concept -as a reality- does not used for marketing these
financial instruments. On the contrary, "distribution of wealth" is used for marketing. When
distribution of wealth or share of resources should be examined in the base of distribution of
economic wealth rather than risks, it actually functions to reduce the risk of households who
already have large shares in wealth. In other words, the distributed slice of the cake is already
high-risk part of the economy. The studies in this perspective justifiably define the Neoliberalism
as wanting a new configuration of risks (Ericson et.al, 2000: 532). This misinterpretation rooted
in the base of society and economic practices, contrary to neoliberal saying, will further distort
the income distribution. There is also marketing science as ethically responsible because of
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marketing the financial instruments without examination in the ethic basis.

There is no doubt that there are Neoliberal studies, which is frequently studied, defence
on the risks that people take. Rational Human, Homoeconomicus and Invisible Hand (Smith,
2007: 349; Smith, 2013: 113) assumptions are developed to defend these kinds of criticism.
These assumptions theoretically provide consistency within the system. But eventually a
successful theory should be a practice at the same time (Lewin, 1952: 110). In other words,
these theories would be harmonizing the Neoliberalism with practice to take the Neoliberalism
from the scientific crisis. However, when considering the theoretical addition of these
assumptions it is seen that these assumptions were added to the theory as a result of paradigm
crisis that is mentioned in Kuhn’s study “The Structure of Scientific Revolutions” (1970).
Because the distributed economic phenomenon is practically a risk on the contrary of
theoretically claimed as a wealth by Neo-Liberal approach. So, households have to be a
homoeconomicus to turn the risks into wealth. Otherwise, the risky results will appear and it
will increase the wealth disparity. In this context, the origins of Neoliberalism firstly assumed
the Rational Human theory. Rational human is defined as the human model that can make the
right decision with his/her own information frame (Sutherland, 2013: 2). But, the
homoeconomicus concept was needed because of predicting that a theoretical human with
limited information can makes irrational decisions. The concept of homoeconomicus includes a
human with complete knowledge about the market together with rational decision making
(Senigne, 2011: 5). The right of “laissez faire” has given to the Neoliberalism by adding the
homoeconomicus concept to the theory. In this context a human model that never makes wrong
decisions provides the internal consistency of the theory (Karabiyik, 2016: 60). Thus, the
predicted risk was made risk-free in theory and it allows the distribution of wealth in the
theoretical basis. The factors that provide this internal consistency can be defined as “a priori”
that is defined by Marx (Marx, 1867: 340). These factors should be examined according to
whether they are real obligatory connections (Sayer, 2010: 111). Otherwise, morality as a
practice will not be able to achieved even though ethical explanations as a theory can be made.
So it is important to recognize that these connections are totally theoretical. So, the risk
eliminated in the theory will continue to exist in practice (as seen in the 2008 Mortgage Crisis).
So, the marketing science practically accepted “Bounded Rationality Model” that was developed
by Kahneman and Tversky’s study (1986) by separating from the assumptions of the Neoliberal
Theory to maintain marketing operations. Actually a different study field of marketing ethics
appears at this point. In a way, marketing takes on executive role in consumption and purchase
basis of the Neoliberal system that influences most of social structures as economy, politics, law
etc. An interactive relation should be developed between main ideological systems such as
Neoliberalism and disciplines such as marketing to make possible the study of disciplinal ethics.
Anyway, Bounded Rationality Model shows that there will be separated fields and studies and
they will make the disciplinal ethics studies necessary.

Consequences, Limitations and Suggestions of the Study

The ethic examinations show that the existence of main ideological systems should not
make the sub-disciplines an object to itself. On the contrary, these kinds of approaches are a
necessity for the economic structure to become healthier. These sub-disciplines have to be a
subject -not object! - to provide functional and healthy ethical studies. In other words, the object-
subject relation between Marketing and Neoliberalism ethics studies should be considered in the
context of Jean-Paul Sartre’s honey-hand example: the honey as an object, in fact, stereotypes the
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hand that holds it as a subject (Sartre, 2011, 750-757; Marleau-Ponty, 2010, 28-29).

On the other hand, this subjectivation should include choosing alternative systems to
make the comparisons functional as well. Otherwise, the economic system is inevitable for both
the theoretical and practical sense of the Eco-Spasm (Toffler, 1975). In this context, the
prerequisites and consequences of this study for ethical discussions in marketing science are as
follows:

o The first precondition for ethical examinations in marketing science is that the
scientist who will manage the ethical assessment needs to go beyond the Neoliberal world at
least during the discussion. It corresponds to the subjectivation of the sub-disciplines.

o After the first condition, it is necessary to understand the limitations of human
thinking and make comparisons through alternatives and this comparison should be made
starting from different definitions given to concepts. It corresponds to the negation. It is also
related with the idea that there will not be moral examinations when there is not any option
(Billington, 1993: 23).

If scientists consciously and systematically provide these preconditions, studies will be
more effective in the ethics for both theoretically and practically.

The results of the study contain some suggestions for other sub-disciplines even the
study discussed the ethics problem with the marketing limitations. These suggestions are as
follows:

o First of all, the purpose of the study is not bringing a critique of Neoliberalism. The
reason for making examinations within the frame of the Neoliberalism is its domination on
economic system in the recent period. If scientists separate themselves from the Neoliberalism
that is mentioned as a prerequisite, they will be able to recognise where the Neoliberalism is
going in the macroeconomics basis. This is one of the suggestions of the study.

o There are also different sub-disciplines that have the same problems with the
marketing science. This study contains a suggestion for studying ethics approaches for other
sub-disciplines because of having a fundamental approach.

e Studying the ethics of marketing the financial instruments is suggested with this study
through exemplification. However, it is seen as one of the rarely studied fields in the marketing
science.

The study has some serious limitations because sub-disciplinal ethics is one of the rarely
studied fields and it is a philosophical, abstract issue. Because of being rarely studied field, the
purpose of the study was to examine fundamental concepts to provide research problems and a
base to other studies. The limitations of the study are as follows:

e The study was modelled to discuss the ethics between disciplines. Therefore, it is one
of the limitations of the study. If the approach is studied with another perspective, the
worldview of the scientist will be consumers and/or purchasers. This perspective was ruled out
in this study. However, these kinds of approaches should make the consumers a subject and the
marketing an object.

e Probable specific problems of the other disciplines were ruled out in this study even if
it has suggestions about the issue. But, the study still has suggestions about it because of
fundamental approach as mentioned.
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