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Abstract:

This study aims to highlight diferent marketing mix policies and
their ethical dilemmas which need an ethical perspective to determine
what is right and wrong.

In order to achieve the study’s goals we have adopted the analytical
method so that we highlight the basic concepts used in the decision
making process in terms of marketing mix, all that for deducing the
essential points which show the role of marketing ethics adherence in
correcting the marketing decision.

Among the results the study has revealed is that the decision
quality returns to the company’s goal and the data availability, as it is
often difficult to get enough data and avoiding the lucrative goal face
the competition intensity and the risks caused of the no rapid action
and interaction, especially in the uncertainty.

Thus, the ethical marketing decision represents a strategic orientation
that makes good economically and socially marketing decisions and
achieves the strategic goals.

As the ethical adherence puts the marketing decision process onto the
right path, that gives the company a wide and global view, through
which it will act efficiently in the society where its lucrative
objectives will be the results of its efforts.

Thus, the company that aims to achieve its strategic goals must watch
on its marketing mix decisions inputs and outputs from an ethical
perspective that includes the strategic dimension.

Key words : Marketing Mix, policies of marketing mix elements,
ethical adherence, Marketing ethics, marketing decision, marketing
deception.
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