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The implementation of ethical higher education marketing (0034) 
With the advent of the global market driven economy, the conditions surrounding higher education have shifted so that the university has to face a proliferation of expectations and demands. As competition intensifies State institutions are “engaging in professional marketing activities” (Veloutsou et al, 2005:279), these activities, rather than those enriching the educational and social offering to society, risk eroding institutions into an unquestioning consumerism. This is not to say that the universities are necessarily helpless to avoid this erosion: the choices to “sell the goods and clinch the sale is still greatly influenced by informational sources under the direct control of the university” (Veloutsou et al’s 2005:289).

In these circumstances and in response to calls for ethical leadership in universities and specifically in the marketing practice for higher education (Schwartz, 2005), I attempt to build a virtuous model of marketing ethics contextualized in the values of the higher education institutions. Such an approach will be compatible with a university as a place where virtues are nurtured and where models of ethical decision-making may be idealistic. Moreover, I will attempt to defend an interconnectivity of the virtues of integrity, trust, fairness and empathy overseen by practically wise judgements (Gibbs, 2007).
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