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000000 OETHICAL CHOICE OF MARKET TARGETS Marketers must target segments carefully to
avoid consumer backlash. Some consumers may resist being labeled. Singles may reject single-servefood packaging
because they don't want to be reminded they are eating alone. Elderly con-sumers who don't feel their age may not
appreciate products that identify them as "old."Market targeting also can generate public controversy.51 The public
is concerned whenmarketers take unfair advantage of vulnerable groups [1 such as childrend or
disadvantagedgroups [ sUch as poor peopled or promote potentially harmful products. The cereal industryhas
been heavily criticized for marketing efforts directed toward children. Critics worry thathigh-powered appeals
presented through the mouths of lovable animated characters will overwhelm children’s defenses and lead them to
want sugared cereals or poorly balanced breakfasts. Toy marketers have been similarly criticized. In the United
States, McDonald'sand other chains have drawn criticism for pitching high-fat, salt-laden fare to low-income
inner-city residents. Not all attempts to target children, minorities, or other special segments draw
criticism.Colgate-Palmolive's Colgate Junior toothpaste has special features designed to get childrento brush longer
and more often. Other companies are responding to the special needs ofminority segments. In the United States,
Black-owned ICE theaters noticed that althoughmoviegoing by Blacks has surged, there were few inner-city
theaters. Starting in Chicago, ICEpartnered with the Black communities in which it operates theaters, using local
radio sta-tions to promote films and featuring favorite food items at concession stands.S2 Thus theissue is not who
Is targeted, but rather, how and for what. Scially responsible marketingcalls for targeting that serves not only the
company'’s interests, but also the interests of thosetargeted.
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