
 
 

 
 
 
 
 

 
 
 
 

ETHICAL MARKETING POLICY  

 
 

In this policy statement we lay out the commitments that Studio 
HENK has made to ensure that our marketing is honest, 

trustworthy and meets ethical standards. 
 

  



We Commit to Honesty in Marketing 
As ethical marketers we believe absolute honesty in our marketing is crucial.  
 
We pledge to never use dishonest marketing tactics for our own marketing campaigns, including: 

● False advertising: exaggerating values and benefits of products and services 
● Fake or present skewed reviews and testimonials 
● Never “cherry pick” specific data points that are not representative of our overall impact 
● Not withhold negative information or data from the public solely to protect a brand’s image 

 
We pledge to only use realistic descriptions of the products, services, or impact we are promoting. 
 
We pledge to ongoingly reflect on our projects and campaigns, to ensure honesty in marketing. We do this 
by asking ourselves the following questions during campaign strategy and execution: 

● Are we clearly communicating our product or service’s value without exaggerating or misleading 
our key audiences? 

● Are we accurately quoting our customers, partners, and team when we share reviews or 
testimonials? 

● Is there internal pressure to communicate dishonest information within your marketing and 
communications coming from team members or the leadership of your company or organization? 
If so we will push back or disengage from the project. 

 
We Commit to Rejecting Greenwashing 
Greenwashing is when a company provides misleading information or gives a false impression about how 
its products are (more) environmentally friendly. This practice is widely considered to be unethical, as it 
deceives customers. 
 
We pledge that our messaging and campaigns are fully honest and transparent about the environmental 
and social impacts of our products and business. 
 
We Commit to Cultural Sensitivity in Campaign Creative 
As marketers we choose how to represent people. Marketing campaigns and messages have the potential 
to be insensitive. It takes a combination of self awareness and inclusion of others in the creative process to 
avoid marketing campaigns that are insensitive. 
 
We pledge to take steps to avoid any exploitation, appropriation, or stereotyping of underrepresented or 
historically oppressed people or groups within marketing content. 
 
We Commit to Permission-Based Email Marketing 
Permission based marketing describes marketing where the recipient of the marketing messages provides 
permission to send them marketing materials. Another way to describe this is that they have opted in to 
receiving marketing messages. 
 
We pledge to focus our email marketing on maintaining the trust of email lists by continuing to offer value 
and restricting messaging to content related to what the original opt-in intent; and being GDPR compliant.  
 
We Commit to Ethical Digital Advertising 
We are committed to ensuring the accuracy and ethics of the content we promote through digital advertising. 
Aside from considering the accuracy and honesty of the content, we must also consider the ethics of the 
targeting approach.  
 



We pledge to be clear to our users what is paid advertising vs what is editorial content and avoid false 
advertising.  
 
When using pop-up or modal windows, we pledge to use them in ways that offer clear value, limit how often 
they are used, and make it easy to close them.  
 
We Commit to Ethical Search Engine Optimization 
Search engines use algorithms to determine what content to show at the top. Ethical SEO tactics are based 
on providing valuable and useful content that aligns with what users and search algorithms are looking for.  
 
We pledge to use the best practices for ethical SEO, of which examples are:  

● Link building: Create valuable content that people will want to link to 
● Using PR and aligned partnerships to build links 
● Proper use of redirects to help users find the right content 
● Put the user first, focus on value, create content that aligns with our mission 

 
Practices that we discourage and aim to avoid are:  

● Purchasing links – Paying for links from other websites. Links should be built organically out of 
merit and from real relationships and partnerships. 

● Automated link building – Using software or online bots to build links. 
● Hidden content and links – Intentionally hiding content or links so that only the search engines can 

see them. 
● Automated, stolen or plagiarized content generation – Using content scraping technology, AI 

content development, or direct content theft to generate high volumes of content to build your site’s 
size and perceived authority. 

● Keywords stuffing, over optimization – There is a fine line between manually optimizing content for 
SEO best practices (white hat onpage optimization) and over optimization which can also be called 
keyword stuffing. It takes experience and a deep understanding of the latest algorithms to learn 
where this line is. As the algorithm changes, the line may shift over time. 

● Misdirection – Unethical redirects: Cloaking and doorway pages. There are a variety of shady 
redirection schemes used in black hat SEO. These typically involve redirecting people away from 
long form content into pages that are more focused on conversions/sales, affiliate marketing, or 
paid advertising. In these cases the content that appealed to the search engine algorithm which 
resulted in the high organic ranking is not what the user sees after they click the link. 

 
We Commit to Update these Practices as the Industry Evolves 
Ethical marketing is an evolving concept. It moves with the technologies marketers use to discover, reach, 
and engage audiences; cultural changes; updates from major online platforms such as Google, Facebook, 
and new options for data-driven targeting. We will continue to monitor the state of the field across different 
marketing channels and tactics and update our practices accordingly. 


