
vPay for the extra risks undertaken by the 
workers.  

Technology Transfer and Appropriate 
Technology

Technology transfer

vTechnology transfer is the process of 
developing practical applications for the 
results of scientific research.

vThe process of transferring discoveries made 
by basic research institutions to the 
commercial sector, to be developed into useful 
products and services.

vSharing technical information by means of 
education and training.

Using a technical concept or hardware or 
software product to solve a problem in an industry 
that is entirely different from the one the 
technology was developed for.

Thus, generally speaking, technology transfer 
is the sharing of knowledge and facilities among: 

vFederal laboratories, Industry 

vUniversities, Federal, State, and local 
governments, Third party intermediaries

The concept of technology transfer as a practical 
matter becomes clearer when one understands 
what technology transfer is designed to 
accomplish. For instance, the purpose of a Federal 
technology transfer program is to make Federally 
generated scientif ic and technological  
developments accessible to private industry and 
state and local governments. These users are then 
encouraged to develop the technology further into 
new products, processes, materials, or services 
that will enhance the nation's industrial 
competitiveness or otherwise improve quality of 
life.

Why Transfer of  Technology? 

Technology and innovation can help to: 

vImprove l iv ing s tandards ,  Increase  
productivity 

vGenerate new industries and employment 
opportunities, Improve public services 

vCreate more competitive products in world 
markets. 

Appropriate Technology

v
price by ordinary people using local materials 
to do useful work in ways that do the least 
possible harm to both human society and the 
environment.

vAppropriate technology is a term which refers 
to using the simplest and most benign level of 
technology which can effectively achieve the 
intended purpose.

vAppropriate technology in basic sense means 
suitable technology. In practice, it is often 
something that might be described as using the 
simplest and most benign level of technology 
that can effectively achieve an intended 
purpose.

vIt means identification, transformation and 
implementation of the most suitable 
technology for a new set of conditions.

vAppropriateness can be evaluated in terms of 
scale, technical and managerial skills, 
materials, environment, capital costs, etc.  But 
at the same time, appropriateness can also be 
examined in terms of human values.

vAppropriate technology assumes that the 
technology should not affect the continuous 
development of the host country.  And it should 
not decompose the environment.  It should 
offer a careful way of using the county's natural 
resources.  
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Is ethics and marketing immiscible like oil 
and water ? 

The answer depends on the outlook of  
whom you ask,  because  the appropriateness 
of  human behavior is based on  the individual 
sense of morality and the individual's  
willingness to compromise on personal 
comforts for the sake of society’s wellbeing.

As one of the largest and fastest growing 
business segments of the world, hospitality 
and tourism industry and its marketing is a 
mine field of ethical issues, although many 
such issues are highly debatable. Debate them 
we must, otherwise they could disappear from 
our collective awareness. Like any other 
industry, marketing is playing a hugely 
responsible role for its ultimate business 
success in the hospitality industry too. The 
relevant question here is how ethical are the 
marketing functions in creating new ‘needs 
and wants’ in the minds of the target 
population, especially if the consequences of 
these freshly aroused needs are not in the 
ultimate interest  of the targets. 

The Fast Food industry has been under 
scrutiny for some time now with its way of 
doing business. Since its formation in the 
1950s, for example, McDonalds has 
dominated the world with its fast food outlets. 
One of main reasons for its success is its direct 
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marketing approach. In the 1960s, the mascot 
of then popular Ronald clown was used as a 
marketing tool by McDonalds to target 
children as one of their major target markets. 
Eventually the happy meal toys were 
introduced to further strengthen its market 
especially with children from the age three to 
nine. Today, increasing number of children is 
faced with obesity problems probably as a 
result of this marketing approach, which has 
swept the world across. Deaths are also on the 
increase due to excessive obesity. 

Deceptive marketing is another very 
common form of unethical marketing practice 
widely seen in many industries. Classical 
example is that of tobacco industry. The 
tobacco industry used to thrive on this type of 
marketing. It used the image of independence 
and prestige in its advertisements  as a way of 
developing dependence on cigarette brands. 
This is a loud example for the psychological 
manipulation of the society's need for a 
product even when that need itself is the 
biggest cause for lung cancer amongst people. 
This is where the dilemma of ethical 
consideration in marketing practices is 
probably first identified followed by the 
recognition of  the absolute need to make 



responsible decisions when conducting 
businesses that target our society. The 
hospitality and tourism industry is no 
exception and this industry too needs to look at 
its ethical approaches. Due to the nature of 
hospitality and tourism industry, social 
responsibility is more often at stake. 

A case of deceptive marketing was 
brought to light when several Florida based 
‘time share’ and ‘holiday packaging 
companies’ were on the legal docks in 2008 for 
marketing vacation packages, using “free” 
airline ticket and other prizes as won by the 
consumers to lure them into aggressive and 
deceptive timeshare presentations. These 
companies contacted consumers by telephone 
and through kiosks at shopping malls, fairs, 
and festivals throughout Pennsylvania, and 
also operated full-time sales facilities in local 
cities. Unsuspecting consumers , who believed 
they were contest winners, were actually 
drawn into a high pressure bait-and-switch 
campaign designed to push timeshare vacation 
packages.

A tourist relies solely on customer service 
which can be both tangible and intangible. 
This provides opportunities for unethical 
business practices. Since many of the products 
in tourism industry can’t be felt or tested by its 
customers before its use, the marketing tools 
such as the internet and brochures are the only 
means of communications. Due to the 
advancement in print technology, digital 
photography and with uncompromising reach 
of internets and websites,  a totally different 
picture of a place or a hotel for example,  can 
be painted  before the tourists. At times, the 
hyped expectations do not match with the 
actual facilities and services offered. 

When integrating the ‘4 P’s’ of Marketing 
in any business organization, the Price element 
remains to be the most important factor for the 

success of any business. Price is the only 
marketing mix element that generates revenue 
All others P’s represent costs. A pricing 
mistake can lead to  business failure even 
when all other elements of the businesses are 
sound. It is equally important for the managers 
of hospitality and tourism industry to develop 
pricing strategies with an ethical approach, 
which can often be seen as ethically 
questionable . 

One such pricing area is the yield 
management systems used in hospitality 
organizations. The yield management system 
was first introduced in the airline industry. 
Time and again people who urgently needed a 
room in a short period of time are forced to pay 
more than those people who booked the room 
much earlier.  In other words, a walk-in-guest  
is charged more for the room than some one 
who booked the room much earlier! The 
objective of this system is to simply obtain 
maximum revenue from the right customer at 
the right time. The concept is based on simple 
economics of demand and supply. 

For airline and hotel industries, the cost of 
maintenance is very high and consequently 
their hunger for cash flow.  All business exists 
to make enough profit so that it becomes 
possible for them to sustain their continued 
existence. What is ‘enough’ is a matter of 
individual choice, based on their inner values. 
The concern for hotel and tourism managers is 
where to get the revenue for their maintenance 
cost when they do not have enough occupancy. 
So there is a need to protect their existence and 
give reasonable returns for the shareholders. It 
can be argued that the revenue and yield 
management system is geared to cover their 
costs during the low occupancy days.

Although the above may not seem to be 
unethical, the question is where to draw the 
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line. This means ethical consideration is 
required when implement ing yie ld  
management techniques in the hotel and 
tourism industry. The yield management 
systems of hotels and airlines would not look 
into the urgency of the situation or whether the 
price is really affordable to the client or 
customer. Hence it can be unethical, if the 
revenue management system is employed to 
extract and exploit the customers beyond the 
justifiable needs of the industry's specific 
requirements for sustainable business. Here 
again balancing  social responsibility and 
business sustainability should be the key 
driving force influencing the management 
decision

One reason for the ethical dilemma is that 
the hospitality and tourism industry is 
composed of many varied types of businesses 
where there is no uniformity in ethical 
practices. The other reason is that there is no 
uniform maintenance of quality standards. 
Employees working in this sector are often 
poorly trained and under paid. There is not 
much justice done to this yet since there is not 
any unified code of conduct that has been 
established in this industry .

Broadly speaking, it is the marketing 
ethics of the industry that are often blamed for 
unethical practices. The core issue is that 
marketers often resort to debatable marketing 
tactics as a way to increase market share, 
revenue and profitability. 

The real problem with most business today 
is their mind-sets that “making money” is the 
only justifiable and acceptable outcome of any 
entrepreneurship. It is common nowadays to 
see major brands and corporations being 
exposed on unethical business issues and fined 

for it. However, it has been observed that the 
fines levied on them do not exceed the money 
actually made by these companies. In other 
words, some major companies make huge 
fortune at the expense of ethical business. 
Consequently, they are willing to continue 
with their unethical practices and take the risk.  
Enforcement of laws become important when 
we fail to observe voluntary restrictions. 

Marketing functions of the business 
organizations these days are under high 
pressure performance monitoring for 
increased ‘profitability’ and ‘revenue’ 
gene ra t ion .  Do ing  i t  w i th  ‘mora l  
responsibility’ is seldom a subject for 
discussions. Hence the apparent  mismatch of  
marketing and ethics. The former contradicts 
with the latter in today’s fiercely competitive 
marketing world. Business managers must 
recognize and accept social responsibility as a 
non compromising factor in their decision 
making process. This can happen only through 
a major shift in the qualitative thinking of 
corporate leadership and their willingness to 
drive the same through the rank and file of the 
organization. 

It is, however, hearting to observe that  
ethical marketing is slowly but steadily taking 
shape with the increasing popularity of eco-
friendly hotels. The Hospitality and Tourism 
industry has a direct impact on environment 
which is rightly seen as a limited resource. So 
marketers are tapping into environmental 
science to create products such as eco-friendly 
hotels and resorts. Marketers are trying to 
create a niche market to attract customers that 
have an ethical approach towards the social 
and environmental impacts on their 
destination region. This demonstrates that 
marketing and ethics can have common 
grounds to start working together.

Asian Journal of PROFESSIONAL ETHICS & MANAGEMENT July-September 2010 July-September 2010 Asian Journal of PROFESSIONAL ETHICS & MANAGEMENT



responsible decisions when conducting 
businesses that target our society. The 
hospitality and tourism industry is no 
exception and this industry too needs to look at 
its ethical approaches. Due to the nature of 
hospitality and tourism industry, social 
responsibility is more often at stake. 

A case of deceptive marketing was 
brought to light when several Florida based 
‘time share’ and ‘holiday packaging 
companies’ were on the legal docks in 2008 for 
marketing vacation packages, using “free” 
airline ticket and other prizes as won by the 
consumers to lure them into aggressive and 
deceptive timeshare presentations. These 
companies contacted consumers by telephone 
and through kiosks at shopping malls, fairs, 
and festivals throughout Pennsylvania, and 
also operated full-time sales facilities in local 
cities. Unsuspecting consumers , who believed 
they were contest winners, were actually 
drawn into a high pressure bait-and-switch 
campaign designed to push timeshare vacation 
packages.

A tourist relies solely on customer service 
which can be both tangible and intangible. 
This provides opportunities for unethical 
business practices. Since many of the products 
in tourism industry can’t be felt or tested by its 
customers before its use, the marketing tools 
such as the internet and brochures are the only 
means of communications. Due to the 
advancement in print technology, digital 
photography and with uncompromising reach 
of internets and websites,  a totally different 
picture of a place or a hotel for example,  can 
be painted  before the tourists. At times, the 
hyped expectations do not match with the 
actual facilities and services offered. 

When integrating the ‘4 P’s’ of Marketing 
in any business organization, the Price element 
remains to be the most important factor for the 

success of any business. Price is the only 
marketing mix element that generates revenue 
All others P’s represent costs. A pricing 
mistake can lead to  business failure even 
when all other elements of the businesses are 
sound. It is equally important for the managers 
of hospitality and tourism industry to develop 
pricing strategies with an ethical approach, 
which can often be seen as ethically 
questionable . 

One such pricing area is the yield 
management systems used in hospitality 
organizations. The yield management system 
was first introduced in the airline industry. 
Time and again people who urgently needed a 
room in a short period of time are forced to pay 
more than those people who booked the room 
much earlier.  In other words, a walk-in-guest  
is charged more for the room than some one 
who booked the room much earlier! The 
objective of this system is to simply obtain 
maximum revenue from the right customer at 
the right time. The concept is based on simple 
economics of demand and supply. 

For airline and hotel industries, the cost of 
maintenance is very high and consequently 
their hunger for cash flow.  All business exists 
to make enough profit so that it becomes 
possible for them to sustain their continued 
existence. What is ‘enough’ is a matter of 
individual choice, based on their inner values. 
The concern for hotel and tourism managers is 
where to get the revenue for their maintenance 
cost when they do not have enough occupancy. 
So there is a need to protect their existence and 
give reasonable returns for the shareholders. It 
can be argued that the revenue and yield 
management system is geared to cover their 
costs during the low occupancy days.

Although the above may not seem to be 
unethical, the question is where to draw the 

38 39

line. This means ethical consideration is 
required when implement ing yie ld  
management techniques in the hotel and 
tourism industry. The yield management 
systems of hotels and airlines would not look 
into the urgency of the situation or whether the 
price is really affordable to the client or 
customer. Hence it can be unethical, if the 
revenue management system is employed to 
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One reason for the ethical dilemma is that 
the hospitality and tourism industry is 
composed of many varied types of businesses 
where there is no uniformity in ethical 
practices. The other reason is that there is no 
uniform maintenance of quality standards. 
Employees working in this sector are often 
poorly trained and under paid. There is not 
much justice done to this yet since there is not 
any unified code of conduct that has been 
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Broadly speaking, it is the marketing 
ethics of the industry that are often blamed for 
unethical practices. The core issue is that 
marketers often resort to debatable marketing 
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Consequently, they are willing to continue 
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One can argue that ethics can’t be enforced 
upon people. Often it is seen that when critics 
blame corporations for the way they do 
business, there is always a defensive approach 
used by the CEOs to protect their businesses. 
One particular research showed that there was 
a lack of agreement over what was considered 
‘ethical’ in ways of conducting business. One 
of the major reasons for this is that what is 
thought to be right by one person may not be 
necessarily seen as the right by another due to 
their difference in upbringing and cultural 
impact. This brings up the need for a standard 
ethical code of conduct in marketing practices 
especially in the Hospitality industry. Even 
though the need to revise ethical dimensions in 
the ‘hospitality and tourism industry’ has been 
accepted, extensive research is yet to be made 
in this area - more so with the industry's 
approach to marketing.

Businesses must consciously strive for a 

perfect balance between marketing and ethics. 

This means companies must get their priorities 

right with due respect for the collective 

welfare of our world and our environment.  

Business owners and managers have to set  

ethical  guidelines for departmental  

performances and should monitor them 

relentlessly. This is even more important in the 

hospitality and tourism industry where people 

are the lock, stock and barrel of the business. 

References

1. Beck J, A Lazer, W and Schmidgall, R 2007, ‘Hotel 

Marketing Managers’ Response to Ethical 

Dilemmas, Volume 8, no:3, pp.35-48.

2. Echeat 2007: Ethical Criticism of McDonalds 2007, 

viewed on 20 October 2009, Available on 

http://www.echeat.com/essay.php?t=28470. 

3. Fleckenstein,M,P and Huebsch, P 1999, ‘Ethics in 

Tourism-Reality or Hallucination?’,  pp.137-142.

4. Kotler, P, Bowen, J, T and Makens, J, C 2006,  

Marketing for Hospitality and Tourism, 4th edn, 

Pearson Education Ltd, Upper Saddle River, New 

Jersey, USA, pp.7-9. 

5. Lansig, P and Vreis, P, De 2006, ‘Sustainable 

Tourism: Ethical Alternative or Marketing Ploy?’, 

Journal of Business Ethics, 72:75-85, pp.77-85

6. Markkula Center of Applied Ethics: ‘Morality of 

Marketing the Marlboro Man’ 2008, viewed on 21 

October 2009, Available on 

7. http://www.scu.edu/ethics/publications/iie/v1n4/ 

marlboro.html. 

8. Panda, D, D 2008, ‘Ethical Considerations in 

Global Marketing of Hospitality’, The consortium 

journal volume 12, no: 2, pp.69-76.

9. Wise Geek: What is Business Ethics? 2009, viewed 

o n  2 1  O c t o b e r  2 0 0 9 ,  Av a i l a b l e  o n  

http://www.wisegeek.com/what-is-business-

ethics.html.

40

Air Pollution

T.N.K. Kurup*

41

* Secretary, CARTMAN, a Bangalore based NGO specialising in environmental activities. Email : cartman@vsnl.com

Good health is essential for human welfare 
and progress.  Our good health and well being 
depend on the quality of environment which 
essentially mean availability of clean air, 
water, food, civic amenities and living space of 
which the most important is the quality of air 
we breathe.  But for air and the energy we get 
from the sun there will not be any life on earth.  
When such is the importance of air for our 
survival does it not devolve on us to preserve 
its quality and purity?  But unfortunately it has 
not happened over the years, causing serious 
concern.  Apart from Volcanic eruptions, 
natural forest fire, dust storms, etc the major 
cause of air pollution is the way we live.  Air 
pollution can be attributed mainly to three 
areas, viz., indoor pollution, Industrial 
pollution and Vehicular (both surface and air 
transport) pollution. 

Indoor Pollution  

A look at what is happening in our villages and 

rural areas reveal serious short falls in our 

approach to their welfare.  Heat energy is a 

pre-requisite for cooking which is available to 

all of us, the middle and upper classes in the 

form of liquid petroleum gas (LPG) in our 

homes.  But for the poor villagers they have no 

other means other than Kerosine, fire wood, 

twigs, crop residues, cow dung and dry leaves 

for cooking.  Confined to small dingy houses 

with very little ventilation, the poor rural 

house-wife breathes smoke emanating from 

the kitchen for many hours, resulting in poor 

health which over a period of time result in her 

premature death.  It was reported in the 

fortnightly “DOWN  TO EARTH” that the 

number of house wives dying because of 

indoor air pollution run in millions.  

Smokeless chulah was the byword of 

successive governments but so far it has not 

resulted in large scale adoption in villages 

because of imperfect design, lack of extension 

awareness, etc.  Is it not time for the well to 

do urban citizens, Government, the 

Corporates and the NGOs to tackle this 

universal problems encountered in our 

villages so that the health and welfare of the 

women folk are preserved? After more than 

sixty years of independence a solution is not in 

sight.  Proper evaluation of the various designs 

of chulahs are to be made and the ones which 

are effective and convenient should be taken 

up for large scale production and distribution.  

Khadi & Village Industries Corporation had 

introduced many smokeless chulahs in 

villages but it is not known whether they are 

effective or whether they are being used 

regulalry. Proof of the efficacy is the continued 

use of chulah in many houses for years.
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In 1999 when war broke out and Kargil was the hotspot. Thousands of army personnel assembled in 

Kargil to fight the war and the debilitating cold. Most civilians were asked to leave; but my bank’s 

staff chose to stay and operate from the bunkers performing not merely the routine banking 

transactions, but community well-being activities. My staff became confidantes and advisors to 

army jawans and officers and till today remain friends. These bank employees said their prayers in 

the best way they could.

Keshavmurthy, Bangalore
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