
1000-1500 words 
Introduce and describe a contemporary ethical or moral dilemma you feel is 
significant.  The dilemma may come from within a particular discipline of study or 
the world at large.  Summarize the prevailing positions on this dilemma, and then 
advance your own view.  How or why do you have the view that you do?  The 
essay should strive for clarity and depth in the consideration of the dilemma. 
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 In the field of communications and marketing over the past ten years, there is a definite 

reoccurring theme and important aspect of new technology that professionals have been 

grappling with. This technology, of course, is social media. Not only did social media sites such 

as MySpace, Facebook and Twitter enter mainstream America in the last ten years, but their 

popularity continues to grow. Today nearly every person, group, organization, or corporation, no 

matter how old and no matter their niche in society, seems to use social media as a resource for 

communication, advertising, sales, and more. With 618 million daily Facebook users in 

December 2012 and over 500 million total Twitter users in September 2012, the statistics speak 

for themselves to the popularity of social media today. The ethical and moral dilemma that 

accompanies the social media boom concerns the topic of personal privacy. This dilemma can be 

seen in two areas of social media use. First, in the Terms and Use agreement of social media sites 

and second as marketers use personal information shared through social media to advertise goods 

and services based on information accessed via social media. 

 Agreeing to the Terms and Use portion of a website while creating an account may 

provide more access to personal information than appropriate. For example, Pinterest, a photo 

and resource sharing website that has gained recent popularity, became the subject of a viral 

campaign concerning this exact issue of personal privacy. In the Terms and Conditions 

agreement, Pinterest stated they had the right to use, reproduce and even sell images added to 



their site. The average user could upload a family photo, and Pinterest could sell the rights to this 

photo to be used in an advertisement for a particular name brand detergent if they so desired. 

Pinterest “owned” the photo. Unfortunately, many users just checked the “I Agree” box without 

reading the Terms and Conditions report. Users became aware of their decision after they had 

been uploading photos and became active users of the site.  

Since the campaign, Pinterest has changed their Terms and Conditions policy to reflect the 

opinions voiced by their users. It now states, “You grant Pinterest and its users a non-exclusive, 

royalty-free, transferable, sub licensable, worldwide license to use, store, display, reproduce, re-

pin, modify, create derivative works, perform, and distribute your User Content on Pinterest 

solely for the purposes of operating, developing, providing, and using the Pinterest Products.” 

Now, according to the policy, as long as uses are Pin-ing, or sharing of these resources, anything 

goes. Outside Pinterest, the same rules of copyright and fair use apply. Users seem to be 

adjusting to this change well, as the viral campaign has cooled and Pinterest is quickly becoming 

one of the leading social media sites of 2013. 

The viral campaign for privacy rights struck a nerve with users from many other social 

media sites. Each time Facebook, Twitter, Tumblr or Instagram updates their Terms and Use 

policy or adds a privacy policy, the update usually makes headlines. Personally, I believe that 

users should become aware of their personal responsibility when using social media sites. 

Similar to the view provided by the Federal Trade Commission, it’s the user’s choice. The 

easiest way to know and understand your privacy rights when using a social networking site is to 

read carefully the Terms and Conditions page before agreeing to it. Privacy policies are almost 

always found on the homepage websites, and are open to the public to read, not just a user of the 

site. I understand how personal responsibility can shift to the sidelines as networking becomes 



more important in this digital-age, but I believe that personal responsibility should be first and 

foremost in the minds of social media users. 

The second area of social media that concerns personal privacy is the use of social media 

as a marketing tool that uses social media as a resource to learn personal information and 

advertise goods and services to individuals based on the personal information they have chosen 

to share on these social media sites. The most common example of this marketing practice can be 

seen on Facebook. Facebook’s screen design and layout leaves room for white space and 

advertisements on the sides of the interface. These advertisements, at first may seem harmless 

and random at first glance. However, after a Facebook user becomes active on the site, these 

advertisements change to reflect the attitude and preferences of the user.  

How does Facebook do this? Facebook tracks any business, product, or service that you 

may “like” or click on while logged on to the site. Did you download a coupon for 50 percent off 

of Dove facial cleanser? Get ready to see Dove advertisements on your home interface in the 

coming weeks. For some, the first instinct when they see their spending tracked is to research the 

legality of such a topic. The Federal Trade Commission issued a statement on their website 

shifting the responsibility of market segmentation based on social media site to the user of such 

sites. It states, “It's important to find out what happens to the personal information you provide to 

companies, marketers, and government agencies. These organizations may use your information 

simply to process your order; they may use it to tell you about products, services, or promotions; 

or they may share your information with others. More organizations are offering people choices 

about how their personal information is used. For example, many let you "opt-out" of having 

your information shared with others or used for promotional purposes.” 



It is common to “opt-out” of companies where you have given your email address or 

purchased a good or service, but with social media, unless you de-activate your account, it’s very 

difficult to  

 

 *according to www.facebook.com and http://www.statisticbrain.com/twitter-statistics/  
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