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Marketing

“Marketing is an organizational function and a set of processes for creating, communicating, and delivering value to customers and for managing customer relationships in ways that benefit the organization and its stakeholders” (Wilkie, 2009).
Marketing is the communication channel between the consumer and the business with the aim to achieve a point of sale and interest in product. The purpose of marketing is to increase the demand and popularity to a wider audience, with the main modern purpose of creating a business-to-consumer relationship. Relationship marketing is essential to building trust and long-term custom.  

Marketing Concept

“Marketing has been recognized as a relatively new subject area that borrows freely from other disciplines such as economics, phycology and the behavioural sciences” (Ayantunji Gbadamosi, 2013, p. 16).

The concept of marketing has change over time up until the 1950s the main aim of a business was to manufacture, produce, market and then sell.

“Under the traditional view of marketing, the key to profitability was greater sales volume, and marketing’s responsibility was to sell what the factory could produce. The focus was on products, not customers, and products were taken as given- what the factory was currently producing was what the sales force had to sell. The emphasis within marketing was short-term and tactical, focusing on the selling process itself (personal selling, advertising and sales promotion including short-term price inducements) The marketing job was to convince prospects that they needed what the firm was producing)” (Frederick E. Webster, 1981).

Marketing can create sales and improve relationship marketing, but only if the market concept s created to the correct and advised ethical and moral standards.















Marketing era

It is important to review the marketing eras in order to understand how marketing has changed over the last 200 plus years and the social and economic elements that have created these changes. The marketing era show the adaptions needed to marketing in a changing world.

1) Trade Era 1800s – The Trade Era saw the production of goods achieved to a higher number that could be personally consumed. This created the need for the surplus materials to be sold to others, creating trade.
2) Production Era 1900s-1920s – The Production Era saw the ability to mass produce in factories, due to the industrial revolution. Larger scale production and the ability to distribute goods. The more products that could be produced the more we available to purchase by the consumer. The productivity was there, so sales needed to follow
3) Sales Era 1930s  - The Sales Era was completely driven my sales, profit was the goal and it was about businesses selling their produced products. Price equalled sales and no other factors where seen as being important, it was the time of The Great Depression and therefore price was the most important factor.
4) Marketing Department Era 1940s-1960s – This Era was the time where marketing and personal marketing within a business became essential. The 4 P’s (Product, Price, Place and Promotion) came into effect. 
5) Marketing Company Era 1960s, 1970s and 1980s – This was during a time where Globalisation came into effect and business-to-consumer relationships were paramount in creating a positive brand image. Businesses looked at their company has a whole worked appease customer’s needs. 
6) Relationship Era 1990s – This Era was about creating a connection with customers and building a prolonged relationship with its consumers. 
7) Social Marketing Era 2010 – real time – This Era focuses on meeting the needs and expectations of the consumer, by utilizing social media to communicate with the customer. The use of technology now makes businesses accessible at all times. 

(Faudree, 2016).

These 7 eras of marketing projects how marketing strategies are reliant on the     evolve 
Marketing strategies have to be built around the current economic climate and the social aspects of cultures and 

The way that our industries have evolved, countries and world markets development, When the need for marketing can into effect I was solely about making sales, but if you skip to the seventh era of today, the use of brand – customer relationships, the social aspect of marketing. Marketing has changed based on both the evolution of society, but also the financial markets. As seen during this timeline marketing is a developmental process, that changes based on numerous factors, as documented from the 18000s onwards.  

The modern world has evolved into an extremely competitive market place, where world trading is efficient, production and distribution are also. The marketers are business stakeholder have examined how relation marketing is forefront in customer retention and sales. Social media has created a platform where business-to-customer communication is extremely important. In a world of high competitor, that trust and retention is important for future sales and marketing. 

We now have the means to product mass production, it’s the sales that need to continue to be driven, technology is essential to today’s way of life, so promotion advertising, public relations and B-2-C relationships have to be the source of productivity when it comes to marketing.
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(Ayantunji Gbadamosi, 2013).


The Marketing Mix 

“The customer-focused value is mainly delivered to target market segments through the marketing mix. This is a collection of tools that a particular marketer uses to target and satisfy their customers. Traditionally known as the 4 P’s, Product, Price, Place and Promotion .The number of Ps have grown to include three additional service tools of People, processes and Physical Evidence” (Ayantunji Gbadamosi, 2013, p. 19).

The marketing mix was created to help the marketers segment their target market affectively. It’s a process that lets for investigation into the target market before creating the relevant marketing material. Are the 7Ps ethical, do they reflect ethical marketing and these are the questions that need to be answered. 


 



Social Marketing Campaign

“Social marketing principles and techniques are used by those on the front lines responsible for improving public health, preventing injuries, protecting the environment and engendering community involvement” (Philip Kotler, 2008, p. 15).

Due to the 2020 Covid pandemic the UK Government has to create a social marketing campaign. The purpose of this was to create the mass change in the publics behaviour. The advertisement campaigns where to protect the public’s health during a world health crisis. These advertisements are currently on social media, road signs, billboards, posters, tv advertisements. This Government campaign is seen as ethically positive by the mass population as its informing about health protection. 
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(Stewart, 2020)

A razor company “Gillette” create a short film to reflect a “MeToo” movement and reflected within their advertisement how men should be accountable for their actions. This advertisement, which was indented to be a social campaign rather than a product promotion campaign, receive backlash. The advertisement received over 1.6 million dislikes and there was call for a boycott due to the company reflecting all men in a negative light, there was also some support. Some viewers saw he advertisement video as bring awareness to a current situation. (Baggs, 2019)

This Gillette advertisement is an example of how ethical and moral opinions can differ within the same target market audience. 
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Evangelism

“Evangelism marketing is more commonly known as word-of mouth-marketing and relies on customers to deliver marketing messages to other potential customers” (Marketing-schools.org, 2020).

A relatively small scale business such as Lush, with whom does not advertise, replies on evangelism marketing. They are a very ethical business who prides itself on its environmental positive company attitude and therefore their customer experience is replied upon for marketing word of mouth. Evangelism marketing is a source of marketing that small businesses use to create a free marketing stream. This marketing type does have a negative and that is if a customer received a negative experience with the business or a person is using false information, that information can be spread to cause doubt on the ethics of the business.


Ethics Definition
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“Figure 1: Moral Values and Ethics Applied to Advertising” (Gulfam Ashraf1, 2016).









“Ethics, also called moral philosophy, the discipline concerned with what is morally good and bad and morally right and wrong. The term is also applied to any system or theory of moral values or principles” (Singer, 2020).

“Its subject consists of the fundamental issues of practical decision making, and its major concerns include the nature of ultimate value and the standards by which human actions can be judged right or wrong.” (Singer, 2020).


. 



How ethical marketing has changed over time


As seen in the marketing eras, processes change over time and that is said the same for ethical approaches additionally. Ethical marketing changes rapidly and also differs massively in different societies and countries. The review of the correct ethical standpoints to the audience is essential for brand image. 

Ethical Dilemmas:

Ethical dilemmas are faced by markers in every area of marketing, in changing times and viewpoints, these ethical dilemmas can include, offending people and/or cultures, ageism, gender stereotype, religion and many more. The main problem with ethical dilemmas is that ethical beliefs are personal and even if the marketing material adherers to that of the majority of the cultural society believe, there is always a change that the material could offend a minority. 

Sales people are not there to explain or discuss the mass proportion of marketing material in the current modern world, so anything that is not the cultural ethical standards has a risk of being received as ethically wrong. 
 

Moral Dilemma and Ethical Issues in Advertising

The question has should head the marketing team is that does the said marketing material appeal to the main moral and ethical normality for the intended country or else it risks offending the majority.


“Advertising is a form of communication with your audience and telling them about your product and its features. Advertisements have great effect on the consumers as they get to know about the products firstly from these. The unpleasant behavior of people towards these advertisements, towards the controversial products, their perception and opinions should be kept in mind. But some companies don’t consider their ethical responsibility and go against the market ethics by making and airing unethical advertisement.” (Gulfam Ashraf1, 2016).
“Advertising has become a necessary part for the sales of a product which the organizations use as a promotional or communication tool” (Gulfam Ashraf1, 2016, p. 1).



[image: ] (Authority, 2018).








Ethical Issues in Advertising

“The ethical issues are important so that the companies by remaining in their ethical limits fulfill the customer needs and satisfy them in a decent manner” (Gulfam Ashraf1, 2016).
The Morals are define as the faith, trust, religious values that people set aside to decide what is wrong and right. The organizations use these to draw rules and regulations what is ethical and unethical in business practices. ed. Some marketers or advertising agencies that go against the market ethics and make unethical advertisements have forced the regulating authorities to make a legal outline for their conduct” (Gulfam Ashraf1, 2016).
Targeting customers, such as Christmas advertising, is a moral advertising issue that divides opinions. As stated within the above text personal values decided how an advert is perceived by the audience.



Ethical Aspects of Advertising
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“Figure 2: Major Ethical issues of Advertising” (Gulfam Ashraf1, 2016).

















Advertising Code UK
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(The Advertising Standards Authority Ltd, 2020).

The UK Advertising Code creates the rules that businesses and organisations need to follow, they are an independent regulator whose purpose is to make advertisements that are made and used within the UK are responsible and ethical. That have a strategy of six points:
1) People and the planet 
2) Online 
3) Effectiveness 
4) Buy-in 
5) Enforcement 
6) Independence
(The Advertising Standards Authority Ltd, 2020).

A Paddy Power gambling advertisement was banned in 2019, to which the ADA stated “The ad implied viewers should follow his example, and that their route to doing so was joining Paddy Power’s Rewards Club. We considered the ad implied gambling was a way to achieve financial security and improved self-image, and we concluded the ad was irresponsible.” (Chapman, 2019)




“Ethics in marketing play a huge role in sustainability marketing. Building a campaign must consider every touch point and how it affects the consumer, the environment and the community” (Conscious Creatives , 2020).

The Pressure to use Ethical and Sustainable Practices is driven by a percentage of consumers, activities and laws. It has changed consumerism and sustainable businesses now have to be totally ethical to be seen as an ethical business. Practises including using paper is not ethical, the message the business are giving has to be an ethical one, bad advertisements can be seen as unethical, used ethical supply chains etc. Due to increased knowledge of ethics, sustainability and environmental issues, ethics is extremely important within today’s business world.













Environmental Responsibility

“Many businesses in emerging markets have been involved in areas such as social development or environmental improvements, and have achieved cost savings, revenue growth and other business benefits” (PIOTR MAZURKIEWICZ World Bank, 2020).
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(PIOTR MAZURKIEWICZ World Bank, 2020).













Corruption on Perception Index (CPI)
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(Transparency International, 2020).

“The CPI scores and ranks countries/territories based on how corrupt a country’s public sector is perceived to be by experts and business executives (Transparency International, 2020).

“Our vision is of a world in which government, politics, business, civil society and the daily lives of people are free of corruption. In order to get there, our mission is to stop corruption and promote transparency, accountability and integrity at all levels and across all sectors of society” (Transparency International, 2020).

The Jay Customer – can be seen as abusive 

Addictive behaviour – alcohol, drugs, gambling 

Impulsive behaviour – eating, buying, gambling 

Theft – customer crime 

Competitors 

One of the ethical issues that affects the area of marketing is that of competitor advertising. There is often businesses in who are in the same industry and have the identical target market 
and this is where competitor advertising comes into effect. An example of this ethical and therefore moral issue is marketing campaigns created by BMW and Audi. In 2013 both companies created competitive billboard marketing campaigns, to note they also use this tactic in marketing platforms, such as television advertisement. 

The interesting tactic taken in this particular marketing strategy is how they used the same theme, which was the game Chess, to both advertise their products and at the same time out do their competitor. 
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(Wonderful Engineering, 2013).

The same standard of product to the same target market, is it ethical to used your competitor for marketing and sales gains? Or could it be seen as misrepresentation?








Conclusion

The research conducted in this report has shown that every organisation/business has its own ethical standpoint and marketing concept. It is therefore foreseen that the businesses use 
marketing as an individual process tailored to ones individuality, to gain the same conclusion which is to create sales. Ethics is an individual process, although guided by laws, the conclusion to one’s ethical standpoint can vary dramatically dependant on beliefs. Marketing and ethics is a difficult combination to get correct and public opinion is only available fully when the marketing material is already in public view. The attention to ethical practices within the all the 7 P’s and the businesses overall practises is becoming more popular as knowledge into environmental and sustainable issues expands.
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