Essay

In this essay I will discuss the relevance of Social and Ethical Marketing issues for contemporary business. I will use suitable academic theory and relevant industry examples to support my discussion and analysis. 
Definition
To begin this essay, I would like to define Marketing, according to Kotler et al (1999) “Marketing is a social and managerial process by which individuals and groups obtain what they want and need through creating and exchanging products and value with others.” In other words, marketing is the process in which something is sold to someone.
The Marketing Concept
NetMBA (2002-2010) states that “The marketing concept is the philosophy that firms should analyse the needs of their customers and then make decisions to satisfy those needs, better than the competition.” 
The accepted marketing philosophy includes 4 key areas:
· Customer Orientation; Understanding of customer needs, wants and behaviour
· Integrated Effort; The marketing function must be integrated into all areas of the Business
· Profit Direction; Focus efforts on profit rather than sales volumes.
· Competitor orientation; Considering competitors approach.
The marketing concept is different to anything before because of many reasons.  Firstly, it identifies customer needs and then satisfies them. Secondly, making products which will sell instead of selling what is made. Thirdly, it realises that the customer is more important than the product, and it also satisfies the esteem of consumers. These all suggest that marketing has developed and changed over the years.  Below, are the ways in which marketing has changed over the decades.
Seven Eras of Marketing
Simple Trade Era – Where everything was hand created and in a limited supply.
Mass Production Era (1860s – 1920s) - Products were produced in mass and at a low cost.
Sales Era (1920s – 1940s) - As the market continued to become more saturated and intensify, competition increased among businesses. 
Marketing Department Era (1940s – 1960s) - Advertising, sales, promotions, and anything marketing related all grouped into one department.
Marketing Company Era (1960s - 1990s) - The marketing department help guide a company’s direction. The customers became king and are now the focus.
Relationship Marketing Era (1990s – 2010) - The goal for businesses is to create customer loyalty.
Social / Mobile Marketing Era (2010 – Present) - Due to technology, businesses and customers can communicate 24/7. The customer is now in the driving seat and not the business.
From reading this, marketing has progressed drastically. From everything being hand crafted in a limited supply to products being produced in mass.  Then to competition amongst businesses beginning, to the way in which advertising, sales and promotions became more prominent.  To the marketing department helping guide the direction of a business and finally for the goal for businesses is to create customer loyalty. 
Importance of Social Marketing
According to iEduNote “The societal marketing concept helps to maximize profits for the organization and creates a long-term relationship with customers. It encourages developing products that benefit society in the long run and satisfies consumers.”
The Marketing Mix
Originated in the 1960s, Neil Borden (1964) identified twelve controllable marketing elements that, if properly managed, would create a profitable business operation. Jeremy McCarthy (1964), then reduced this theory to four key areas. They include:
· Price – The product should always be representing good value for money. 
· Product – The product should fit the task consumers want it for, it should work, and it should be what the consumers are expecting to get.
· Promotion – Advertising, PR, Sales Promotion, Personal Selling and, in more recent times, Social Media are all key communication tools for an organisation.
· Place – The product should be available from where your target consumer finds it easiest to shop.
Marketers and academics quickly embraced this new paradigm.
The development of the Marketing mix, mirrored the topics we have already covered in this essay, e.g. 
· More consumer-based marketing
· Addition of service to marketable items
· A more comprehensive package, driven again by consumers the creation of add on services.
From 4 Ps to 4 Es
According to Poulou (2018) the marketing mix however has adapted from the 4Ps to the 4Es.
· Product to Experience
· Price to Exchange
· Place to Everywhere
· Promotion to Evangelism
From Product to Experience
Poulou (2019) states that “This is now expanding to more mainstream areas and has become primary in services.  For example, the way that Red Bull is famous for doing this well with extreme sports and other events geared around the theme of “Red Bull Gives You Wings.”
From Price to Exchange
“Until recently, the price was driven by the production cost of a product or service, by its scarcity, or a prevision on how these two elements could evolve in the future.
Today, boundaries get blurrier every day between the actual cost of a good, the cost of ownership of the same good.” For example, you don’t see the price of a car advertised anymore.
From Place to Everywhere
Since we are entering the era of immediateness, businesses must be able to capture, anticipate and drive customers mood, or will to consume, anywhere at any time.  Also, be able to respond to it on the spot. According to Poulou (2019) “Having a physical storefront is no longer enough to be successful.” 
From Promotion to Evangelism 
Poulou (2019) states that “To cut the story short, brands are not the only source of information anymore. Customer networks provide information from multiple sources ranging from blogs, forums, and social networks. The role of promotion is not only to inform and seduce anymore but provide consistent and positive message aligned with brand value and experience.”
These changes to the traditional 4Ps are rather drastic however Poulou (2019) states that “Companies shifting from the 4Ps to the 4Es are the ones that will maintain or develop a competitive edge.” I believe that the second model is better suited for contemporary business. These changes to the marketing mix model go to show that the world of marketing is always everchanging and brands must continue to stay updated.
Macro and Micro environments
Surbhi (2019) states that “Every business organisation is a part of the business environment, within which it operates. No entity can function in isolation because there are many factors that closely or distantly surrounds the business, which is known as a business environment.” It is broadly separated into two categories, they include, micro environment, and macro environment. 
Macro
Macro environments in Marketing consists of six key forces:
· Demographic 
· Socio Cultural
· Technological 
· Ecological
· Political
Macro environment plays a large factor in the way a business plays out, take demographic for example, according to Suttle, (2019) “Demographics are various traits that can be used to determine product preferences or buying behaviours of consumers.” 
Also, according to Quain, (2019) “However, as society and culture change, your responsibility as a business owner or leader is to adapt and stay ahead of your competitors and remain relevant in the minds of your consumers.” This suggests that as social trends change, a business must stay up to date and adapt to stay ahead of all the competition.
Another factor which can affect businesses is technological factors, according to Grimsley on Study.com “Technological change offers risks, opportunities and threats to businesses.” Take the contactless card for example. It was almost vital that businesses offered the option of using contactless for customers to pay.
This goes to show that these issues are relevant for contemporary businesses. 
Micro
Micro Environments in Marketing include;
· Customers
· Employees
· Suppliers and distribution channels
· Competitors
· Shareholders and investors
· Public and Media
These are the factors that influence companies. Take customers as an example, according to Educba.com, “Many companies consider customer satisfaction as a marketing jargon which measures how the products and services of a company can meet or exceed customer expectation. Customer satisfaction is important because it provides business owners and marketers with the metric to manage and improve the business.” This shows that customers can be used as a system to manage and improve the business.
Another macro factor that influences the company is Employees.  According to Clear Vision Development (2019), one of the ways that employees impact a company is ‘Mood’.  Clear Vision Development (2019) state that Being around an individual that is emanating negative emotions is demotivating, demoralizing, and draining. Even though the cause of our ‘bad mood’ has little to do with the job, it is suddenly impacting the job.” 
You might be wondering how a supplier might impact a company. Well according to Learn Management 2 (2018) “It is important to select suppliers carefully as suppliers can affect the businesses, they provide goods to.  If a supplier provides a poor-quality product to a firm, it may affect the firm's reputation as the firm will need to use the goods or sell them onto their customers.” 
Another macro factor that will have an impact on a company is that company’s competitors. Grimsley (2019) sates that “Competitors will try to win market share by cutting costs, improving efficiency, lowering price and innovating by either creating new products and services or improving upon old ones. In other words, competition tends to give consumers better goods and services at lower prices.” 
Also, shareholders will influence a business, Zheng (2019) states that “Shareholders primarily affect a business through their voting rights in company decisions.

Segmentation, targeting and positioning
Market segmentation and targeting is at the core of marketing strategy and consumers (or potential consumers) are the key stakeholder group for both commercial and social marketers. Factors that impact on consumer behaviour are: Age, Income, Lifestyle – That form the basis for market segmentation, the process is as illustrated below

Market Targeting
Market Positioning 
Market Segmentation


Market Segmentation
Market segmentation is the process of dividing the market into groups of consumers who respond in a similar way to a given set of marketing stimuli (e.g. price, product features) or, alternatively, groups of consumers/customers with homogeneous needs or preferences. This may be based on demographics, e.g. age, gender; Geographic’s, e.g. by country, rural/urban areas; psychographics, e.g. lifestyle; or behavioural factors, e.g. brand loyalty.
Main Bases of Segmentation
Geographic – Examples include Customer Location, Region, Urban / Rural, etc. 
Demographic – Examples include Age, Gender, Occupation, Socio-economic, Group, etc. 
Behavioural – Examples include Rate of usage, Benefits sought, Loyalty status, Readiness to purchase, etc.
Psychographic – Examples include Personality, Lifestyles, Attitudes, Class, etc.



Market Positioning
Market positioning involves "arranging for a product to occupy a clear, distinctive and desirable place relative to competing products in the minds of target consumers". It is about formulating competitive positioning for a product and a detailed marketing mix (Kotler et al., 1999).
Conclusion
To conclude it can be said that marketing concept is different to anything before because of many reasons.  Firstly, it identifies customer needs and then satisfies them. Secondly, making products which will sell instead of selling what is made. Thirdly, it realises that the customer is more important than the product, and it also satisfies the esteem of consumers. These all suggest that marketing has developed and changed over the years.  Below, are the ways in which marketing has changed over the decades.
Also, from looking at how marketing has changed from the eras of the past, it can be said that there have been some drastic changes in the marketing industry. From everything being hand crafted in a limited supply, to the marketing department helping guide the direction of a business and finally for the goal for businesses is to create customer loyalty, the changes in marketing have been phenomenal. 
Another aspect of marketing which has adapted over time is the marketing mix. The four Ps have transformed to the 4 Es. These changes to the traditional 4Ps are rather drastic however Poulou (2019) states that “Companies shifting from the 4Ps to the 4Es are the ones that will maintain or develop a competitive edge.” I believe that the second model is better suited for contemporary business. These changes to the marketing mix model go to show that the world of marketing is always everchanging and brands must continue to stay updated.
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