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For this assessment, the task will be to discuss contemporary business and the relevance of Social and Ethical Marketing for them.  This assessment will be looking at the Marketing Concept, the ethical theories that occur in business along with which theory works best with business. The ethics in social marketing will also be explored as to how business find themselves in ethical dilemmas and how they can take precautions to ensure they stay ethically correct. The evolution of marketing will be looked at to understand how far marketing has come since its evolution from the industrial revolution. Lastly, an example of how Tesco operates within the marketing scene.   
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The Marketing Concept relates to a philosophy that businesses use to recognise and satisfy their customers’ needs, which overall benefits both the company and the customers. However, this philosophy doesn’t result in mutual gain for all businesses which is why different businesses utilise different marketing concepts. Also known as Marketing Management Philosophies. There are 5 marketing concepts which are:
· Production Concept 
· Product Concept 
· Marketing Concept
· Selling Concept
· Societal Marketing Concept
The production concept was defined when the market was dominated by a business that was production orientated. This occurred from the start of capitalism to the mid-1950s and during this era of the production concept, the core concerns for businesses was production, efficiency and manufacturing issues. Companies that use this concept believe that customers mainly see products that are accessible and affordable (Oxidian.ch, 2017). 
The product concept operates on the assumption that greater quality, availability and price for products are what customers prefer which doesn’t impact their buying decision. So, this drives a company to develop products of greater quality that normally ends up being expensive. A good modern example of this would be IT based companies as they are continuously updating and improving their products to alter themselves from any competition (Hatch, 2018).
The selling concept focuses its attention to making actual sales of products. Every sale possible of the product, despite the need of the customer or the quality of the product is the core focus of this concept. This concept makes note that customers would only intend on purchasing a company’s product if the company itself were to aggressively sell these products. The philosophy of this concept doesn’t consist of building relationships with customers, therefore this results in rarity of repeated sales and failing to meet customer satisfaction (iEduNote, 2017).
The marketing concept is believed by companies that it puts the consumer at the core of the organisation. This means that all activities within the company are geared towards the consumer. The aim of a business is to comprehend the wants and needs of a customer and performs the marketing strategy that accords to market research starting from product conception to sales. A company can give more value than its competitors by drawing attention to the wants and needs of the target market, which means that this concept highlights the ‘pull strategy’. This is when a company’s brand is so strong that customers will prefer their brand to others always (Bhasin, 2018). 
The societal marketing concept is a relatively new concept. While this concept highlights the importance of the well-being of society and customers, it also emphasizes the wants and needs of a target market along with the distribution of improved value than competitors. This marketing concept calls on marketers to introduce social and ethical considerations within their practices of marketing. Marketers must also juggle and balance the frequent incompatible criteria of consumer satisfaction, company profits and public interest (Martin, 2016). 
[bookmark: _Toc4767430]Ethical Theories in Business

In social marketing, there are varieties of ethical theories that are employed by businesses for decision making that emphasises the aspects of ethical dilemmas that matter to them, which leads to the most ethically correct resolution. Deontology is the ethical category that businesses employ. This ethical theory class states that people or in this case businesses should follow the practices of their duties and obligations when involved in decision making whilst ethics are in motion. The meaning of this is that a company will follow their obligations to their customers as validating their duty is considered ethically correct. For example, a company that employs this class will always keep their promises to their customers and stakeholders (Chonko, 2012). The Utilitarianism theory brings a useful framework for assessing the ethicality of the decisions being made within business. These rationales are normally called on to by managers rationalise ethically contentious actions, especially those that result in bad consequences. A rationale that is regularly offered for said actions is that even though some are harmed, others benefit from them. Business rationalisation normally consists of a company reconstructing their operations as an attempt to become more profitable. However, such measures of efficiency usually results in people losing their jobs (Fryer, 2014). Business ethics are the standards, principles and values that relate within the activities of commercial and non-commercial businesses. Non-commercial businesses consist of cause related marketing along with social marketing (Eagle & Dahl, 2015).          
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With social marketing, pensive practitioners in social marketing are too frequently faced with ethical dilemmas with some being minor and others being major. The world today lives in an age of situational ethics that obscures and overstates those dilemmas, therefore social marketing practitioners often end up in situations where they seek ethical guidance. Ethics is typically specified as the study of moral judgment and standards of conduct. The most difficult ethical dilemma emerges when two supposedly correct principles are in conflict. A controversial or maybe unethical method used by a social marketing business may be ethically accepted if another business were to use it. For instance, say an African American business used the N word in an advert that was aimed at African Americans, that would be considered in some eyes ethically right. However, if a white business were to use the same word, society would find it morally offensive. So, in social marketing there are always services, products and advertisements that are not really understood well or are controversial (Andreasen, 2001). So for businesses to make an ethical social marketing advert, they need to know their audience such as their interests, preferences and to have a full psychographic and demographic overview. Transparency and honesty are essential for companies that engage with social marketing as endorsement with a certain product and being truthful with their customers enables trust from them (Akbar, 2016). 
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When it comes to marketing, there are always issues with it that comes with ethical implications. False advertising would be a common example of an ethical issue and a lot of business can either intentionally or unintentionally exaggerate products in adverts. However, there are many other ethical implications that can occur in marketing such as:
Stereotyping – Some marketing campaigns quite often showcase certain groups in stereotypical roles. For example, advertisements on washing powder that show women portrayed as housewives that are preoccupied with laundry. Or any other adverts that portray anyone except men as ‘useful’. This can be taken the wrong way for both men and women as for women, this may give the impression that they are only useful for housework when in reality they are equally as useful as men. As for men, this may give the impression that they are not useful for anything at all which can have a negative impact on sales (Sandilands, 2019). Focusing on one group too much and completely ignoring the other runs the risk of losing profit (Wolfe, 2018). 
Deceptive Marketing and Ethics – Deceptive marketing can sometimes go unnoticed by the general public. One method of deceptive marketing can be through the usage of humour which provides an escape from a variety of human constraints, which some advertisers may use to apply methods of deceptive advertising for a service or product that may have the potential to harm constraints through humour (TutorialsPoint, 2019). 
Emotional Exploitation – An effective method of advertising a business is to touch on the emotions of the audience. Making the target audience evoke some form of nostalgia or even laugh supports consumers to build a bond with a company’s brand. However, if a business was to intentionally evoke sadness, rage, or other negative emotions in the wrong way, they could be seen as exploiting emotions instead of being compassionate with them (DeMers, 2017).    
Ethical and Unethical Data Collection – Before the release of a new service or product, research is undertaken to receive feedback on the success of the testing of it within the market. An ethical strategy of market research used to receive this data is focus groups. So with interviews, respondents are able to give their information on the interview topic without and risks or restrictions. An unethical strategy would be data collection during data privacy issues. This would mean taking a customer’s data just to build more effective strategies of marketing instead of protecting customer privacy would be a highly dangerous unethical practice (Ali, 2019).  
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Over the years, Marketing has been continuously expanding and improving which goes back to the Industrial Revolution. The Industrial Revolution was a key event that affected Marketing through urbanization, birth of factories and mass production, creation of transportation and banking sector and the invention of communication methods and printing press. This was marked as a market revolution because it was known to result in the expansion of the market through mass production, technological advances and communication capabilities. However, before that was the simple trade era where products were in limited supply and hand created and households would produce what they consumed. The mass production era was where the core focus for businesses was manufacturing. If there was someone producing, there was always someone that wanted to buy it. It was because of shortages within the market was what resulted in this orientation rising to popularity. The sales orientation era was when competition increased, and focus was set to selling. Branding, sales and marketing became an essential pillar as outputs exceeded demand and companies started to compete for customers (More, 2012).
The marketing department era was when the saturation of markets made businesses to grant marketers an opportunity to execute on a higher strategic level. Through an insightful comprehension on customers, these professionals were engaged in whatever companies would produce, its pricing strategy and distribution channels. Employees within a company would also be intrigued to gain knowledge of marketing (Clasessens, 2018). The relationship marketing era was when the focus of companies turned to developing client relationships and building loyalty of customers. Lastly, the social/mobile marketing era was when companies concentrated on real time connections with their clients and social interactions. Businesses have a 24/7 connection with their current and potential customers (GKToday, 2018).   
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The marketing strategy of Tesco intends to recover the trust of stakeholders to their brand. Tesco is bringing their attention back to the ‘Every Little Helps’ strapline as an attempt to strengthen their key traditional competitive advantage within the marketplace. Undeniable elements of the communication marketing mix such as media and print advertising, sales promotions, experiences and events are used by the retail chain to deliver this message to customers. The company’s marketing strategy makes a substantial use of media and print advertising systematically as a form of test channel to deliver communicate marketing message to their current and potential customers (Dudovskiy, 2016). Even though Tesco has lowered their budget for advertising in 2015 comparing to the previous years as part of their large initiatives of cost-saving, the efficiency of their media and print advertising has seen a increase. It was through application of differentiation for marketing was the way this was achieved. An example for this, during the Christmas season, the retail chain abstained from emotional campaign for humour by using characters that were played by Ben Miller and Ruth Jones. 
Tesco’s marketing strategy is also well known for appealing to their external stakeholders such as their customers by introducing a variety of sales promotions such as:
Clubcard – Tesco’s customers collect a point for each £1 spent in any of the company’s stores. A few times a year, customers of Tesco are given vouchers and statements that are equal to the value of points they have gathered.
Free Gifts – The company offers free gifts to their customers such as the Buy one Get one free promotion that are frequently used to increase the sales of certain range of products. 
Tesco’s stakeholder theory is of greatest priority for the company as they ensure that they comprehend the problems that matter to all their stakeholders, especially their local communities and customers. Restoring trust is just one out of three of the strategic priorities for Tesco, along with strengthening their balance sheet and enhancing their competitiveness within the UK. Week in and week out, Tesco listens to what their customers are saying through the usage of direct customer feedback, meetings with local communities and regular focus groups. As previously stated, a core factor for the company’s road to recovery with their stakeholders is about listening more to their customers and paying attention on the problems that they are most concerned with (Tesco PLC, 2015). With the customers, the most essential skill within Tesco’s business is listening which begins and ends with how they listen to what the customers tell them about their business. In 2015, Tesco attempted to put more effort into responding to the issues their customers were bringing up and their business plan was structured around their customers’ feedback given to them for the future. With the suppliers, since the new CEO of Tesco joined the company, he and their new Chief Product Officer personally visited their suppliers to hear and take note of what they needed to do differently. In response to this, Tesco had introduced a new Supplier Helpline to ensure that they responded to any problems that arose quickly.
With the colleagues, it is essential that everything that Tesco does as a business is structured on honest and open conversations between work colleagues. Over a certain amount of time, Tesco attempted to throw open a larger discussion about the aims and objectives of their business internally. By focusing on face to face communications, this ensures all colleagues are heard and their opinions are taken seriously. With the communities, Tesco had to take tough decisions around the closures of their stores and not progressing new retail site development plans. Within each case, the company had executed everything they could to be transparent and open with the local communities by talking with community leaders each step of the way. With the experts, Tesco’s Expert Advisory Panel carries on playing the role as a critical voice to the company’s activities. As the company goes through a renewal process, it is essential that they continue to involve themselves with experts. An example of this is the development of the company’s environmental strategy where they met with a variety of NGOs, academic bodies and industry groups to better comprehend the problems better along with the expectations of the company (Tesco PLC, 2015).  
[bookmark: _Toc4767435]Conclusion

[bookmark: _GoBack]So, to conclude this, every business in the world will always face ethical implication when engaging in social and ethical marketing. Before releasing advertisements, companies must ensure that they are ethically correct and suitable for the target audience to maintain a good profile. As time goes on, ethical implications will become more of a serious topic to keep in mind for businesses and how their decisions could have either a positive or negative impact on them. Marketing to this day continues to evolve starting back from the simple trade era before the Industrial Revolution which left an impact on marketing.   
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