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[bookmark: _Toc4802489]Executive Summary 
This report contains an insight into the marketing era and recognises the shift of power, the producer once having all control and depicting the product and price to the changeover to the consumer obtaining all power and control over pricing and produce, this report identifies how the final stage ‘social/mobile marketing era’ is the forefront of ethical and social marketing, this era is pushing businesses to be more ethically and socially driven.
This report features an in-depth timeline of marketing, the report recognises the previous, present and future of marketing with a rich insight into how businesses need to become more ethically and socially driven. It also features an insight as to where businesses have been ethically correct, with reference to the Gilette ‘We Believe: The Best Men Can Be’ film. Also, where they have been ethically incorrect, in regards to the H&M controversy which became a worldwide scandal and the supermarket court case which involved many large supermarket chains who knowingly misled their consumers.
This report also contains an analysis of marketing, with an insight into how businesses are segmenting, positioning and targeting themselves, this report also contains a brief analysis on the marketing mix and visits the various adaptions including the four P’s, seven P’s and eight P’s, this report identifies how the eight P’s can now be considered out dated and too complex.
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1.0 [bookmark: _Toc4802490]Introduction
[bookmark: _Toc4802491]1.2	Social Marketing 
Kotler and Zaltman [1971) define social marketing as the ‘design, implementation and control of programs calculated to influence the acceptability of social ideas and involving considerations of product planning, pricing, communication, distribution, and marketing research.’, However, it is argued by Andreasen, R. A [1994] that social marketing is purely an adaption of commercial marketing technologies, Andreasen further argues that ‘social marketing is designed to influence the voluntary behaviour of target audiences to improve their personal welfare and that of the society which they are a part of.’
[bookmark: _Toc4802492]	1.3	The Marketing Concept
The marketing concept was created in the 1950’s, with four key areas. Customer orientation; this area is used to recognise a customer’s wants and needs and acknowledge their behaviour. The second area is integrated effort; this section is in relation to the marketing function and recognises the need for it to be integrated into all areas of the business. The third area is profit direction; this is where effort is prioritised to profit over sales. The final section is competitor orientation; this is where the competitors approach is considered and attempted to overcome. 
The marketing concept is different and anything that has come before it is that it prioritises the customer’s needs, it ensures focus on satisfying and fulfilling them, with this in mind the marketing concept realises how important the customer is compared to the product, therefore they will ensure they make products that will sell over what is currently being made


2.0 [bookmark: _Toc4802493]Marketing
2.1 [bookmark: _Toc4802494]Marketing Eras
The marketing era is split up into seven and spreads over two decades and begins with the simple era, which is where everything was hand created and with a small supply which is very limited, houses would purely produce what would be consumed which in turn led to no waste. The second area began in the 1860’s and lasted until the 1920’s, this era was known as the mass production era. This era adopted the phrase “if produced, someone will buy”, following the routine of producing in a large amount at a very cost, it was intended to increase profitability. The third era began in in the 1920’s and continued until the 1940’s, this marked the era of sales. This era is considered the era of competition as the market became saturated, it became very intense for businesses and created a tense atmosphere on products, produce and price. The fourth era was known as the marketing department era, this area began in the1940’s and finished in the 1960’s, it was the era which developed the marketing department, with an increase involvement in advertising and promotion, businesses were found to want to entice their customers in through the means of marketing. The marketing era continued for a further twenty year but was known as the marketing company era, this era emphasised the importance of the customers and considered them ‘king-like’, this era introduced the importance of the marketing departments as they guided the companies’ direction, this era ended in the 1990’s. The 1990’s sparked the new era of the relationship marketing era, this era ended in 2010 and was considered the ‘ultimate goal’ to create customer loyalty, following form the previous years the customer was still considered to be the most vital part to a business and therefore brand loyalty became a need. The seventh and final era is the social/mobile marketing era, beginning in 2010 and still being present to this day, it highlights how customers are in the ‘driving seat.’ It notes how technology within business is a must to create a successful loyal business and it allows the customers to remain in contact for 24 hours a day and seven days a week. This final era is an era that is customer focused, creating products and services that are wanted and needed, businesses are more eager to spot a gap in the market than mass produce at a low cost, it has become apparent throughout the eras how there has been a shift in the control, businesses no longer have the mind-set that ‘if produced someone will buy’, it has evolved into determining what the customer will buy.
2.2 [bookmark: _Toc4802495]Segmentation, Targeting and Positioning 
Clifford, D. K and Cavanagh, R. E [1985] argue that segmentation within marketing is when ‘high-growth companies succeed by identifying and meeting the needs of certain kinds of customer, not all customers, for special kinds of products and service, not all products or all services.’ Dibb S and Simkin, L [1991] report how this leads to successful marketing, it is argued that businesses are moving away from ‘mass marketing’ and moving towards a ‘target marketing strategy’ as they are able to focus a product or a service to a special market that is desiring that product or service. Dibb and Simkin note how many business have begun to separate their businesses to achieve a more accurate response from their marketing to their customers, Dibb and Simkin give reference to Boots, the health and beauty chain broke their business into 3 section in order to target more accurately, the store branched out with a boots variety store, a Boots Pharmacy and a Boots Health and Beauty store. 
Dibb and Simkin note that marketing segmentation has many benefits being:
· Market penetration which is ‘increasing the percentage of sales in present markets by taking sales from competitors.’ 
· Product development which is ‘offering new, improved products to current markets, through the expansion of the product range.’
· Market development which is ‘selling existing products to the new markets by finding new applications.’
· Diversification which is ‘moving new markets by offering new products.’
Juneja, P [2019] reports that targeting through marketing is when ‘the marketer creates different segments within the market, the marketer then devises various marketing strategies and promotional schemes according to the tastes of the individuals of particular segment.’ Juneja, P gives reference to TATA motors, as in 2008 they created a specific car model called the ‘TATA Nano’, the car was created in India and targeted to lower class citizens with a lower income as it was relatively cheaper than the other models.
Wilkinson, J [2013] reports that that positioning within marketing is when a ‘brand or product [alters the] place in the minds of the consumer, or essentially changing the brand’s or product’s image or identity.’ Wilkinson notes that businesses will often do this to establish a certain image from their consumers. The Corporate Finance Institution [2019] reported that there are many factors to positioning a product or service: 
· Product attributes and benefits
· Product price
· Product quality
· Product use and application
· Competitors
Wilkinson further explains that to successfully position or reposition a business or service a business needs to identify the current market position and find the ‘uniqueness’ of their product. Wilkson gives reference to The Coca-Cola Company, in 2006 Coca-Cola wanted to position themselves in the energy drink market and compete with the already successful and renowned companies Red Bull and –V. The Mother Energy Drink by Coca-Cola during its first release was unsuccessful, they found they had very low repeat custom, Coca-Cola again tried to reposition the brand, using their high brand awareness as a way to market it, the new energy drink was released again to a wider market in Australia with the slogan ‘New Mother, tastes nothing like the old one’, the repositioning was a successful with the new energy drink becoming a ‘hit’, and successfully competes with –V and Red Bull.




2.3 [bookmark: _Toc4802496]Marketing Mix

Borden, H. N [1964] created the marketing mix, Borden believed that the marketing was a mixture of ingredients that were needed to successfully market a business, product or service. 
The marketing mix is divided into twelve sectors:
· Product Planning
· Pricing
· Branding
· Channels of Distribution
· Personal Selling
· Advertising
· Promotions
· Packaging
· Display
· Servicing
· Physical Handling
· Fact Finding and Analysis

Borden’s market mix is incredibly in-depth and covers a wide range of analysis, Borden believed the marketing mix chat ‘provides an every ready checklist as to areas into which guide thinking when considering marketing questions or dealing with marketing problems.’ 
2.3.1 [bookmark: _Toc4802497]4 P’s
Constantinides, E [2006] reported that in Jerome McCarthy [1964] created the ‘four P’s’ the four P’s were a simple adaption from Borden’s marketing mix, made up of the four elements: price, product, place and promotion. However, it is argued that in the 21st the century the 4 P’s have become ‘outdated’ and too simple. It is found that the four P’s have a ‘lack of strategic dimension’ and a ‘lack of interactivity.’ Richard, E et al [2013] reported that businesses who ‘continue to embrace the 4 P’s model and mind-set risk getting locked into a repetitive and increasingly unproductive technological face.’ 
[bookmark: _Toc4802498]2.3.2	7 P’s and 8th P
Bernard Booms and Mary Bitner [1981] expanded on the four P’s and created the 7 P’s, the three new sectors were: people, process and physical evidence. Rafiq, M and Ahmed, K. P [1995] reported that 7 P’s were more ‘detailed’ than the four 4 P’s, therefore, allowing the user a ‘broader perspective.’ Thus, making it a more ‘refined’ model, the new model was considered to be more comprehensive, however, it was believed to be more complicated on comparison to the four P’s.
CIM [2015] reported that the 8th P had been created the new P stood for ‘productivity’ with an added sector of quality. The 8th P is designed to aim at quality of price by asking the business ‘is what you’re offering your customer a good deal?’ The 8th P is intended to ensure that quality products are passed on their customers instead of improving productivity for cost management for the business.

2.4 [bookmark: _Toc4802499]Ethical Marketing
The Charted Institute of Marketing [2016] reported that ethical marketing is a very broad topic, it is stated that ‘ethical marketing is about continued standards of conduct, not a singular goal or fixed set of principles.’ It is further explained that the topic is considered an umbrella term as it covers such a wide range, it is understood that ethical marketing is often ‘developing corporate responsibility or sustainability programmes.’ The marketing strategy will have goal that is not profit driven but ethically driven.
2.4.1 [bookmark: _Toc4802500]Past, Present and Future
2.4.1.1 [bookmark: _Toc4802501]Past
OXO created a story through their advertising, Jack, L [2014] reported that the advertisements ran from1983 to 1999, the storyline featured various adverts surrounding a family and was based around the dinner table. The adverts were intended to be targeted at older women and especially mothers, with a heavy reference to the typical family life. The adverts ended in 1999 with the title ‘empty nest’, which showed the family having their last meal, as the children had moved out which ultimately led to them down-sizing and getting ready to leave the home loved by the British nation. Jack further reported that the adverts were considered a ‘sensation’ and provided a perfect insight into the eighties and nineties.
2.4.1.2 [bookmark: _Toc4802502]Present
Topping, A et al [2019] reported that Gillette released an advert called ‘We Believe: The Best Men Can Be’ in 2019, the film featured a two-minute video that expressed the ‘#metoo’ campaign. With a large insight into toxic masculinity, the short advertisement featured fathers pushing their sons to be more considerate and too end the stigma of ‘boys will be boys’ and acknowledge that responsibility needs to be taken. The advert also features men calling out other men for making inappropriate sexual advances towards women, with voice over stating that ‘we believe in the best in men: to say the right thing, to act the right way. Some already are in ways big and small. But some is not enough. Because the boys watching today will be the men of tomorrow.’ The advert however was considered very controversial with backlash stating that it was too political based with one journalist stating that the advert had driven him away as he believed Gilette were just ‘eager to fuel the current pathetic global assault on masculinity.’ The successful advert which was directed by a female stated that Gilette are trying to ‘actively challenge the stereotypes and expectations’ as they have such an influence on culture.
Bartiromo, M reported that in 2018 the large global fashion brand H&M came under severe fire for their unethical marketing, the brand features a young African-American boy modelling a jumper with large text reading ‘coolest monkey in the jungle.’ The fire spread worldwide, originally sparking outrage in America, within a week it had hit the United Kingdom by storm as well as spreading to Sweden and parts of Africa, while the brand became a part of a social media frenzy with the hashtag ‘boycott h&m’ and ‘H&M is over party’ trending across various platforms, it caused specific offence in South Africa. Flanagan, J [2018] reported that across four shopping malls the Swedish clothing brand was attacked, with their shops being engulfed in the boycott, ultimately the four shops were closed and the police were called to stop the rioting using ‘rubber bullets’ to try and control it. 
The out lash led H&M to release an apology stating they ‘believe in diversity and inclusion in all that we do’ ensuring that more thorough ethical practice is put in place to resolve these issues and prevent them.
2.4.1.3 [bookmark: _Toc4802503]Future
Haynes, A [2017] reported that only ‘ethical marketing will stand the test of time.’ Haynes describes ethical marketing as ‘applying ethics to the marketing process – giving thoughtful examination of particular marketing issues as they relate to moral judgment. Businesses who endorse and practice ethical marketing demonstrate a socially responsible and culturally sensitive business.’ Haynes further reported via the Ethical Shoppers Price Index Survey of 2009 that businesses who were identifying as fair trade were experiencing more repeat custom and building positive brand image from this. However, due the growing success of being an ‘ethical business’ many businesses have ‘attempted to utilise ethics as a means to appear responsible’, without actually being ethically driven making consumers less trusting of brands that are seeming ethical. Smithers, R [2017] reported how the large shopping chains Tesco, Aldi, Asda and Lidl came under fire for promoting a more ethical business. The shopping chains were creating ‘fake farms’ and advertising the farms via their fresh meat, vegetables and fruit produce. The intention of this was to mislead their customers into buying produce that was believed to be sourced from a small scale local farms, however, this was not the case. The National Farmers’ Union and The Soil Association ‘have condemned fake farm brands as misleading for consumers and insulting to farmers.’ Various complaints were issued to the major food companies as many customers felt they had vulnerably been fed false ethical information to push sales. 





3.0 [bookmark: _Toc4802504]Conclusion 
The social and marketing era has shown a shift between the producer and the consumer, the producer previously had the mind-set of ‘someone will buy’, however, now the consumer is in control. They are deciding the market and depicting how businesses should be. Consumers have pushed businesses to be more ethical and tackle more social issues, through the timeline of marketing it can be seen how consumers are more consciously aware. Advertisements now are pushed to have a larger message than just to advertise their product, with reference to Topping et al, it is found that Gilette as a brand of a target audience of just men decided to create an advert which criticised and challenged the stereotypes of men, the advert was an overall success and become a large part of the me-too campaign.
In conclusion social and ethical marketing is needed throughout all businesses, consumers are becoming more socially aware and only want to endorse businesses that are promoting a more ethical business, due to the various marketing fails where consumers have been falsely pushed to businesses that are a promoting a ethically and social driven business, it has been found that consumers now are more consciously aware of businesses who are not meeting the standards set and with reference to Bartiromo, M and the H&M controversy  it is noted how the consumer will challenge a business that is not ethically correct.
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