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INTRODUCTION
      In the business world, several situations have recently become major ethical issues. This essay will introduce the world of marketing, which often is commonly advertising, but behind the advertising everyone sees very often teams of skilled people work to train staff to deal with clients, produce new products and setting prices. With reference to current literature, this assignment will consider social ethical marketing used by some organisations and consider the analytical techniques used by organisations to identify those factors and the range of appropriate actions to ensure the long-term viability and profitability of the business. At the centre of marketing is the customer, and the marketing managers must ensure that the needs and expectations of the customer are overall achieved. After the description of some marketing companies there will be discussion as to whether the techniques used have been profitable for the organisation and if the organisations remain ethical with the content of the marketing Campagne. This will be followed by an overview highlighting where improvement can be made or proposing any improvement such as the use of the relationship marketing to increase demand. 
MAIN BODY
 Marketing is a young discipline with not more then 115 years old, the market itself is millions of years old, the word market has been present or centuries, the Greece had what they called ‘’Agora’’, where the people got together to buy and sell the surplus (Thompson, et all,1972). The Chartered Institute of Marketing (CIM) define marketing as ‘the management process for identifying, anticipating and satisfying customer requirements profitability’(www.cim.co.uk). American Marketing Association (AMA, 2008) define marketing as ‘the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large’’. Philip Kotler (2013) believe that marketing described in one concept is appealing to the customer heart, where customers can be finding and appealing to the mind. Taking this definition together is understandable that customers are the engine of any businesses. People needs differ, as long as new products are developed and satisfy that needs marketing mission is accomplish, modern marketing is about identify needs and create products.  (Hanafi Zadeh & Behboudi, 2012). Making a unique product to differential from the competitors and customer wanted to buy he products, the marketers' jobs is to create, communicate, and deliver a profitable product to a target market and making profit. Creating value is called product management, whatever is a product or a service, communicating the product is called branding and that’s brand management. To deliver value is called customer management, creating an emotional connection with the customers, meet the customers and do not let it guide by the database and know the customer well. Customer management is to want the customer help to develop and create the product. Marketing plan is to want to integrate the elements product, place, price and promotion after was the segmentation, targeting and positioning, and is all part of the marketing team decision and planning. Blythe, (2006) stated that marketing principles are, understanding the customer's needs, keeping ahead of the competition, communicating effectively with consumers and the last but not the less important utilising new technology. Same author explains the marketing functions are the broad areas of marketing that contribute towards the achievement of the marketing principles. Establish a distinctive identity for a product or organisation, which company to preserve their uniqueness develop brands with singular image in the market, what make it different from their competitors. Other organisations seek to create a corporate image, for example B&Q supports local community groups by providing employee actions teams to help renovate and decorate community amenity (B&Q CSR, 2020). Marketing mix is the combination of physical evidence, place, product, price and the help of people, promotion and distribution all combined and applied into an organisation and future or potential customers. The normal elements of product, price, promotion, packaging, and place plus another 3Ps (often referred to as the 7Ps) associated with marketing services: people, process and physical evidence is called ‘’Marketing extended mix’’ (Deshpande, et all,2018). The next thing is marketing is research, in a very complicated market consist of groups the segmentation is done and that will reveal different needs of the market and the final step is targets which satisfying the needs is covered by the survey. But what else is involved in marketing? Is it just advertising? The Ethical Company Organisation (2002) is an online website where the busine are highlight the ethical measures the organisation has in place and starts from gardening companies to pet food producers. Over the past couple of decades, the ethical of any organisation credential of a business appears to have become an explicit factor in customer choice. An illustration of this is the current number of publications in the UK that give e customer information on what are called ‘’ethical companies’’.  As a consumer, is it assumed that Ethical organisations are more likely to be viewed as responsible companies and gain customers as a result? But what does ethical mean and how do organisations develop a marketing campaign that not only gains results and profitability but is also ethical? Ethical marketing refers to the application of marketing ethics into the marketing process. (Ethics: An International Journal of Social, Political, and Legal Philosophy1938). Briefly, marketing ethics refers to the philosophical examination from a moral standpoint of marketing issues that are matters of moral judgment. The journal continues by stating that ethical marketing generally results in a more socially responsible and culturally sensitive business community. Marketing forms a significant part of any business model, study of social and ethical marketing should be included in applied ethics and involves examination of whether an honest and factual representation of a product or service has been delivered in a framework of cultural and social values and promotes qualitative benefits to its customers (Business & Professional Ethics Journal, 1981). The concern with ethical issues such as child labour working conditions and environmental problems has changed the attitude of the western world towards third world countries, towards more socially responsible way of thinking this has influenced companies and their response to market their products in a more socially responsible way the increasing trade of fair trade. An example of the impact of ethical marketing is the ethical shoppers price index survey 2009 fair trade, was the most popular ethical badge products could have it, also revealed that many consumers distrusted green claims, the idea of Fair trade is that consumers pay a guaranteed commodity price to a small group of producers the producers agreed to pay fair labour prices and conserve the environment (Fairtrade ,2009/2010). Many brands have tried to use ethics to make themselves look responsible often spinning environmental claims which has led to the term greenwash, consumers have shown to have even less trust of ethical claims in ads and ordinary ads, media attention on ethics has resulted in many top brands suffering consumer boycotts (Ethical Consumer, 2020). Never underestimate the power of the consumer, both Nordstrom and Marcus Neiman (Financial Times, 2015) among their retailers have decided to drop Donald Trump and his daughter Ivanka brands, their decision came after calls to boycott against retailers who carry Trump products. Macys drop Trump clothes collection early in his Campagne after he called Mexican immigrant's killers and rapists. Travis Kalanick Uber CEO quitted Trump Economic Adviser after he was pressure by consumer and employees, after Trumps Muslim ban, and the hash tag delete Uber went viral (www.cbc.com,2015). Consumer belief is shifting with a green goal in mind, the consumer has shown real leadership in this field they have sent an extraordinarily strong signal to retailers and consumer goods companies, that they do want products that are produced sustainably for people and for the environment. 
 Ethical marketing should not be confused with government regulations brought into force to improve consumer welfare such as reducing sulphur dioxide emissions to improve the quality of the air, a government regulation is a legal remedy intended to mitigate or correct an ethical issue such as pollution of the air that we all share. Enlightened ethical marketing is at work when the company and marketer recognize further improvements for humankind unrelated to those enforced by governments or public opinion, but do not confused with government regulations brought into force to improve consumer welfare such as reducing sulphur dioxide emissions to improve the quality of the air a government regulation is a legal remedy intended to mitigate or correct an ethical issue such as pollution of the air that we all share (Gov.uk, 2020). Socially responsible marketing is a marketing philosophy that a company should take into consideration what is in the best interest of society in the present and long-term socially responsible marketing is responsible of excessive consumerism and environmental damage is caused by socially responsible marketing is critical of excessive consumerism and environmental damage is caused by corporations it is based on the idea that market offerings must not be only profit driven but they must also reinforce social and ethical values for the benefit of citizens. A good example of social and ethical marketing the Coop group refuses to invest money in tobacco for and any countries with oppressive regimes (Brian Harvey, 1995). Socially responsible marketing is a marketing philosophy that a company should take into consideration what is in the best interest of society in the present and long-term socially responsible marketing is responsible of excessive consumerism and environmental damage is caused by socially responsible marketing is critical of excessive consumerism and environmental damage is caused by corporations it is based on the idea that market offerings must not be only profit driven but they must also reinforce social and ethical values for the benefit of citizens. The idea of socially responsible marketing is sometimes viewed as an extension of the concept of corporate social responsibility (CSR), CSR is promoted as much as model to help companies self-regulated and not be confused with the governmental laws. Marketing gets ideas about economic growth sooner than any other departments in an organisation, but why is that? Because the marketers are the only ones who spend time with the customers, trying to get them to buy something and they are the first to see new opportunities, capable to welcome an idea they see the customers need that no one else see it. The consumers are so smart, they can find out anything they want to know about products or services the digital era can put an organisation on the top or jus destroy it with bad reviews, the distribution channel is very wide. McDonald company have place for each type of customer, for the senior citizen they're saying this is a safe place to sit down and have a meal in a comfortable surrounding area low cost food, for the teenager to come to McDonald's and have fun with friends where an afford nice food, for the mother with child to come to McDonald's in a relax space, so there's a lot of work in trying to create for the different groups in your market the value proposition (www.Mcdonald.com, 2020). Moving from traditional marketing to a digital marketing, where the customer is the ambassador for the company together with the employees, great people who are proud of the company they work for, Philip Kotler believe that the customers in the future they will look at what they want and the salesperson and advertising is gone be disappeared, the internet give the power to the buyer. The marketing of the future is to manage the word of mouth, the most effective marketing is coming from people who has experience the product and the trust that they tried the product and enjoy the experience, for example the social media made events where they invite influencers and at the en the company make gits, order for the to try the products and give feedback.
 Having the focus always on the customer needs is a very strong point for the business, and not harming the environment, taking care of the Skeat holders and employees, the business can grow and be prosper. Move forward to a digital platform always keeping in mind can be beneficial or harmful depending on the quality of the product or service, the customers change their shopping behaviour and organisation must keep that in mind. Marketing role is to sell something, marketing will help to create awareness about a product, make it know and accelerate the selling but all that must be social and ethical responsible and respect the environment. 
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