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Introduction
This essay will discuss a range of theories on social ethical marketing and its issues and relevance in business. Social ethical marketing has changed over the years due to culture, social and ethical changes. Technological advances have given organisations the opportunity to develop and create new products for consumers to buy. With the increase in mass production, organisations need to produce a marketing strategy to sell their products to their target market. Over the years different attempts have been made to sell products, companies have been using social campaigns to sell their products. However, some of these campaigns have been deemed as portraying a scene that is unethical or not politically correct (Donaldson & Dunfee, 1994).
Eras of Marketing 
The marketing revolution theory developed by Robert’s Keith (1960) focuses on four-eras of marketing. He believed that there was an increase in sophisticated marketing practice, and he outlined this practice as four different eras; the production era, the sales era, the brand marketing era and the marketing control era (Keith, 1960). 
During the production era, from 1869 to 1930s, companies would focus on problems of production. Its basic function was to produce products that machines could make and then sell those products. Products were produced in mass and at low cost, businesses had the mindset of ‘if produced, someone will buy’ and thus increased profitability (Wilkie & Moore, 2003).
During the sales era from 1930s to 1950s, businesses became conscious of what consumers want, and they began to do some market research. Business also became more aware of the importance of their dealers, who provided them with links to distribute their products. They believed that knowing their consumers and dealers was vital to the company’s success (Wilkie & Moore, 2003).
The third era was the marketing era. With advancement in technology, companies could produce hundreds of new and different products. Therefore, they needed a new marketing criteria in ordered to sell the mass of new products. Companies started to establish marketing departments, where the brand managers job was to think of his target audience. They would determine which products to market, through establishing what the customer wanted. The companies’ purpose was now to satisfy the needs and desires, of their customers and potential customers (Jones & Richardson 2007).
The fourth era was marketing control, this was the beginning of the marketing revolution. People in marketing need to think ahead, they must anticipate the shift in consumers buying attitudes, as peoples buying habits changes frequently. The marketing department has become the force of the entire organisation, as they predict the changes in society, and produce products that fit the cultural changes (Jones & Richardson 2007).
This theory captures the changes in marketing over the years, however the Keith’s (1960) theory has changed even further, as companies now predict what we want. Companies try to be one step ahead of its consumers, as they conduct market research to see what the next trend will be. Marketing has also changed ethically and socially as, marketing companies need to be socially and politically correct, due to social changes, such as family structures, equality for women, religion etc. Marketing has become very complicated, and a bad marketing campaign could detrimentally affect a business (Beauchamp, Bowie & Arnold, 2004). 
 Consumers and other Stakeholders
The traditional definition of a stakeholder is ‘any group or individual who can affect or is affected by the achievement of the organisation’s objectives’ (Freeman, 1984).  The phrase “can affect or is affected by” seems to include individuals of outside the company’s groups may consider themselves to be stakeholders of an organisation, with out the firm considering them to be such. The main group of stakeholders are customers, employees, local communities, suppliers, distributors and shareholders (Freeman, 2006). This view paints the corporate environment as an ecosystem of related groups, all of whom need to be considered and satisfied to keep the company healthy and successful in the long term.  A healthy company never loses sight of everyone involved in its success. Stakeholder theory says that if a company treats it employees badly, a company will eventually fail. It is important for a company to listen to its stakeholders in order to succeed, as a company cannot survive without them (Payne, Ballantyne & Christopher, 2005).
This theory is still relevant today as it is followed by many companies as they believe that their stakeholders are the key to its success. Starbucks, a global coffee company’s mission statement is “to inspire and nurture the human spirit - one person, one cup and one neighbourhood at a time” (Starbucks, 2011). Their mission statements tell us that they do their best to make sure that everyone involved in the success of the business is happy. Their mission also tells us that Starbucks tries to create a social environment where everyone is welcome, as they try and make a difference in peoples lives and the community, they live in (Hunt & Vitell, 1986).
Micro and Macro Environment
Every business organisation is a part of the business environment, within witch it operates. No entity can function in isolation, because there are many factors that closely or distantly surround the business, which is know as the business environment. It is broadly classified into two categories i.e. micro environment, and macro environment (Oxford, 2018).
Micro Environment Factors
Supply chain management and the management of your distribution channels should be a primary focus, if you want your business to be successful. Having a well-managed supply chain reduces costs and provides efficiency (Birnleitner, 2013).
The customers are considered the most important factor of the micro environment, it is important for a business to know who the customers are and their reasons for buying the product, as it will help a business approach the market and target their consumers to increase revenue (Birnleitner, 2013).
The competitive environment consists of certain basic things which every business must take into consideration. However big or small your business may be, you need to consider the price and differentiate your products from competitors, in order to succeed (Birnleitner, 2013).
Human Resource (HR) management has an important role in employing staff with relevant skills and experiences. An organisation will need to retain these valuable staff through ongoing training and promotion opportunities. A motivated and skilful set of employees will affect customer service and drive sales (Oxford, 2018).
Organisations require investment from shareholders to grow. The introduction of public shareholders brings new pressures as public shareholders want a return from the money they have invested in the company. Shareholders pressure to increase profits will affect organisational strategy. Relationships with shareholders need to be managed carefully as rapid short-term increase in profit could have a detrimental effect on the long-term success of the business (Oxford, 2018).
To succeed in the market a company must have a strong image. They gain this through the usage of social media and environmental concerns to have a good social image. Companies with a good social image will succeed financially, as they are easily noticed and successfully attract customers. To succeed in having a strong image, the company need to gain public support, this is done through having a good ethical and responsible business. Once a business image is lost it is hard to regain the publics support (Oxford, 2018).
Macro Environment Factors
Demographic forces relate to people. It refers to the human population. When producing a marketing campaign, factors such as size, density, age, gender, occupation and other statistics need to be considered. The world is growing at an explosive rate and therefore an effective marketing strategy should be put in place. Family structures are changing, so when a marketing campaign portrays a family, they must consider all types of families (Oxford, 2018).
Consumer spending habits could be an economic factor a company would have to consider. For example, a country might be in financial difficulties, causing a change in consumers spending habits. As a result, a company would not start exporting their products to this country as there would be little trade for them (Surbhi, 2015).
The Earth’s renewal of its natural resources such as forests, agricultural products, marine products, etc must be considered. There are also the natural non-renewable resources such as oil, coal, minerals, etc that may also impact the organisation’s production. Environmental concerns have grown strongly in recent years, making it crucial for a company to change its ways and consider sustainable means (Oxford, 2018).
Technological advances have created opportunities for businesses to adapt and create new products. Advances in people’s skills and knowledge have been applied to the production process, providing companies with the technology and materials they need to produce all kinds of products at a rapid rate. Such advances in technology have impacted on efficiency and the smooth running of the production process (Surbhi, 2015).
Every business is limited by political factors. Before making marketing decisions a business must consider the political and/or legal developments relating to the organisation an it’s market. Before entering a new market in a foreign country, a business should know everything about their legal and political environment (Oxford, 2018).
Social and cultural forces effect businesses as they must consider the impact a product or service may have on society. All around the world there are different societies and cultural groups that shape their values and beliefs. Some products might not be socially excepted in their culture; therefore, it wouldn’t be of benefit for a business to set up market there (Oxford, 2018).
Micro and macro environments are used by companies in order to identify the factors they will face while marketing their products. This theory has significant impact on the success of marketing campaigns, and therefore the factors of these environments are considered in-depth during the decision-making process by a strategic marketer. By considering this theory, it will help improve the success of an organisation’s marketing campaign and the reputation of the brand in the long term. Through keeping social and ethical factors in mind, a company will be successful, as they make a marketing campaign that considers their customers social and cultural beliefs and values. By understanding these factors, customers will be more likely to by the customers products as they feel accepted by the company (Surbhi, 2015).
The 7Ps of Marketing
The 7Ps model was original a 4Ps model devised by Jerome McCarthy (1960), as businesses at the time were more likely to sell products, rather than services and the importance of customer service wasn’t a well-known strategy in helping brand development. Later three more Ps were added, as strategies for giving a company a competitive advantage (Constantinides, 2006).
The product should fit the task consumers want it for, it should work, and it should be what the consumers are expecting to get (Ivy, 2008).
The price of a product should always be good value for money. This does not necessarily mean it should be the cheapest available, as people are usually happier to pay more money for a high-quality product that works well and lasts (Ivy, 2008).
The product should be placed in shops where their target audience finds it easiest to shop. This may be on the High Street, Mail Order or the more current option via an online shop (Ivy, 2008).
A product needs to promote and illustrate the organisation’s message to the correct audience, in a manner they would respond to, whether it will be informative or appealing to their emotions (Ivy, 2008).
All companies are reliant on people to run their organisation. Having the right people is as equally important as the products and service the organisation provides (Ivy, 2008).
The delivery process is usually completed through having a customer present, as the service delivered is once again part of what the consumer is paying for (Ivy, 2008).
Almost all services include some physical evidence, for example a craft baker would provide their customers with a bespoke cake and an insurance company would give their customers some form of printed material, to prove that their insured (Ivy, 2008).
The 7Ps helps companies to review and define key issues that affect the marketing of its products and services and is often now referred to as the 7Ps framework for the digital marketing mix. Companies can also use the 7Ps model to set objectives, conduct a SWOT analysis and undertake competitive analysis. It's a practical framework to evaluate an existing business and work through appropriate approaches and ask themselves questions, in order to find solutions (Hanlon, 2018).

Segmentation, Targeting and Positioning
Today, Segmentation, Targeting and Positioning is a familiar strategic approach in Modern Marketing. It is one of the most commonly applied marketing models in market segmentation identification, where customers are arranged into groups with similar requirement and buying characteristics. Consumers have different desires and interests, causing companies to offer a variety of products in order to meet their customers needs and the benefits they seek from products. It would be impossible to satisfy all customers with a single product or service. Companies have responded by offering their customers a range of product and brands and has abandoned the mass marketing strategy and focus on certain groups of customers. Careful segmentation of a market can identifies distinct market opportunities. Tactical insight as to how these opportunities can be exploited comes from the improved understanding of customer needs in the targeted group (Dibb & Simkin, 1991).
The process by which segmentation takes place consists of three main elements: segmentation, targeting and positioning. Segmentation, is conducting market research so a company can look for emerging themes, sorted into segments. A targeting strategy is then decided, where decision upon which and how many of these segments will be targeted. These products are then positioned, according to the companies understanding of the consumer. The company will follow a marketing mix, where they decide upon where they will place their marketing campaign (Dibb & Simkin, 1991).
This theory is currently used by companies as a marketing strategy. Due to the social change, it would be almost impossible for a company to satisfy everyone’s needs. For this reason, businesses have decided to concentrate on certain types of groups. By doing this, a business can conduct a marketing campaign that reflects a certain group beliefs and values. Companies will now make campaigns that fits a certain group belief of what is politically and socially correct, and with doing so they will attract their ideal customers (Fine, 1980).
Marketing Strategy and Planning 
[bookmark: _GoBack]Planning a marketing strategy is essential for an organisation to succeed, as its used to prioritise, focus, strengthen operation, ensure that employees and other stakeholders are working towards common goals, set out goals and objectives to asses and adjust the organisation response to social and cultural changes in its environment. Its purpose is to produce fundamental decision and actions that form and instruct what the organisation is. Effective strategic planning will show what’s lies ahead for the organisation and its progress but will also state how successful the organisation is. This strategy is used in any successful business, as planning is essential in order to for see social and cultural factors that may affect the success of the business (Anderson, 1982).  
Conclusion
In conclusion, marketing strategies are frequently adapting, and is the force of a successful business. Businesses once market products that they could produce, now business market product based on consumers desires and needs. Marketing departments need to think ahead of the game and predict what product their market audience will desire next, this is done through strategic planning and considering internal and external factors an organisation may face. With advances in technology and changes in ethics, it has allowed organisations to produce all types of products at a rapid rate that fit into their consumers social and cultural lifestyles. A company will fail, if its unable to adapt and respect people’s views of what they determine to be ethically correct. 
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