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Introduction
For this task I must understand and analysis the social and ethical issues that conflict with business of today. How do these maters affect the marketing aspects of a company? Who are the stakeholders who are interested in the way a company markets itself? What are the marketing concepts how are they implemented?
Marketing history
In order to understand the marketing process of today and how they are affected, we must look to the past history of marketing, so that we may plan for the future. There are seven eras that come before our present, from the very beginning of sales to the foundation of what marketing has become, the “7 Eras’s of marketing” are as follows:
Marketing past to present 
· Simple Trade Era – Where everything was hand created and in a limited supply. Households would produce what they consumed.
· Mass Production Era (1860s-1920s) - Products were produced in mass and at a low cost. Businesses had the mind-set of, “if produced, someone will buy” and thus increase profitability. 
· 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 become king and are now the main focus.
· Relationship Marketing Era (1990s-2010) - The ultimate 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 in the driving seat now, not businesses.
(FAUDREE, 2016).
Marketing concepts  
What is social marketing?
Social marketing is used to influence behaviour in a sustainable and cost affective manor, it helps to distinguish what behaviour to influence, who to work with, how to market the desired product or service and how to monitor it. According to Bromley (2019) “social marketing is a deep understanding of knowing the people you are trying to help and then building policies, programs and campaigns around these people”.
Marketing in its self’s simplest form is “the delivery of customer satisfaction at a profit” (Balakrishnan, 2012). Marketing is about creating a need for a product or service, to do so a value must be implemented, when marketing the objective is to satisfy the needs of the stakeholders better than any competitors.
There is plenty to think about when marketing or advertising in the past years. Now today major use of social media and e-marketing such as pop up adds, twitter search engines etc. where the whole world can see what you say or what you like at the touch of a button, massive endorsement deals form celebrities on social media is a new trend that works rather well.
A big segment is Instagram and their influencers, such as kylie Jenner and Huda Kattan, both in the beauty business, out of the two the more successful from scratch is Huda, but by earnings the more valuable is Jenner, only due to family money and fame from a reality show, Huda started on Instagram, has made her own image, brand and cosmetics business herself.  These marketers have created a bond with their followers and then capitalised on it, by selling their products or services, so they haven’t just marketed their products, they’ve used their social marketing in order to create value, then create products and in doing so the consumer feels they are buying a part of the person.
Another great example is GoPro- “#GoPro hashtag to help users categorise their content so that GoPro’s social media team can find new videos uploaded to Facebook, Instagram, Twitter and YouTube” (Dillon, 2015) this allows millions to advertise for free, and then GoPro use them for campaigns.
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According to (Kusinitz, 2014)“92% of marketers in 2014 claimed that social media marketing was important for their business” with “80% indicating their efforts increased traffic to their websites” (Kusinitz, 2014). The new process of marketing is using social media as a major insight into the minds of its stakeholders “74% of marketers who spend 40+ hours using social media per week earn new business through their efforts” (DeMers, 2014). Only issue with gathering this information, such vast amounts of data on potential customers, this could be a result of ethical issues caused from social violation (cookies can be used to track information searched and then companies capitalise by targeting them). 
Stakeholders 
There are two variations of stake holders, internal and external.
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Marketing process 
I will now demonstrate some examples of marketing process`s, from basic modules like Ansoffs matrix to what is still widely used today the 7 P`s, I will be discussing how social and ethical issues are relevant towards some aspects, for instance social media use etc. 
Ansoffs marketing matrix
[image: http://www.tutor2u.net/business/images/Ansoff%20Matrix%20w500.gif]
Igor Ansoff’s developed one of the best-known descriptions of the strategies available for building/developing a business in 1957. This was one of the foundation of marketing today, it`s rather simple but gives organisations a stepping stone for their marketing strategies.
The Value Delivery Process 
This can be broken into three distinct phases:
A) Choosing the value where Marketing Management does its own “homework marketing” before any product exists (e.g. market segmentation, targeting and positioning as the essence of the first phase of strategic marketing). Such as software companies like EA (game developers) release a demo to the market before they officially release to see what the potential market might judge (any issues-“testing the water”).
B) Providing the value where Marketing Management decide the marketing mix criteria (For example, Marketing tactics) that will provide a strong competitive and thus a differential advantage.
C) Communicating the value where Marketing Management decides on the actual implementation process - utilization of the Sales Force, Sales Promotion, Advertising and other integrated communication tools (Giannakis and profile, 2012).
Customer perceived value is what Vargo and Lusch (2004) describe as:-“value is the outcome of co-creation between suppliers and customers”.
“No demand… no sale, no value…no demand” (E-E, 2014).
The 4 E`s
One of the more modern techniques and concepts used is the 4 E`s, this consists of emotions, effort, expectations and execution. The main points to take away from these E`s is that they give a 4D image of how to satisfy a customer/stakeholder in an attempt to gain their loyalty.
· Emotion – “Customer’s experience is the customer’s emotions” (Mokhtar, 2016)
· Expectations – These are fundamentals the customers/stakeholder would expect from the company/brand/website etc. This depends on how the organisation represents itself.
· Effort –“This E acts as a key integral part of the customer experience excellence equation, whereas the more effort, the customer exerts, the more negative the customer’s experience/emotions” (Mokhtar, 2016).
· Execution – This is simply how all the E`s combined are executed for maximized gain, if all previous E`s are performed to optimal use, the execution must be perfect.
The 7 P`s the foundation of modern marketing  
Price – The Product should always be seen as representing good value for money. This does not necessarily mean it should be the cheapest available; one of the main tenets of the marketing concept is that customers are usually happy to pay a little more for something that works really well for them.
Place – “The product should be available from where your target consumer finds it easiest to shop” (Academy, 2018). In modern day marketing, this “P” is the most irrelevant, using the leading online seller Amazon as a lesson for upcoming competitors, they don’t have many “bricks businesses” like Tesco do, but out sell them. This is a prime example that a place isn’t needed, when shipping can be done, to make the customers life.
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 – Covers a wide range of aspects for instance advertising, personal relations, sales, endorsement, but in more recent times social media are all key communication tools.  In order to promote effectively they need to establish it be an informative decision or appealing to their emotions that builds there following/customer basis. “Every business is different and so strategies should be aligned with business goals, rather than a ‘one size fits all’ approach” (Bacon et al., 2019).
In the late 70’s it was widely acknowledged by Marketers that the Marketing Mix should be updated. This led to the creation of the Extended Marketing Mix in 1981 by Booms & Bitner which added 3 new elements to the 4 Ps Principles. This now allowed the extended Marketing Mix to include products that are services and not just physical things. These are as follow.
People – The most important factor of a business is the stakeholders involved, from employees (salesmen to janitor) to customers. Without people/stakeholders there wouldn’t be businesses or customers, you cannot have one without the other, you must give people something to want, fight for; work for in order to sell them at a price their just about willing to pay. Too much puts them off, too little and the desirability of said project/service is diminished. The biggest issues with this factor is the fact that it’s the most important like stated, the biggest risk to any company is the same, humans/customers are the biggest issue, the smallest social and ethical issues can taint the image of a company. The only way an image can be affected is simply by other people, as long as someone feels the have been wrongly manipulated in some form, dishonest working, discrimination, animal rights and all other manors, that’s why HR and PR departments are highly self-aware, so they can appeal to peoples heart strings.
Processes – This is one of the features that a customer is paying for when they invest in a brand, for example, when somebody purchases a new Volvo, the company will fly the customer out, put them up in a hotel for 2 days and a tour of their manufacturing department fully paid, and send them back home with their new vehicle and a smile on their face. So it`s not just the product that a customer purchases in this case, like many companies they are selling a piece of themselves, they will go beyond the need of the stakeholders to insure their brands process from viewing to receiving a product/service is completed. According to (Bacon et al., 2019) “It is about businesses listening to their customers and responding” this is how reputation is upheld with customers, they’re not just paying, their being heard.
Physical Evidence – this is rather straight forward, especially with products, a product is physical evidence of a purchase/sale (you receive a physical item). Services that are sold can have physical aspects, even if the service is technically intangible; a piece of paper evens a digital form (pdf, word doc etc.) as a receipt (physical evidence). 
The 4Ps created by Jerome McCarthy in 1960, Influenced by Professional Academy (2018), although I have catered the outcome on my own interpretation as well as external resources. The 4P`s was then extended in 1981 by Booms & Bitner for the more modern 7P`s.
Social and ethical issues and consequences
Massive social awareness like this is hard to come by and is very difficult to initiate or execute, by giving the power to make the customers/stakeholders aware of all sorts of situations, causing the people to feel empowered, helping with the ethical image of their own company and providing a win-win for GoPro marketing.
When it comes to technology, one must be careful at all times, because your own success (fame) can be the downfall (known to the public, constant PR cover) so social issues have a far greater risk in present day and will continue far into the future, everything caught on camera (GoPro`s and mobiles), voice recordings and they can be used to create, exploit and destroy an image of anyone or anything namely a brand or organisation. “Give clear disclaimers to avoid suspicions of conflict of interest” (Akbar, 2014).
Social and ethical issues 
NIKE (example)
As one of the most popular, valuable and leading companies in the world, you would expect them to lead the way in all aspects of the business economy mainly financial but also to be seen as an inspiration to others. What happens when such an influential company, chooses their sales and stock shares over their obligations as a leader and pioneer of sports goods? Nike decided that “ignorance was bliss” they had always outsourced their labour force, so they didn’t believe that any issues that occurred in the factories that produced their goods were anything to do with their operations.  It wasn’t till 1990 that people started to notice and monitor more ethical and diverse situations arising, the fact that Nike were outsourcing was fine, but economically they were doing somewhat too well. “The scale of global corporate activity was ramping up; the negative consequences were becoming highly visible” (Baker, 2016). Even today there are organisations exploiting slave labour/child labour; this is one of the more recognisable forms of ethical and social issues, there are thousands of different ways to create outrage in social circles like female discrimination by a certain president, although with power such as “him” nothing will be done about it.
Nike hasn’t just tried to bury their issues, simply because they couldn’t but they have come clean: “the multi-billion dollar sportswear company Nike admitted yesterday that it "blew it" by employing children in Third World countries” (Boggan, 2001). They tried the whole act of “we came clean, please forgive us, we didn’t know” routine, as everyone knew this wasn’t the case, blaming other countries to loophole themselves out of the frying pan, only leading to the oven either way. Nike`s chairman talked about only hiring those of age (16 for equipment- 18 for shoes) “some countries (Bangladesh and Pakistan, for example) those standards are next to impossible to verify, when records of birth do not exist or can be easily forged”. They have tried countless times to redeem themselves as company image = company brand, thus a social image worldwide is damaged if nothing is done, so “Nike has shown itself to be willing to take other tough decisions, for instance pulling support from a major low cost supplier in Bangladesh because it was impossible to provide working conditions that met decent standards”, by just trying and pulling contract (shifting blame to the sub-contractors) they have still maintained their stakeholders, but are still monitored by certain groups.
Conclusion 
The history of marketing has come a long way from when it started, the models have become somewhat outdated, their still relevant, but need to be taken into consideration with modern day, social marketing has become a major influence when marketing, build the intimacy and the following and then you can directly engage your audience (social media is a big influence). The 4E`s are more relevant than older ideas like Ansoffs matric etc. 
Linking your social and ethical awareness with social marketing, if you are seen to be a more understanding, relevant thinking business in respect to discrimination (gender, age, disability etc) then a company will be able to position themselves and create their market, rather than to break through a market. To be successful in modern marketing, the 7P`s are the foundations, but don’t rely on these being everything you need to cover, social marketing has taken on a big fundamental in today`s economy, companies are starting on social media testing the water and then moving forward, they’ve realised that building an audience is more important than having a good product or service.
Companies that in the past that have maintained a strong social and ethical awareness, have stayed for the long haul (kept being successful) those who have thought more about their financial issues (boosting their stocks) over how they are viewed, have taken big hits in their interest by stakeholders. 
Keep a good image (branding has become essential), understand your audience (respond to their needs- after purchase feedback/rewards), social awareness/marketing (initiate relationships between customer and business- something they believe and endorse it), use foundations of business models but adapt to the market/customer, never breach ethical law.
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