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Introduction

The purpose of this assignment is to discuss the relevance of social and ethical marketing issues for contemporary businesses.  This is going to be done by assessing the development of marketing in creating value in a social and ethical context, categorise relevant stakeholders and assess their impact on the marketing activities within organisations.  Also, another purpose of this assignment will be to have a critical understanding of the role of the marketing mix, business environments and business strategy.

The Marketing Concept 

Marketing is a social and managerial process or technique by which individuals and organisations obtain what they need and want through promoting, selling and distributing a product or service (Friesner, 2016).  The Marketing Concept is an implementation structure of the Marketing Philosophy that organisations should use to examine the needs of their customers, and then should decide on how to satisfy those needs and this was created in the 1950’s.  The Marketing Philosophy includes four key areas which involve customer orientation which involves the understanding of customer’s needs, wants and their behaviour, integrated effort is where the marketing function must be integrated into all areas of business, profit direction focuses more on the profit rather than the sales volumes and competitor orientation considers on how competitors approach their marketing methods (NetMBA, 2010).

The Past, Present and Future of Marketing

In the past, marketing was brought about by the Industrial Revolution due to urbanisation, factories were built due to mass production of coal, transportation systems were built as the mass production of coal brought about steam engines.  For example, the first steam engine came into Llwynhendy, the first tram road was made as well to import the coal from the pits to the port to make the coal be transported quicker and more efficient and then 4 years ahead of time.  The Industrial Revolution also brought communication methods such as the telegraph and electronic telegraph cable and the Industrial Revolution brought about the invention of the printing press which was originated around 1440 and this assemble line of method was made for copying books and with a single printing press they would create as many as 3,600 pages a day (BestMarketingDegrees.Org, 2020).

To analyse how marketing was presented in the past, present and the future you would have to identify seven eras of marketing and they are the simple trade era, mass production, sales, marketing department, marketing company, relationship marketing and social/mobile marketing. The simple trade era is where everything was done by hand and due to that there was a limited supply. For example, in Roman times they would have blacksmiths that swords by hand for their customers.  The production era (1860 – 1920) is where products were made in mass and this was at a low cost and this also made production techniques increase the availability of consumer goods.  The sales era (1920 -1940) was due to the consumer demand becoming more saturated, which meant that brand owners could no longer easily sell everything they made and competition for market share became more intensified, which meant that companies had to work harder than they have done before to sell their products.  The marketing department era (1940 -1960) is where brand owners started to associate with each other for marketing related services such as advertising, sales and promotions.  The marketing company era (1960 – 1990) is where brand owners had begun to take how serious they are in making their products, going off the customer’s needs as they are now the main focus and this was done by the marketing development guiding a company’s direction.  The relationship marketing era (1990 – 2010) is where the main goal is to gain the customers loyalty.  The social/mobile marketing era (2010 – Present time) this is due to the rise in technological development in businesses and customers can communicate to businesses 24/7, so customers are now in the driver’s seat and not businesses (guru in a bottle, 2013).  However, for the futures marketing methods will change for the better as it is perceived that the four P’s of marketing have been replaced with the four E’s due to the rise in social marketing, such as businesses are marketing and selling their products online more than they used to.  Also, marketing will be more reactive and less proactive due to that people don’t go buy products anymore, they buy for the experiences and emotions (James, 2020).

Social and Ethical Marketing

Social marketing is a systematic and planned process that follows six steps and they are getting started, scope, develop, implement, evaluate and follow up.  Social marketing is an approach used to advance activities based on changing or maintaining people’s behaviour (The NSMC, 2016).  For example, Kotler and Andreasen define social marketing as differing from other marketing areas but with a respect towards the objectives of the marketer and his or organisation. Social marketing seeks to boost the influence of social behaviours and not to benefit the marketer, but to benefit the target audience and the general society (Weinreich, 2010).  The development of marketing in a social value is perceived or defined by the people who are targeted by a social marketing intervention.  It is not perceived or defined to benefit them by the organisation that is trying to encourage the behaviour change.  Social marketing is helping to solve issues within contemporary businesses by ensuring policies are based on and understanding of people’s lives, making policy goals realistic and achievable, enabling contemporary businesses to target their resources cost effectively and to select the best intervention that will work for a long period of time and implementation and delivery is helping solve issues within contemporary businesses by enabling them to develop products, services and communications that fit into people’s needs and wants (The NSMC, 2016).  

The advantages to social marketing is that it increases brand awareness, better customer satisfaction, it is cost effective as it is usually free to set up, it helps in green marketing initiatives, anyone can use it, they can even use from their own home and gains market insight (BusinessBlogs, 2020).  The disadvantages to social marketing is that the businesses complaints are viewed publicly for everyone to see and that could lead to tarnishing the brand name, it can become time consuming, training and expertise skills are necessary and it could have a negative influence on employees internally and externally to the business (Koekemoer, 2018).

Ethical marketing is a less marketing process and is more of a philosophy that informs all marketing efforts such as marketing mix, production and labour practices, advertising, sales, pricing, transport, logistics and employee relationships.  It focuses more on honesty, fairness and responsibility in all advertising.  However, ethics can be difficult to solve as everyone has their own subjective opinions about what is right and what is wrong (marketing Schools, 2012).  Ethical marketing is helping to solve issues within contemporary businesses by inputting codes of conduct that everybody must follow, treating a customer fairly, having a diverse and a respectful workplace and making sure that decision making within contemporary businesses are fair and just (Oster, 2019).

The advantages to ethical marketing is that it offers the opportunity to promote a sense of goodwill within the general public and within the business, shareholders and investors benefit from ethical marketing because having a good relationship with your shareholders will embolden confidence within the business and due to this investors will be willing to put more capital into the business.  Another advantage is that it will give the business a competitive edge to it, also being in ethical marketing boosts people to use ethical and sustainable practices such as meeting the needs of the present generation without compromising the ability of future generations to meet their needs, have a rounded approach to the environment, make changes to management systems, company philosophies and marketing approaches and to protect and restore ecological systems and wellbeing.  The benefits to using ethical and sustainable practices are new revenue streams, better product design, reducing the material usage, it has increased worker productivity and has expanded the market share (Breslin, 2019).  The disadvantages to ethical marketing is that management might decide to create their own corporate ethics to manage their employees and it can be expensive (Pribanic, 2018)  Another disadvantage would be unethical/deviant consumer behaviour which are addictive compulsive purchasing, theft, black markets and counterfeits and this could lead to having an emotional or physical impact on the wellbeing of the consumer and it can also reduce profits of the legitimate business (Taylor, 2010).

 Stakeholders

A stakeholder is anyone who is interested in the project and are positively and negatively affected by the different variables.

There are two sectors of a stakeholder and they are internal and external stakeholders.  An internal stakeholder is someone who makes a decision on behalf of the company who are already within the organisation. For example, internal stakeholders include of employees, managers, board members, company owners and volunteers (Habas, 2018).  An external stakeholder is someone where the financial wellbeing of the company can have an effect on, who are not directly appointed within the business.  For example, an external stakeholder includes of suppliers, shareholders, customers, government, members of the communities and other organisations (Spacey, 2017).

Internal stakeholders have an impact on the organisations marketing due to strategies and policies. For example, management have the power to formulate strategies and policies for effective operations within the organisation. Whereas employees have to have excellent and proper communication with each other, and they have to be committed to do their tasks to make effective operations within the organisations.  External stakeholders have an impact on the organisations marketing due to strategies and planning.  For example, the customers are allowed to have a say in how the company can undertake strategies and initiatives.  Whereas, the government can affect policies and planning of an organisation as they have to abide by their own rules and regulations to designing marketing strategies (Assignment Help, 2013).

You can prioritise your stakeholders by using a technique used to identify the main people that have to be won over by identifying the stakeholders, prioritising the stakeholders and understanding the key stakeholders and this can be done by measuring if they have high power or low interest or vice versa, by doing a power and interest chart where you split the stakeholder into four sections and they are keep satisfied, mange closely, monitor and to keep informed (Bright Hub Project Management, 2019).

The Marketing Mix

The marketing mix is a systematic approach towards marketing, but it can be mostly known by the names the 4 P’s, 7P’s or the 4E’s (Friesner, 2016).

The 4P’s in marketing mix are Product, Place, Price and Promotion, sometimes this can be extended into 7P’s and the extra three that are added on are People, Processes and Physical evidence and even then, there can sometimes be an eighth P added on as well and that is called Productivity and Quality.  However, due to the rise in technology and social marketing in the present time the 4P’s have now changed to the 4E’s and this is done by changing Product to Experience, Price to Exchange, Place to Everywhere and Promotion to Evangelism (The Marketing Mix, 2020).
[bookmark: _GoBack]
Micro and Macro Environments

All businesses are part of the business environment.  A business environment is where no object can function in isolation as there are lots of factors that closely or distantly surround the business.  Business environment can be split into two widely classified categories and they are micro environment and macro environment.  Micro environment focuses on the nearby environment, under which the organisation operates.  The collection of the nearby environment consist of competitors, suppliers, employees, shareholders, media and customers.  The macro environment deals with the general environment with the organisation that effects the working, performance, decision making and strategy of all business groups all at the same time (Surbhi, 2020).  This is done by using the six key forces of macro environment and they are Demographic, Economic, Socio Cultural, Technological, Ecological and Political (DESTEP MODEL).  Demographic forces focus more on people which consist of statistics such as age, gender, occupation, ethnicity and religion.  Economic forces focus more on economic growth, inflation and purchasing power.  Socio Cultural forces are characteristics in the expanse of culture and the way of life.  Technological forces is all about the new technologies and from the new technologies creates new products and market opportunities in order to keep up with the times.  Ecological forces focus on the expanse of the physical surroundings and the environment.  Political forces are all political measures at a decision making, provincial and municipal level  (toolshero, 2019).   

The business strategies can be split into two sections and they are Micromarketing: Segmentation focuses more on a small target group rather than a large one, as it searches for demographic data to classify a specific type of buyer for a company’s product or service.  The advantages to micromarketing is that it is highly targeted, and it is cost effective.  The disadvantages to micromarketing is that it is time consuming and has a probability of missing the main goal that needs to be achieved (Shaw, 2018).  Macromarketing: Scaling Up takes the advantage of the economies of scale, as it looks at the bigger picture in a targeting a large number of people. This type of strategy is concerned with how the product benefits society as a whole or fulfils the needs of a society, the main goals towards this is to look at the buying trends, customer behaviour patterns and the regulatory environment.

Conclusion

The purpose of this assignment has been met as it has assessed the development of marketing in creating value in a social and ethical context by discussing what social and ethical marketing is and how it affects contemporary businesses, it critically evaluates relevant stakeholders and has assessed their impact on the marketing activities within organisations.  Another purpose that has been met is that it critically evaluates the role of the marketing mix by discussing what the 4P’s, 7P’s and the 4E’s are about, also it critically evaluates business environments and business strategy by discussing about micro and macro environments.
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