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[bookmark: _Toc4794976]Introduction
To kick start the following essay we will be research how ethics and social factors fit into business marketing. When we have done that we will look into the different types of ethical and social theories that have been built up over the years and how they can be related to business marketing. Finishing this we will take a brief look at different people and or theories that affect ethical and social marketing in the past, they look at the state of ethical marketing today as well as what it could be like in the future. Lastly, we will take a look at Tesco and evaluate there approach we marketing and theories what type of marketing approach they use.

[bookmark: _Toc4794977]Ethical and social marketing within marketing
Definitely stating what makes a business ethically right is a rather difficult question to answer. Agree on what makes any act in general ethical correct is a difficult subject to agree upon. For generations numerous philosophers as well and entrepreneurs have debated what business should and have done to be ethically and social correct. (Ethical Marketing, 2012). Although it has been a debated subject for many generations, nobody has ever been able to reach a satisfactory answer for what business should do to market their brand ethically. 
Although nobody has come to an appropriate conclusion on what businesses should do to be considered truly ethically correct multiple theories have been research and implement, in which we will research later. In recent years more and more consumers have become more and more ethically aware, this has led to more business implementing more ethically targeted marketing strategy.
With the afore mention fact that more consumers have become more and more ethically aware, business have ben forced to reconsider their approach to contemporary marketing. 
This new approach to the way consumers views the ethics of a business, has led to business taking precautions to renovate their businesses. This can be seen by business such as McDonalds changing where they source their ingredients from as well as how they market their brand (McGrath, 2019). This is just one of millions of business that have had to rethink their view on how they are marketing their brand. This is so that consumers are not off put by how the business approach to ethics. 

[bookmark: _Toc4794978]Different Theories on social and ethical Marketing
As we have discussed before, deciding on what is ethical right and what is not is a rather blurred line. This is especially true for businesses. Business relay on the public for their business to be able to operate. Because of this business are desperately renovating their business marketing approach to satisfy customer opinion of them. How business should go about doing this is another topic of debate among academics and well as business people. From these debates multiple theories have been developed to try and come to an answer to this question.
Most theories revolving around ethics stem from normative theory. Normative theory is the ethical study of what people should to be more ethically right. It also looks at what people actually do, and looks into why people do them, as well as what and how they can change to become more ethically right. This theory can be broken into two parts, teleological theory and deontological theory (Ethical theories overview, 2015). Teleological theory can also be broken down further into two parts, the first part is ethical egoism. And the second part is ultraism theories. Deontological theory can also be broken down into two parts. The first right and wrong theory and the second justice theory.
To start with we will look at Teleological. Teleological theory looks at what the end outcome was. This theory argues that the so long as the end result benefit the most amount of people then it was a moral right decision even if it meant using bad means to reach this goal. “The ends justify the means” to put it simply. 
The next theory we will be looking at is Utilitarian theory. This theory states that the option that benefit the most amount of people and brings the most amount of happiness is the moral right option (Markovits, 2014). To but it in different this theory analyse weather an action is right or wrong dependent on the end result. If an action leads to the greatest amount of happiness and benefits the most amount of people, then it can be considered a moral right action. If an action only benefits the few then it is, consider a moral wrong action (Five Ways To Shape Ethical Decisions: Utilitarian Approach, 2018). Though this style of business is best suited to business such as hospitals where they are forced to choose the many over the few. Though this also has a massive impact on marketing because if a business is selling two products for example and one was very popular and the other was not making much sales, they it would make sense to discontinue the less popular product regards of how the business felt about the product.
Now we will take a look at egoism theory. Egoism theory is the theory that states that an individual should focus on their own goals first and focus on benefiting others as a secondary objective. Another way to explain this is that an individual should so long as it does not harmful to their objective. So far this is the theory that is best suited to contemporary business excluding business with a major social objective such as social enterprises and charities. 
Now let’s move on to deontological. Demonological theory emphases more on the duty and the intention to do the right thing rather than the end results. To put it in different terms demonological theory, focus more on what a business is doing to be more ethical, but does not focus on what the end result will be. This theory therefore good for business who want to do the moral right thing, but do not have an end goal in mind.
The first sub theory of deontological theory is right theory. Right theory focus on what business should do to uphold the rights of others.
The second sub theory is justice theory. Justice theory focus on equality and fairness. Both of the sub theories for demonological theory are rather self-explanatory so we won’t go into great detail.
Moving away from normative theory we will now look at stakeholder theory. One of the central points about any business is their stakeholders. No business can run without stakeholders. That is why it is key for business to keep their stakeholders happy. This is were stakeholder theory comes in. Stakeholder theory states that a business should priorities their stakeholders. This theory was original conceived by R. Edward Freeman. He discussed the importance of ethics and morals within organizational management. He polished his findings in his book Strategic Management: A Stakeholder Approach (Freeman, 1984). Stakeholder theory id directly opposite of Milton Friedman own theory of the time which was Shareholders theory. Shareholders theory says that the business should work to benefit the shareholders rather than the stakeholders (Norman, 2013).

[bookmark: _Toc4794979]Social and ethical marketing in the past
For this part of the essay we will look at social and ethical marketing prior to 1990ish
Although ethical marketing is perhaps a staple in today’s marketing approach, towards the start of the 2000’s this concept was rather new to contemporary business and forced a lot of business to adapt their business strategy quickly (Marylyn Carrigan, 2005). 
The concept for utilitarianism can be credited to a philosopher and social reformer by the name of Jeremy Bentham. Jeremy Bentham wrote down all his thoughts on ethics and morals in his book ‘An Introduction to the Principles of Morals and Legislation’ (Utilitarian Philosophy, 2019). This would set the ground works for we would come to know as ethical marketing, but although is book went on to be successful and inspired multiple different views and beliefs about what ethics means, it would take many years until his work would see the results he wanted.

[bookmark: _Toc4794980]Social and ethical marketing in the Present and future
Within the last 10 years there has been massive pressure for business to become more and more ethical aware this is a result of customers becoming more and more socially and ethically aware of what business are doing. This can be attributed to the rise of information exchange through the internet via search engines and social media. This is led to consumers complaining to this business and calling them out on their ethical and social business practices. This outcry is what led to many businesses changing the way they market their brand, products and services. Weather or not a business wanted to be more ethically and socially aware became irrelevant and they were forced to comply, or risk losing consumers trust, leading to a loss of profit. Although many businesses have tried to resist the social and ethical change and try to hide their bad ethics and social ethics, they often end up getting found out. Though often when they are found out they tend to change their ethics and issue an apology. As can be seen for example by McDonalds and their numerous scandals. 
A lot of marketing today is changing from traditional marketing to social media marketing. This means that consumers now have the opportunity to ask questions to different business via social media and general review and thoughts about the business. The business can then reply to the questions ask by consumers via different social media platforms. They can also use social media to clear up any misconceptions that consumers may have about the business. This can all be done in really time. This is a great opportunity for business to create a stronger relationship with their customers. Business can also use the social media platforms to advertise their products and or services there are providing as well as any promotions. From a marketing prospective today social media marketing is the pinnacle of marketing from both a social and ethical perspective as well as from the prospect of creating a strong and loyal following among their consumers.

[bookmark: _Toc4794981]Evaluating the ethical marketing of Tesco
For tis part of the essay we have chosen implement or the information that we have gathered from the essay so far about ethical and social marketing and put it in a practical use, we will do this by analyse a business that we have chosen at random being Tesco, and look at how they handle their approach to marketing and weather it is ethical and see if one of the afore mention ethical marketing theories we look at earlier apply to Tesco marketing approach.
We will start by evaluating the marketing mix or otherwise known as the 4’s. 
· Place - according to Tesco they have well over 3,400 stores operating in the United kingdoms alone. (Tesco Uk, 2019). But they also have other shops worldwide. They also provide an online service and an offline service. That just means that customers can order there goods online and have them delivered or buy their goods in the store.
· Products – Tesco is a supermarket that sells a wide range of goods that spread from food to magazines all the way to clothing and electronics to name a few. Tesco’s line of products and services have been designed to cater and satisfy almost every customer’s needs. They have also expended to online shopping and delivery to provide even easier for customers to buy their goods. 
· Promotion – As well looked at earlier Tesco’s main objective is to provide customers with the best deals compared to their competitors. Most of their advertisement will focus on promoting their low prices. this along side their slogan of every little helps has promoted them as a brand that provides goods deals.
· Price – Tesco’s main strategy is to provide a cheap as possible goods to their consumers. They try and do this without reducing the quality of the goods they are selling although this has led to multiply scandals in the past, with them using cheap meat. But we will discuss this later.
In the marketing mix we look at how Tesco has marketed themselves as a brand that specialises in providing good deals as well as maximizing their own profits. Although this is true, they have had to implement a lot of underhanded tactics to be able to market these deals.
The first example we will look at is the infamous horse meat scandal. Well back in 2013 Tesco alongside many other food retailers were under fire when it was discovered that some of their food contained horse meat. Although this was not directly their fault, as it was their suppliers not Tesco themselves it did harm their brand reputation. (Horsemeat scandal: Tesco reveals 60% content in dish, 2013). 
A more recent example would be back in 2017 when it was discovered that Tesco was using fake farm names. (Smithers, 2017). This was discovered by a food charity called feedback. 
From a brief analysis of Tesco marketing it looks like they use a deontological marketing theory. From what we have learnt about Tesco’s is that their main objective is to provide the best deals, as well as make the most amount of profit. It does not like they care a great deal about how they go about doing so, as long as in the end to gain the most amount of profit whilst providing the best deals for their customers. The reason they have been classified as a deontological is because they do not care amount the means in which they achieve this goal. As we discussed before with the horse meat scandal and the fake farms scandal.
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