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[bookmark: _Toc4763875]Introduction
Since 1960, McCarthy’s (1964) further development towards the microeconomic paradigm known today as the ‘4Ps’, the concept came into fruition as a means to translate strategic marketing planning into practice (Bermett, 1997). The conceptual four-element framework of the ‘4Ps’ is carried out to identify, plan and separate the fundamental decisions within marketing activities in which managerial bodies may utilise to achieve long-term and short-term strategic operations (Constantinides, 2006) (Grönroos, 1994). These decisions may be determined through the ‘4Ps’, to further assess a consumers’ needs (Palmer, 2012). A detailed translation and comparison between the ‘4Ps’ and Lauterborn’s (1990) ‘4Cs ‘to emphasise the fundamentality and relevance of each commercial, social and ethical strategy within the modifications to The Marketing-Mix. Said analysis would aid in achieving further insight into consumer needs within an ever-growing social and ethical marketing environment and its potential place within the future of marketing.

[bookmark: _Toc4763876]Marketing Concepts
[bookmark: _Toc4763877]‘Price’
Kotler and Armstrong (2000) states, within The Marketing-Mix, the tool known as ‘Price’ is the only marketing decision that is used to achieve a company’s marketing goals. Many businesses will set their pricing goals strategically, to ensure greater financial results through the maximisation of profit and return on investment, as opposed to aspiring to long-term performance. Although, a significant amount of companies today will base their strategy upon long-term performance to obtain market share leadership, by lowering prices to ensure significant value for their customers and appease their budgets. However, price decisions that regard a product or service can be influenced by other various decisions within The Marketing-Mix, along with the external and internal cost environment. (Ehmke, 2005) (Kotler & Armstrong 2000) (Oxenfeldt, 1973). 

[bookmark: _Toc4763878]The relevance of ‘Price’ Today
‘Price’ upholds relevance to the social/mobile marketing era in perspective to the value of a product or service. However, some may argue that the underlying issues concerning the inability to plan the ‘true cost’ of a product in the perspective of customers are made apparent within the ‘4P’mix. Lauterborn (1990) conveys the importance and emphasis that is needed to be made towards consumer’s benefit and satisfaction, thus catering to the customer’s needs and forming a greater relationship between a company and its stakeholders. Meaning, what would have been ‘Price’ is adjusted, to ‘Cost to the Customer' (Dennis et al., 2005) 
With the introduction of e-commerce and global competitiveness, many stakeholders now have the option to search the internet for the most cost-efficient product (Friberg, Ganslandt & Sandström, 2001). This allows customers to become more selective towards the price of a product (Grönroos, 1994). Theory suggests that a greater relationship and concern for customers may produce a plethora of benefits to not only one’s stakeholders but the company itself (Grönroos, 1991) (Schultz, 2001).

[bookmark: _Toc4763879]Making Social and Ethical Business Decisions: ‘Price’
On an ethical and social standpoint, ‘cost to the customer’ becomes significantly more relevant in today’s standard of marketing. This is due to non-profit social organisations and the extensive need for planning (Andreasen & Kotler, 2008). ‘Cost to the customer’ can be interpreted as the cost of ignorance if a change to one's behaviour isn't made or if a message and support are ignored (Andreasen, 2006). For instance, a real-life example of this would regard ‘Get the Boys a Lift’, a mental health organisation within the private-sector, would perceive the worth of human life with significantly greater value in comparison to monetary gain. ‘Get the Boys a Lift’ uses social influence to encourage behavioural change through support methods (GTBAL, 2019). Thus indicating, the psychological cost of disregarding the organisation’s service.
However, social organisations must be aware of the ‘cost to the customer' when adapting the customer's cognitive behaviour to social change. Like monetary cost, an organisation’s target audience may intentionally disregard a product or service due to the customer’s extensive psychological cost that goes hand-in-hand during behavioural change (Andreasen, 2006) (MacFadyen et al., 1999) (Marteau, 1990) (Kotler & Zaltman, 1971).

[bookmark: _Toc4763880]‘Product’
In many cases, the definition of ‘Product’ within marketing can be referred to an organisation's tangible product, which is offered to its target-consumer market. A product may uphold various characteristics such as name, packaging, quality and function. Whether favourable or unfavourable, the product is described as anything that is received through exchange (Scott et al., 1985). The product can be a significant key-element within The Marketing-Mix; this creates a need for focus regarding marketing decisions that concern a business's product(s). Without consideration of a suitable product, a business will fail to achieve customer satisfaction through the lack of an impactful proposition, consequently hindering the repeat buyer process (Simkin et al., 2012). 

[bookmark: _Toc4763881]The relevance of ‘Product’ Today
Professor of consumer behaviour, Charles Dennis (2005) states, "people do not purchase products, but rather solutions to problems or good feelings." This concept would be closely related to the ‘4C’s’ key element, “Customer needs”, which is said to be the alteration of ‘Product’.
 A prime example of a successful product in which benefits the consumer would regard the fire alarm. The tangible device was designed to decrease the number of causalities in the event of a fire, while adjusting to one’s safety needs, therefore becoming an essential household item. The demand for this product was significantly beneficial to customers and is estimated to reach a market size worth of $23.2 billion by 2025 (Grand View Research, 2019). Companies today will specify their products with greater detail to ensure greater relatability to a product. Additionally, specifying attributes of the product that could reflect appreciation towards the customer, thus increasing brand sentiment (Dennis et al., 2005).

[bookmark: _Toc4763882]Making Social and Ethical Business Decisions: ‘Product’
"Why can't you sell brotherhood like you sell soap?" – G. D. Wiebe. This statement challenges commercialised methods of marketing with the proposition of social marketing, often referring to commercialised marketing as efficient, while social marketing as inefficient (Kotler & Zaltman, 1971).   
However, following the recent innovations within marketing and technology, organisations now can focus their decisions towards encompassing intangible products such as support, services, ideas and messages. This allows a company to support its target consumer's needs into a broader spectrum of services (Woodruffe, 1995). 
A product of social marketing can typically be assumed to be a non-profitable message, service or support in which accommodates a customer’s needs or awareness to a problem, thus influencing behavioural change (MacFadyen et al., 1999) (Kotler and Zaltman, 1971). 
For instance, many non-smoking campaigns would offer smokers with the support needed to quit, free of any monetary cost to the consumer. This example encourages a beneficial behaviour change, thus contributing towards a solution to a significant problem within culture today, as one in two tobacco smokers would be killed due to extensive use (Peto, 1994). 

Closely related to ‘Maslow’s Hierarchy of Needs’, the pinacol of the model would be ‘self-actualisation'. Self-actualisation refers to one's ability to achieve personal growth. However, each individual's perception of self-actualisation can be unique. For example; writing literature, through sport, or in the classroom. For the purpose of this case, quitting smoking would be the customer's ‘need' in which is to be fulfilled (Kenrick et al., 2010) (Maslow, 1962).

[bookmark: _Toc4763883]‘Place’ 
Typically known as the location in which a business’ customers may purchase its product(s). A company must decide which direction they go in when distributing. For example, whether they may distribute sales through various channels such as; retailers, door-to-door or directly (Ehmke, 2005). During the introduction to the ‘4Ps’, businesses would primarily focus on physical distribution, and set up shops or stalls to distribute their product(s). Additionally, the planning towards the location itself would be a management decision, rather than influenced by the customers (Dennis et al., 2005). Critically, this is commonly known to uphold significant cost to a business, as the cost of renting or even purchasing bricks and mortar for infrastructure can affect the overall price of a product or process (Steinfield et al., 2005). 

[bookmark: _Toc4763884]The relevance of ‘Place’ Today
‘Place’ can be perceived to uphold significant relevance to marketing today due to the current presence of high-street stores. Lauterborn (1990) conveys, ‘Place’ should be adjusted to ‘Customer Convenience’, as the consumer impacts heavily upon the planning strategies of a company. For example, within retail, the following critical decisions concerning their shopper’s convenience must be considered, reflecting consumer preferences, such as; short journey access and accessible parking (Dennis et al., 2005). The product(s) must be conveniently placed and stocked with the customer's best interests in mind (CIM, 2009). 

Since the expanse of marketing and web 2.0, tangible infrastructure has become less relevant, allowing businesses to migrate to the internet (Bernstein et al., 2008) (Tedeschi 1999). Within today’s standards of marketing, a place can refer to a domain within the internet or social media. This innovational phenomenon enabled customers to purchase within the internet and has been adopted by a significant majority of successful companies (Bernstein et al., 2008) (Dennis et al., 2005) (MacFadyen et al., 1999).  
Many pure internet businesses such as E-bay and Etsy do not rely on a tangle presence within the high-street when proving its effectiveness (Yoo et al., 2000). Similar to the high-street, e-customers now have the opportunity to compare the market on a global scale, in the convenience and security of their own home. Thus, exchanging products with the customer directly, as opposed to distributing to multi-channel retailers, consequently cutting out the middle-man through the utilisation of delivery couriers (Bernstein et al., 2004). This methodology is closely related to the e-commerce marketing strategy called ‘clicks and mortar’, which is known to uphold tremendous advantage to a business and its customers (Bernstein et al., 2008).  
Recent surveys suggest, the delivery performance within e-commerce plays a crucial role, upholding significant defining benefits to e-commerce if done correctly, meaning an e-company's location could solely rely on its digital presence (CIM, 2009). Although, the place of business within the internet may rely on advertisement and promotion to entice target-customers towards their digital channel. This will be covered in depth within ‘Promotion’.
However, many customers may prefer the tangible approach to shopping, for example; 
· A customer could walk into a shop and purchase a tangible product the very same day, rather than waiting for the delivery process that follows from purchasing from the internet. 
· Elderly or lower-class customers may encounter difficulty concerning the navigation of e-commerce, due to a lack of basic digital knowledge and skills (Acilar, 2011).  

[bookmark: _Toc4763885]‘Promotion’
‘Promotion' may refer to how a business conveys their product to their target consumers. Allowing customers to understand the product's functions is known to be a key strategy when marketing, as it enables the customer to understand how the product may benefit their individual needs (Ehmke, 2005). Due to the advances of web 2.0 and modern media-technology companies may utilise social media to sponsor and advertise a product (Dawson, 2007). Social media platforms such as YouTube, allow a business to recognise their target customers (Thackeraye et al., 2008). This is achievable using ‘Cookies’, where meaningful data is harnessed and used to provide businesses with simple segmentation strategies, along with a more efficient online-advertisement positioning based on the customer’s demographics, geographic, behavioural and psychological physical and online characteristics (Foster, 2011). However, promotion is not just limited to advertisement. ‘Communication’ with the business’s online brand may play a critical role within promotion, and this provides a potential consumer with physical evidence of the products functions and effectiveness (Dennis et al., 2005). For instance, a ‘Tweet’ consisting of positive briefing, along with a hashtag may persuade members of the online community with similar interests to buy a product. Thus, proving beneficial to the promotion and existence of a product or business. This method of promotion can be recognised as ‘Communication’ (CIM, 2009) (Kotler & Keller, 2007) (Belch & Belch, 2007). 

[bookmark: _Toc4763886]Making Social and Ethical Business Decisions: ‘Promotion’
‘Communication’ can take form as selling a message or awareness (Kotler & Zaltman, 1971). Social marketers will promote awareness to an underlying problem within cultural society, thus, attempting to stimulate behavioural change (Thackeraye et al., 2008) (Dennis et al., 2005).  A prime example of this within modern-day marketing could regard consumer goods company ‘Procter & Gamble’s’ (P&G) ‘Equality’ advertising campaign (DMI, 2019). Unlike many commercial advertisements, P&G attempts to relate and communicate with their customers (Hastings et al., 2004). The message of inequality concerning African Americans conveys a sympathetic business ethos towards the cultural issue of racism. These variations of advertisement are commonly portrayed as ‘impactful’ towards motivating positive-consumer behavioural-change (Sampogna et al., 2017). 
However, many other social advertisements can be portrayed as controversial and unethical due to the method of implementing threatening scare tactics within their messages. A real-life example of this would regard advertisements discouraging drink driving or smoking, where the target audiences are exposed to the graphic and phycological repercussion-imagery that may follow from upholding ignorance towards the message. These methods are deemed as unethical regardless of whether the company is attempting to contribute towards social behavioural change or not (Hastings et al., 2004) (Arthur & Quester, 2003).  

[bookmark: _Toc4763887]Adapting the ‘4Ps’ to 21st Century Contemporary Business
Since the introduction of the conceptual 4-element paradigm, it has encouraged researchers to explore and create new methods of adapting The Marketing-Mix to modern-day culture (Londhe, 2014). For instance, Grönroos (1994) explored and expanded the traditional ‘4Ps’ and shaped the 7Ps. Consequently, providing extensive planning towards; People, Process and Physical Evidence. 
Experts suggest that the ‘4Ps’ are outdated and do not appease to the relationship between an organisation and their stakeholders, therefore becoming an internally focused and unbalanced planning strategy (Goi, 2009) (Lauterborn, 1990). In recent decades Lauterborn (1990) has modified the ‘4Ps’ into the ‘4Cs’ to solve said problems, additionally suiting the 21st-century marketing requirements by conveying that market strategies should be heavily influenced to cater the needs of the consumer (Dennis et al., 2005).
 However, Dr B.R. Londhe (2014) argues, that the creation of additional marketing strategies such as ‘4C’s’, ‘4Ps’ and ‘7P’s’ could not offer a suitable marketing-mix, in comparison to the 4V’s, as every stakeholder within the marking process typically desires ‘Value’. 
 	Although, Dr B.R. Londhe's research is primarily based upon commercialised company strategies, rather than exploring the broad strategies needed within social and ethical marketing. Dr Charles Dennis' (2005) extensive research toward Lauterborn's paradigm conveys greater relevance to social and ethical marketing, as well as the current competitive and technological environment of today, due to the consumer-focused nature of the ‘4C’s’ paradigm. 
	 
[bookmark: _Toc4763888]Making Ethical Business Decisions: The Future of Social Marketing
Marketing and its evolution throughout the years have introduced a greater co-operation and relationship between businesses and their stakeholders, allowing the consumer to essentially be the ‘co-producer’ of a product, due to a business’ extensive consumer demand. The allowance of consumer co-creation has aided companies in shaping product and services to benefit the needs of their consumers, for businesses to obtain a competitive advantage (Vargo & Lusch, 2007). 
The current customer demand for ethical products that contribute to tackling societal issues within today’s culture has not gone amiss to many businesses. Businesses will adapt to the consumer’s desire for ethical and social products (Newholm & Shaw, 2007). 
An example of this could regard the commercial company; Kleenex. Kleenex’s product named ‘Man-sized Tissues' has received negative briefing online from consumers, demanding the product should abide by political correctness (PCness) and should be gender neutral, rather than being limited to one targeted demographic of the male gender (Katie Morley, 2019) (Shaw & Riach, 2011). This example of consumer concern had impacted Kleenex’s consumer relationship, as the lack of fulfilling consumer needs can limit the number of stakeholders Kleenex upholds (BBC, 2019) (Dennis et al., 2005). 
However, when is PCness too much? Moreover, how many times can you change a product? The constant challenges to appease to consumer demand could negatively impact a product. This is due to the each consumer's needs being different, thus defining a product’s characteristics and marketing process to the benefit of those outside their targeted demographic. If a product is altered to increase the relationship regarding the new target consumer's demographic, the previous demographics’ relationship to the product or business could diminish (Schilling, 2019) (Thompson, Hamilton & Rust, 2005).

[bookmark: _Toc4763889]Conclusion
Although the ‘4Ps' are still somewhat relevant to commercialised marketing today, extensive re-structuring and modification are needed to meet the requirements of marketing's planning and structuring processes within the social/mobile era.  
When comparing both arguments of Dr B.R. Londhe and Dr Charles Dennis', Londhe's research conveys the consumer's perception regarding the value towards a product and the business. However, Dennis' research emphasises the importance of a business' co-operation, relationship and value towards the consumer, as they hold the key to a product and business' success. Thus, arguably upholding more relevance within today's social and ethical marketing decisions.
[bookmark: _GoBack]Although, ethics and social-change can be perceived as beneficial to the customers, which in many cases it is, the future challenges that social-marketing and commercial-marketing alike is far too complex to foresee. However, the continuous effort made by businesses to abide by consumer's needs could uphold internal detriment. This is due to consumer needs that are always changing, therefore always improving the product, this persistent feature fatigue can and will create less demand from previous stakeholders.
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