RunningHead: Social and Ethical Marketing Issues for Contemporary Business	1

Social and Ethical Marketing Issues for Contemporary Business	10






Title: Social and Ethical Marketing
Assignment Name: Social and Ethical Marketing Issues for Contemporary Business
Student Name: Daniel Ramsey
Course Name and Number: Social and Ethical Marketing BMSP5003
Lecturer: Jessica Shore
Date:  29TH March 2019 



Introduction 
	“Social marketing seeks to develop and integrate marketing concepts with other approaches to influence behaviour that benefits individuals and communities for the greater good. Social marketing practice is guided by ethical principles. It seeks to integrate research, best practice, theory, audience and partnership insight, to inform the delivery of competition sensitive and segmented social change programmes that are effective, equitable and sustainable”  (French, 2017). The term social marketing is ever present in the way businesses currently portray their message or ideologies. Although not a new concept, the term is regularly misunderstood (Brennan, Binney, Parker, Torgeir, & Nguyen, 2014), and regularly misperceived as an economic behavioural science (Lee & Kotler, 2011), leading to the formation of several social marketing application theories, ones in which will be explored in further detail in this essay. 
	Marketing in general has undergone a transformation. The purpose of this essay is to analyse and evaluate social marketing practices of the past, present and future, with a focus on the different eras in marketing and how they relate to marketing practices of present day.
 With changing environments and individual’s perception, Weibe’s (1952), question “why can’t you sell brotherhood like you can sell soap?” will be explored, taking into consideration the various marketing methods currently being exercised. Furthermore, the author will critically analyse the organisational behaviour of companies, their ethical practices and how the technological and environmental shift has affected the methods in which they advertise, taking into consideration the historical marketing theories and the relevance they hold in business practices today.
The Marketing Evolution
	The market revolution was the catalyst in change whereby the economic system transitioned from a handicrafts-based and home-grown agricultural system to an economy of the industrial type, aligning and oriented towards market (Stokes & Conway, 1996). Along with the agricultural eruption in the South and West, the economy was also strengthened in the north by the boom of textiles. Cotton gin and work with mechanical parts was also on the rise, and with large scale manufacturing of the domestic type concentrated, an increase in wage labour occurred in response to a diminished reliance on foreign imports (Boundless US History, 2019). This in turn, led to an era of mass production. The unearthing of interchangeability by Eli Whitney impacted heavily on mass production capabilities. Advances in technology and communication capabilities enabled changes in the way goods were produced. Products were now produced on mass, at low cost, with components produced in one location and transferred to another for assembly (Srinivasan, Stank, Dornier, & Peterson, 2014). Although responsible for economic boom, in marketing terms, manufacturers held the premise that the building of products to a high quality would sell itself. A business’ success would often be defined by its production success and not its marketing or sales efforts. However, with the failure of over 80% of new projects brought to market, a change was needed. This led to the focus on changing creating a wider perceived needs method, which in turn, led to the introduction of sales people, creating the sales era (Krutz, Mackenzie, & Snow, 2009). 
	As manufacturing grew, and techniques became more sophisticated, more emphasis was placed on the sales force finding new customers for this now greater output. Companies now assumed that consumers would repel the acquisition of non essential services and goods, leading to increased efforts in advertising and personal selling (Boone & Kurtz, 2008). Advertising in an aggressive form was also encouraged. However, it was recognised that deploying these tactics alone were not sufficient, and it was realised that factors such as the product, place, price and promotion should be considered, thus forming what theorists now categorize as the marketing mix (Jones & Richardson, 2007). However, it is also been said the perception as well as the performance of any products can be manipulated and changed by social marketeers, thus altering the marketing mix and its true definition (Goldberg, Fishbein, & Middlestadt, 2018). 
	The great depression ensued, propelling marketing into a more valuable role. The survival and success of an organisation was not now judged on production quality. The end of the world war saw a shift from what was known as a sellers’ market, to a buyers’ market, a market in which more goods were available than the customers willing to purchase. This strong buyers’ market advocated the need for more customer orientation by organisations, with companies now marketing the goods or services produced, focusing highly on achieving long-term success, creating what we now know as the marketing concept (Boone & Kurtz, 2008). 
	The social responsibility of businesses was now being questioned. Following the great depression, blame was laid firmly at the door of businesses for rapid price increase, loss of many jobs and the failure of many banks and businesses. The protection of the welfare and society were now at the forefront of people’s minds, and with that being said, new laws were sought to help protect and guarantee its sustainability (Motzek, 2011). Over the last two decades, the way in which organisations conduct business has rapidly changed. Furthermore, not only do we see significant changes to the environment, any organisation or business now needs to adapt with their surroundings in order to thrive and grow. Having turned our interest from agricultural to industrial, the landscape has rapidly changed, along with the way we do business, leaving it unrecognisable to our predecessors (Hitchcock & Blair, 2004).
	
Social Change and Its Effect on Social Marketing
	 A social problem is said to have two main elements: an objective and subjective interpretation (Mooney, Holmes, Knox, & Schacht, 2011), and with that being said, social marketing and its concepts act as driving force in the facilitating the understanding of the need for social change in a non-confrontational way, in particular, enabling diffusion and adoption (Donavon & Henley, 2010). Donavon & Henley (2010) also state, in marketing terms, the assistance of social change practitioners can have a profound effect on the development of social marketing campaigns by social marketeers. 
	Social marketing, as whole, possess a wide range of concepts and tools that are profound in in affecting behavioural influences and change. The tools in use need not rely on or become deeply involved in political theory or the hiring of consultants with social change capabilities but rely principally on a solitary methodology for change of the social kind (Andreasen, 2006). With social change and technological advances comes a change in marketing techniques. Marketing techniques that were once used have now become obsolete or outdated. The 4Ps, or the marketing mix as we now know it, has rapidly changed in stature. We are now entering a 7th era of marketing, one in which a customer experience rather than product, place, price or promotion is key (Rose & Johnson, 2015). Providing a theoretical framework to how any marketing challenge is approached, it is often heavily condemned by some as being oversimplified in its make-up, and some may also argue that one key element is overlooked, the stakeholders (Smith & Taylor, 2004). As the evolution of marketing and its theories continues, the development of stakeholder theories and its effect on societal change is now prominent in business and its research (Hult, Mena, Ferrell, & Ferrell, 2010). Further research by Hult, Mena, Ferrell & Ferrell (2010) also discovered the shift in marketing patterns. The idea that marketing efforts and research being solely focused on individual stakeholders is no more. For any firm to realise maximum performance, numerous stakeholder relationships must be built and maintained.
	
The Future of Marketing
	To assess and determine the future of marketing, it has been said that many variables have to be considered, taking into account the shifts in the marketing paradigm (Kitchen, 2003). With the birth of the internet and more recently, social media, heavy emphasis has been placed on the role and responsibility it plays in the paradigm shift in marketing, owing to the content generation made possible and the social networks ease of accessibility (Li, 2013). To further analyse this, we must first understand the role social media plays and the link between modern day marketing and its efforts.
	With varying degrees of technological advances available to marketeers in the current climate, the right advertising media must be closely studied and evaluated before any message is conveyed or communicated (Nieuwenhuizen, Badenhorst-Weiss, Rossouw, & Cant, 2008). With the rise of social media, the route of marketing and the organisations tasked with conveying their message has drastically change. The continuing rise in its users and the content they consume, and the ease of access for said content, marketing has now shifted to peer to peer networking relationships, forcing organisations to adopt tool of the digital kind to market their products or sell their services (Shainesh & Heggde, 2018). For these campaigns to be successful, businesses now need to be engaging and creating experiences for their consumers. The needs of the customer must now be fully understood, and organisations now focus on brand building, using customer interaction to relay information back the business in the hope of creating improved and enhanced experiences (Evans, 2010).
	In the present day, power brands have the capability to blend and fuse the different aspects of the marketing mix in a unique way. As described by Murphy (2016), branding incorporates “the development and maintenance of sets of product attributes and values which are coherent, appropriate, distinctive, protectable and appealing to customers” (Murphy, 2016). With technology now becoming the environment itself, marketing is taking a new direction. It is allowing brands to create sensor enhanced consumer experiences, with the ability to personalise the content being published, thus creating a new paradigm shift and exerting more power (Natarelli & Rina, 2017). With this power shift and rise in big brands, unethical practices are now being highlighted.
Organisations and Their Ethical Practices
	Marketing ethics, synonymous with business ethics, is the expected moral standard of any organisations behaviour when applied to decisions centred on marketing (Nill, 2015). Further research defines marketing ethics into two categories, or dimensions, the first being positive; the actions that superiors take in response to ethical violations and the second, normative; the ideal ethical behaviour expected from the organisation by governing bodies (Nill, 2015). 
	We know that social media, television and the internet has made content readily available for the consumer. However, with social media you are said to run the risk of succumbing to being a victim of its unforgiving and relentless nature of feeling significant or insignificant. Social media and its content has the perilous power to influence and pressurise an individual into subconsciously making decisions that may be correct, at the present time, rather than correct in the grand scheme of the situation (DiStaso & Bortree, 2014). Social media is utilised by many organisations in an ethical manner, however, there are those that will exploit consumers for financial gain (Rogers, 2017), without any respect or due care for the ones it affects. 
	Advertising morality and ethical values have been several advertisers and their marketers alike. Furthermore, some advertisers have been heavily criticised for issues relating to ethical practice, labelling their effort offensive, untruthful, manipulative, deceptive and in some cases, perpetuating stereotypes (Tyagi & Kumar, 2004). Although unethical activity is common place, it has been said that there has been insufficient measurement taken place to ascertain and analyse unethical advertising and its effects. The reactions are said to be indirect and uncertain in their direction, making it difficult to differentiate what constitutes ethical or unethical advertising practices (Tyagi & Kumar, 2004). What is abundantly clear is the unique set of challenges organisations face surrounding moral issues and ethical standards (Phillips, 2004). However, the promotion of value driven management and corporate social responsibility by the European commission has provided a framework in which companies can promote “good corporate citizenship” as a centrepiece to their ethos and values (Rendtorff, 2009). 
In the current climate, the reflection of culture is portrayed by some advertisers, and in doing so, the advertisements they produce can sometimes project distorted misleading images of health, beauty and relationships (Jeurissen, 2007). Not only are advertisers and marketers held accountable for ethical infringements, whole organisations could be called into question. In the instance of Amazon, the fourth largest company in the world (Investopedia, 2019), their ethical and immoral practices have been questioned on several occasions. According to ethical consumer, key components of the business have been fairly untreated or contain unethical practices:
1. People – Amazon has been reprimanded by government bodies on several occasions for the treatment of its workforce. Among those reprimands are, failing to report several work related injuries, and often cited for the redrawing boundaries and testing limits of the tolerance levels of its workers. Not only do management and office workers get persecuted, it has been said that workers suffering from miscarriages or other forms of personal crisis are unfairly treated, in most cases being unfairly dismissed.
2. Environment – Amazon has stated its long term achievement to achieve 100% renewable energy status for its global infrastructure footprint, however, no date to achieve this has been given. Although examples were given in their packaging improvements, environmental impact, manufacturing, and shipping and transport reports were not provided, thus their environmental impact footprint cannot be correctly judged (Ethical Consumer, 2019)	
Conclusion
[bookmark: _GoBack] 	To summarise, this essay explored the fundamentals of marketing and how it has evolved over the years. From the days of the market revolution and the industrial type economy, we have now discovered, alongside the birth of gin cotton and large-scale manufacturing, that these elements were the catalyst to change, and responsible for mass production as we now know it. 
	The second world war saw the shift from a sellers’ market, to a buyers’ market, with organisations needing to source new ways of getting products to market. Great emphasis was placed on product quality and not quantity, and businesses now focused more efforts on marketing for long term success, creating what is now theorised as the marketing concept. This also saw the birth of social responsibility in business. With The change in environment and landscape, and the growth of organisations, attitudes towards society and welfare began to change, this in turn allowed governments to sought new laws to guarantee and protect its sustainability.
	Social marketing and its efforts were then explored in further detail. It was discovered that the wide range of tools and concepts has a profound effect on influencing one’s behaviour, and with social change and technological advances, the tools and concepts of the past are now obsolete. We are now entering a new phase of marketing. One in which social media, stakeholders and brand power are at the forefront of any marketing campaign undertaken. Companies are now creating sensor enhanced consumer experiences, whereas previously, product, place, price and promotion spearheaded any campaign. With this marketing shift, unethical practices are now being highlighted. Social media plays an important part in its art of deception, allowing organisation to utilise its tools to deceive consumers, often exploiting them for financial gain, with Amazon being the focus of the case study. 
	In conclusion, the practice of social marketing is now common place, and with social media and its tools enabling companies to manipulate and deceive, will new laws be needed to more strictly govern and punish the companies with unethical practices? 
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