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Introduction 
Marketing is the main attraction businesses use to promote or sell products to their consumers, and notify of offers or deals. Businesses have put a lot of thought into their research and to target an audience, to be able to sell their products. During the research of this assignment, there will be inclusion of many areas of marketing and how companies make an informed decision. 

Marketing history  
Marketing today is recognized as an advanced mix of strategy and technology, but it has not always been this way. As we know the history of marketing started with modest beginning of only trying to sell products and service. (History of marketing, 2016) 

Attempts to do this could be as ancient as civilization itself, some claim it began with an effort to offer products for trade in some way. Since the times of ancient China and India, the attempts to establish convincing communication for the sale of goods and services has been around. At the time, this practice may not have been known as a market firm but it is where the framework for marketing began. (History of marketing, 2016) 

Social marketing  
Human action is complicated, at times irrational behaviour, as a result, often unpredictable. Our activities have consequences, both positive and negative, that impact the person, the community and the environment. Encouraging us to improve or change what we do for the collective or individual good, with too much dependence on our habits, has become an important strategic goal for the government, NGO’S and civil society. To help accomplish these, social media strategies have been implemented with these objectives. Social marketing is used to promote voluntary behaviour change, whether for health improvement, disease prevention, injury or crime avoidance, or environmental responsibilities. With varying degrees of success, this tool has been used and often has unintended effects, but the body of evidence that points to the effectiveness of theoretical, well researched, social media approach. (Eagle.L,2012)

It is impossible to trace the exact roots of social marketing, this market discipline has been the subject of intense academic debate for more than 40 years, but there is agreement that its cornerstone was laid in the 1950s when ‘Wiebe’ asked the question “why can’t you sell brotherhood and rational thinking like you sell soap?’  There is no single definition of social marketing, like many other marketing concepts, instead the term has developed over time from narrow and very simplistic roots, like ‘anticipated social change’ and ‘marketing of social cause’ to a number of meanings, each stressing various aspects of social marketing. From the national social marketing centre, A useful definition is drawn by Anderson, created in the 1980s 

A technology for the management of social change that involves the design, implementation and control of programmes aimed at enhancing the acceptability of a social idea or practise in one or more target groups. To optimise the target adopter 's response, it uses principles of market segmentation, customer analysis, product idea creation and testing, guided communication, facilitation, incentives, and exchange theory.

 
Andreasn states that in the above description, some writers challenge the phrase' acceptability of a social concept,' arguing that behaviour change must be the target of social marketing. We would add to the suggestion of Andreasen that social marketing should not be seen as a single theory, but as a method that 'is modelled on processes used in marketing in the private sector' and draws on an interdisciplinary variety of principles and theories, such as psychology, sociology, Communication and anthropology, as well as selling itself. Social marketing seems to have been seen as somewhat apart from 'mainstream marketing' until the early 1990s, and some scholars questioned whether it was legitimate to expand the focus of mainstream marketing to include social change. Indeed, some of these early writers proposed broadening the marketing concept it would be counterproductive to the marketing discipline as a whole to involve non-commercial activities.( Eagle.L,2012)


Stakeholder and marketing activities 
A Stakeholder is defined as an individual or group of people who would benefit from the success of the organization. The theory of stakeholders is a view of capitalism that emphasizes the interconnected relationships between a corporation and its suppliers, employees, customers, societies, and those who are interested in the organization. The hypothesis implies that a business should generate value for all investors, not just shareholders. ( stakeholder theory,2018) 
"Freeman describes a stakeholder as" any group or individual that can influence the achievement or is influenced by it. Objectives of the company "(Freeman 1984, p. 46). A broad view of stakeholders reflects this concept, which captures the empirical truth that companies can be Virtually everybody is influenced by, or they may influence. Narrow views of stakeholders, on the other hand, accept the realistic reality that capital, Attention, and time to cope with external limitations. 

Customers 
Customers are very dependent on the company supplying a service, but also the business is reliant on the customer purchasing their products or services, Also the customers purchases help the company decide which products to invest more time in and in doing so the customers help direct the company. (Role of a stakeholder, 2019) 

Community and government  
The government collects the company’s taxes, so it benefits from the profits of the company. It can re-invest taxes into society. It can impact the community in a positive, or negative ways as the small business develops. A corporation may provide employment, and local schools and community groups may donate funds. In order to generate support and improve the community, even a very small firm can give back. (role of a stakeholder, 2019) 


Suppliers  
Suppliers are an important part of business as this is how a business obtains good quality standard goods and products to be able to provide to their consumers. The role of a supplier can be quite demanding as the need for high quality products at a reasonable price is important when the business needs to resell these products. (Role of a stakeholder, 2019) 
  
The distinction between the marketing concept (often referred to as marketing orientation) and the marketing functions, which is concerned with the management of marketing combine. The administration of marketing mix includes the use of various tools and approaches available to executives in order to incorporate the definition of marketing. (understanding the marketing process, 2018) 
  

Marketing mix  
As we are aware there are the four main elements for the marketing mix, all of the four p’s price, promotion, place, and product, play an important role in the marketing of the brand. The advertisement of a brand begins with is product the other three elements are just as important getting them all equally correct can go a long way at making the marketing strategy a success. (Role of elements, 2017) 


Product 
This is one of the main areas for success, having a great quality product and a great image for the product goes a long way in the consumers eyes, furthermore in the 21st century the competition between brands has grown massively this would make you want to exceed even higher quality to your product, take apple I phones and the samsung phones you would look at them as equal at a distance but when you speak to people who own one or the other, there is always a competition as to what it can do and how it makes life easier. (Role of elements, 2017) 

Place  
Place is also important when it comes to marketing a brand as the product needs to be places where it can be seen, for example if your store is located in a rural/desolate area then the items in the store may not sell as much as if the store was located in a busy area take Ikea for an example they planned where to placed their stores in their specific locations to help with marketing and sales. (Role of elements, 2017) 

Price  
Price is a good candidate when it comes to marketing as if you have a competitive price you are more than likely to catch a sale, more often now people look for the lower priced quality products , take Primark for instance, people may like to look at the clothes in river island but get a replica for less of a price at Primark. (Role of elements, 2017) 

Promoting  
After the product is priced the next area to look at is the promotion, despite getting the rest correct this area needs its research to help the consumers gain information on the brand’s product its features and qualities. This area needs a lot of careful planning as you need to reach the consumers before the competitors do. (Role of elements, 2017) 
Marketers must invest in some strategic planning into these areas to be able to successfully gain their sales and boost the business. (Role of elements, 2017) 

Marketing environment  
There are managers within the company which have the decision making over the marketing mix they will decide on the product, the price, how to promote their product and where is the best place to sell their product to target their audients but there and external environmental factors which also contribute to the company being able to sell their products. There are 5 main elements to the marketing environment, political and regulatory environment, economic environment, competitive environment, technological environment, social and cultural environment all these factors play a role in the marketing and selling of products. (Collins, 2012) 


Political and regulatory environment 
Federal, state and local bodies may lay down rules and restrictions on business conduct. Regulations are meant to protect both the consumer and the company. Some regulations (such as patient law) are preferred by the company while chaffing under others (such as advertisement restrictions). For instance, the tobacco industry has had to learn to live with a federal television and radio advertisement ban. More recently, several food industry businesses have expressed unhappiness with regulations that include the trans-fat substance marking. The broadcast industry is deeply worried about penalties being levied by the federal communications commission for violations against “decency requirements” in reaction to the creation of “do not-call” registers, the loudest uproar undoubtedly came from telemarketers. (Collins, 2012) 

The economic environment  
Marketing managers face a barrage of economic views most days. They need to absorb it, evaluate its impact, and change marketing plans accordingly. The news is often (but not recently) cause for optimism, the economy is improving, unemployment is decreasing, consumers morale is increasing. The news makes them anxious at any other times, like today, our economy is poor, industrial output is down, jobless claims are growing, consumer morale has plunged, Credit is difficult to get. Business naturally thrives when economy is rising, jobs are complete, and prices are stable. It’s easier to sell goods when buyers are able to purchase them. On the other hand, people have less money to spend while the economy is slowing (or stalling) and unemployment is increasing, and the marketer’s job is harder.  (Collins, 2012) 

The competitive environment 
A loosing game is played when advertisers who do not watch their rivals, in particular, the activities of two classes of competitors need to be monitored, the producers of the rival brands and the procedures substitute products, for example coke and Pepsi are rival brands that for decades have been involved in the so called cola wars, by convincing individuals that their soft drinks are better, each seeks to gain market share. They prefer to resort to similar tactics because neither wants to lose share to the other. (collins, 2012) 

The technological environment  
Technology is expanding everyday, we have gone from watching films of a video tape to cd’s and now streaming with a small monthly subscription we can watch all kinds of films and television shows with a click of a button, of course we do have to have broadband with in the home for these things like Netflix to work. Our televisions have gone from big chunky back televisions and black and white to colour and now even slim line so they can mount onto the wall creating more space within the home. The technological environment also has an impact on marketing mix in another important way, as technologies can transform the way a company markets their product especially on the internet, they can reach consumers quicker and faster, and consumers can compare for the best prices which suits their needs. (Collins, 2012) 

The social and cultural environment 
Marketers must also remain attuned to social and cultural factors that can also impact sales. American consumers ideals and behaviours are in a state of nearly constant flux, what’s hip one year may not be the in style next. Thinking of the clothes you may have worn five years ago, this is not something you may choose to wear today, it would be the wrong model, material, style and wrong fit or just plain wrong for a lot of people. However if you place yourself in the role of a clothing brand marketer who may target teens and young adults, and you decided to market the same clothes every year you would not succeed as there would be very limited choice of clothing. As we know meeting the needs of the customer is the barrier to efficient marketing. (Collins, 2012) 




Marketing ethics  
when we look at this from a marketing perspective, we must market the products or services remembering not to offend the consumers. Consumers could be offended by many different this for example a toy kitchen could be advertised as a little girls toy but our consumers may look at it and get offended as it could also be used for a little boy the advert needs corporate equality, as it can be either. we could also look at washing up liquid and washing detergent, when they always portray women on the advertisement, as if its only women who should be the homemakers when in a lot  of homes these days a man and woman can be both equal with in the home. 
There are lots of different ways marketing can be easily discriminated on different factors as the way of living changes over the years this is why ethics must be applied within marketing as it covers the equality, diversity and sexuality. 

One of the most productive ways to strengthen your marketing campaign is to comply with such ethical values consistently. By using shady tactics, such as spamming which no one appreciates, some marketing techniques might be able to draw in customers, but the cost is quite serious. You could harm the company’s long term image by using  shady marketing strategies, and having customers will help the company succeed so if the company creates a bad image this could loose custom and reduce any new customers. (Principles of marketing, 2019) 

focusing on marketing ethics, you could boost the influx of customers by maintaining loyalty to the company, trust with consumers, all these factors will help create a better image for the company, ethical marketing should always aim to be even and fair to guarantee business success. 
When marketing a product the company must be transparent, including all the information the consumer needs to be able to make an informed decision, the safety of the products or service needs to be included in this area. 

The company must adhere to sustainability rights and human rights and procedures the company must be able to disclose the ingredients to their products and produce to their consumers, this again will help the consumer make an informed buying decision. (Principles of marketing, 2019) 
The business should respond to any complaints or safety concerns in a professional manor and protecting the consumer rights this should be bumped as an immediate reaction to investigate as needed, consumers are always pleased with a good response when it comes to a negative effect.  

Conclusion
To conclude When it comes to marketing you should not over rate the product as you could be giving the consumer a false sense of purchase this can create a negative impact on the business, the business should not make any sort of false comparison quotes this can be very misleading to consumers, making unverified and unreliable claims.(Principles of marketing, 2019) There is loads of different factors which contribute to how a business markets a product or service, and how these factors are to create a successful business 
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