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Social and ethical marketing is relevant to business especially when analysing public requirements. social marketing allows the appliance of tools in order to track trends and promote business services or products that attract attention to benefit the environment and equalise opportunities, From a website called ‘Wordstream’ they say  “Ethical marketing refers to the process by which companies market their goods and services by focusing not only on how their products benefit customers, but also how they benefit social or environmental causes”( Wordstream, 2018).
Ethical marketing is less of a strategy and more of a philosophy that communicates in marketing elements. Ethics seeks to promote morals, fairness, responsibility and equality in all advertisement. Ethics is a difficult topic when everyone has different opinions and perspectives on what is right and what is wrong. In this case, ethical marketing is not a list of rules nor policies but a general guide to aid companies evaluate new marketing techniques. Murphy, P. E., Laczniak, G. R., Bowie, N. E., & Klein, T. A. (2005).

Marketing creates a relationship between organisations and stakeholders. This relationship is through advertisement, communication and the unique selling point of business. which  is to differentiate from one business to another, for example how can they better themselves above other competitors to rise in the number of consumers? 

[bookmark: _Toc30013700]Theory of marketing 
The theory of marketing is a philosophy of analysation and requirements of stakeholders, connecting businesses to consumers, by announcing what is on offer through various tools, either through online platforms or offline media. Either way, this creates customer value and enables communication between the two. The marketing environment is big and competitive, yet this allows better understanding of what stakeholders require, through analysis. (Armstrong, Kotler, and Kotler, Philip. Marketing: An Introduction. 11th Ed. / Global ed. Boston: Prentice Hall, 2013. Print.)

The concept of marketing is so that organisations understand what customers want, they usually apply multiple theories. For example, a theory called the   seven-marketing p’s, is a technique to define whether the product of service is feasible and can meet needs of stakeholders, this is to ensure  social and ethical marketing in businesses today, meets requirements. The four main  p’s are;

1. Product – this is to evaluate whether the requirements fits what customers are expecting.
2. Place – this is section is to identify where the product will be available. For example, Morrisons, Home bargains or Tesco’s. This allows businesses to focus on where the product will be available. 
3. Price – this factor of the 7’s is a representative of whether the product or service is a good value for money. This doesn’t always mean it should be the cheapest although it should be good value to attract customers. 
4. Promotion – advertising sales, how will they promote the business?
Through media platforms are crucial communicational tools for businesses. These tools should be the message the organisation is trying to put across, to attract all audiences. 
The additional three p’s are extended from the four, as follows;
1. People – companies rely on people, from internal or external sources such as customers to employees. by offering a good service and act appropriately towards consumers can benefit all parts of the company. Businesses focus on people to focus on what they think is needed or they did well on, analysing feedback is just as crucial as selling the product, which will help for future developments. 

2. Processes – The delivery of the service provided in marketing is once again apart of what the customer is paying for. How did the business process this idea and implement it, was it good for the environment? Was it animal tested? – these are just a few questions some people may ask about the process of how the product or service came to light, in order to gather a background for the business. 

3. Physical evidence – every service includes some form of physicality, for example, if a person attends a beauty salon the physical effect should be what is advertised as that is what the customer is paying for. 

Well along, through developments of past marketing advancements during industrial era has led social marketing into a new form of advertisement, focusing on online improvements, a concept of producing analytics of social and ethical interest of stakeholders. By this its meant that the 7’ps really took action when digital entities were introduced to businesses and the public, which enhanced keeping track of the p’s.
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The marketing environment is defined as what marketing includes. Internal factors are those who impact marketing from the inside. Impactors such as employees, shareholders, retailers, etc these factors impact operations like labour, stock, company policy, budget. on the other hand, the external factors are government policy legislations, social networks, technology and economy. These surround marketing plans, and act as a guide line of what is appropriate and what customers require.( Business Jargons, 2019),
[bookmark: _Toc30013702]The Relevance Of Social and Ethical Marketing Issues
Marketing is a technique organisation use to target audience and spread products and services via multiple platforms o or offline. The concept of marketing is to reach all audience’s to potentially increase use-age and profitability of what is on offer. Observing previous marketing techniques increases what works and what does not, in a sense of productivity, marketing, display or terminology. 
 
When discussing social ethical marketing issues, its often theorised that using the p’s method, can overall become a useful relative tool for price, promotion, people and place to the customer. to socially connect customers to business. Hunt, S. D. (1983). 

Marketing is a diverse area, in order to improve and promote sales in any way possible. For example; Always feminine products have altered their packaging, to alternatively attract more than female sales, allowing both genders to feel equal opening an equal product. Although, the business has expanded their audience by offering a more equalizing packaging. Some are asking questions of whether this is an appropriate strategy to exploit or attract trans gender individuals to promote sales ( Gwen Aviles. ct. 21, 2019.) 
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In the past businesses used the word of mouth and paper to pass the word along since, there was no digital network combining society. However, Around thirty years ago, the digital era came into society and the workplace (Angela Rolls).  This quickly allowed businesses to promote services and products online rather than previous advertisement techniques. 

Marketing focuses on the audience, and throughout the years business environment has focused on maintaining satisfactory within stakeholders, by understanding their requirements. Through analysing customer feedback along with calculating the audience it has reached online. This allowed a form of review on customer feedback, which is extremely beneficial for businesses and is relevant to marketing. This is essential feedback especially for future developments using online tools gathers feedback, identifies audiences and suggestions from all who want to better the overall originality.  

To compare with today’s advertisement society has access to almost all organisations details through online use. However not all businesses have merged onto the online platform. Yet, digitally businesses market demographics and engage with social media through platforms like Facebook, YouTube, Google, Twitter, Instagram, etc. these platforms offer strategic techniques when offering business promotions. Evans, L. (2010). However, present tendencies often focus on social media platforms can promote engagement with demographics, by analysing what customers are asking for, to analyse which is favourited and which is not.
Presenting  a wider aspect of what customers are looking for within a business or to even track how many viewers, likes, added to basked, purchases or shares the business has had. 
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Market segmentation is a process of dividing the market into groups of who will respond, purchase or promote the service. This can be on the bases of characteristics such as, demographics, age, sexuality, rural areas, lifestyle or gender etc. The macro and micro- environment is a form of segmentation within the business environment, to help improve business strategy. Every business is a part of this domain, macro and microenvironment as explained later in this report. Business also use PESTLE, SWOT Analysis and Destep models to divide and identify factors within marketing. Concentrating on DESTEP models. (Demographic, Economic, Socio-cultural, Technological, Ecological and Politics) As follows; 

· Demographic - is the stage of study in strategy, which focuses on the public. Fairly known as the study on human population. - for instance, a rise or decent in population investigating statistics (gender, age, rural areas).

· Economics - economics is says exactly what it does on the tin, focusing on economic factors like, levels of employment or unemployment. 

· Social-cultural – this focuses on the natural environment and what is given back to the community. which manipulates society’s behaviour, values and characteristics. For example, recycling. 

· Technological – this analysis states advancement on services and what can be improved in terms of expansion. New products and opportunities, for example, 3D printing or quicker internet abilities. 

· Ecological - focuses on sustainability. Eluded on the physicality and profitability aspect. 

· Political - concentrates on government bodies and their decisions with potential affect to businesses development. For example, the law and how this will have an impact on current trade produce. 

Businesses use models like DESTEP, and it has been developed through recent years, mainly applied to the macro-environment which is a part of business environment. The Destep model breaks down and places into context how a business operates and how to analyse and identify audience and follow policies. 

The Macro and microenvironment are a part of all businesses. Firstly, the macro environment is aimed towards consumers, suppliers and competitors. on the other hand, the microenvironment is an internal factor of culture, strategy, resources and structure. 
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[bookmark: _GoBack]To conclude, marketing is extremely important especially within todays digital era, throughout years of trial and error has allowed businesses to focus on new strategies from those that have already been implemented. Yet, failed as unplanned. Presently with the number of digital users allows businesses to grow online as well as physically. By this I mean having digital access permits users to have access to continuous organisations which is extremely relevant for businesses when promoting their business. A scenario; if a business promotes online as well as verbally this can boost their succession rate by reaching people who may not have heard or has  not got he opportunity to communicate with a specific business. 
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