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1. The role of marketing in creating value for customers 

Societal marketing
The societal marketing concept focuses on the idea that a company’s marketing decisions should have in mind the requirements of the company, consumers’ wants, the interests of the company on long term and consumers’ interests on long term. 
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Figure 1. Basic considerations related to societal marketing. 

	Beyond Meat is aware of the fact that by doing what is right brings benefits both to the company and buyers. The goal of the corporation is to have a strong impact on the food industry, to improve people’s health, help local economies and inspire everyone to eat more plant-based products, saving thus our Planet. 
	The Beyond Meat corporation is very aware of the sustainable market importance. Within the company’s mission, they state that every single positive choice we make may have a strong impact not just on our own health, but on the health of Planet Earth, too. By making the transition from consuming animal flesh to eating plant-derived products, we can make a big difference regarding some major issues: animal welfare, natural resources, climate change and, of course - human health. 
	Another important fact is that Ethan Brown, founder and CEO, stated that their objective is to make the vegan food even cheaper than the animal-based protein products. 
That being said, by ensuring that an eco-friendlier alternative for our diet may exist, the societal marketing concept adds value to the company’s customers, as buyers become aware of the healthiest options for people, animals, the soil and the whole planet. 

	Branding
	Branding literally means to build up a brand. Generally speaking, this process is a long-run one and it involves a lot of human resources. Depending on how sophisticated their presentation is, some brands are designed in a longer period of time. Brands are very important assets to a company, as they represent everything that a service or product means to customers. 
The Beyond Meat logo consists of a bovine that is wearing a cape. By choosing the white and light green colours, it becomes crystal clear that it is all about vegetarian or vegan stuff. They are very determined to use the “meat” term, and even advertise their product as being actual meat. Words have an enormous value and huge impact, so the Beyond Meat, and their Super Cow key mark point out that their so-called meat is actually better that the actual meat as described in the dictionary. Also, for their pork substituting products, Beyond Meat has designed an alternate logo. 
	Branding does not only bring benefits to the company, but also to the customers. First of all, branded products can be easily identified, so the buyers enjoy a time-saving shopping process. The prices of the branded products are fixed by the companies themselves so the fluctuations are not that common. The branded products usually own responsibility for their usefulness. And finally, the quality of branded products is generally much better. 
	It is very important for a brand to bring benefits that make the customers happy. No one would ever invest a single penny in a brand that is not worth the invested money. Customers may search for a brand whose benefits help them do what they want and truly need to do, in a manner that makes them feel comfortable about themselves. Whether it is in a professional or personal context, brands that can offer buyers this advantages surely delight them. 

	Ansoff matrix strategies
	Beyond Meat is a multinational company that consider the intensive growth strategies in analysing how further penetration into the existing markets may be possible and how the customer base can be expanded by the means of the product development process. This powerful mix of the main generic strategy concepts – differentiation, focus and cost are the base for Beyond Meat’s growth strategies. 
The above-mentioned strategies are specified in the Ansoff’s product-market expansion diagram, that consists of market penetration, product development, market development and diversification. Each of these four dimensions has its own contribution for fulfilling the objectives regarding the sales increase. 
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Figure 2. Ansoff matrix. 

The product development strategy implies either modifying current product lines or developing brand new products, in order to make the products seem new to the actual buyer base. The product development induces a medium risk. 
Beyond Meat is now adopting the above-mentioned strategy as the company has realised that growth opportunities are limited in the targeted market with the existent line of products. Recently, strong competition has quite forced Beyond Meat to create products that are new to certain market areas of interest. Impressing the existing buyers with brand new products means comparatively less time, resources and effort, as customer loyalty and brand awareness play their roles. 
Since its opening, Beyond Meat has extended the product line a lot. This compensate the losses that may result from a certain product line that is not doing its best with gains from the other ones. The development of the products is an important asset in the process of attracting even more customers.
New products have to be somehow similar to the actual lines of products. Second, new products shall have some things in common with the shopping behaviour of the existing buyers. Another key element is to design products that reinvent/refresh the products that already exist. 
The newest product of Beyond Meat is the Beyond Pork, a new item created specifically for the Chinese market, as pork is the most popular and consumed animal protein in China. This new product proudly satisfies the customers that are fond of the pork texture and taste. 
	Diversification implies new products on new markets. This strategy is divided into unrelated and related diversification. Unrelated diversification implies more risks than related diversification, due to the fact that launching on new markets products that are completely new (while having no experience) is certainly not an easy thing to do. 
Related diversification is based on the pre-knowledge, infrastructure and resources for making the diversifying the portfolio decision. Beyond Meat does not give too much importance to this strategy, though. 
Last year, Beyond Meat announced the arrival of the most recent version of its Beyond Burger® in Canada, a burger that was produced in collaboration with a manufacturer from Quebec. This most recent version of the Beyond Burger reflects Beyond Meat's commitment to creating a plant-based protein indistinguishable from its animal protein counterpart (in terms of taste, texture, colour), relying on an approach of constant and rapid innovation. Produced with simple plant-based ingredients, without GMOs, soy, gluten or synthetic ingredients, the Beyond Burger is designed to match or even surpass the nutritional profile of its animal protein equivalent. Compared to the traditional beef burger, this new version of Beyond Burger provides a complete source of protein with 20g of vegetable protein derived from peas, rice and mung beans, contains more iron, has 35% less saturated fat and does not contain cholesterol, hormones or antibiotics. 
More recently, Beyond Meat launched the Beyond Sausage®, just in time for the barbecue season, offering even more choices of “better for you” plant-based products.
The development of new products and the diversification process are actually very important in creating value to customers in the food industry, as many people are delighted to see that there are companies that fulfil their personal food preferences. Vegetarians and vegans are happy that they have more products in order to diversify their diets. And even the pickier clients could get excited by a new product launching that is part of their narrow food preferences. 

	Relationship marketing means building very deep and personalized connections with buyers. The relationship marketing does not focus on short-term transactions and sales, but on increasing the loyalty of buyers, fostering engagement, promoting the retention of the buyers and improving the relationships with the buyers on long-term. 
· The basic marketing implies direct selling and no customer interaction is involved.
· In the reactive marketing, customers provide feedback (complaint, comment, suggestion).
· In the stage of accountable marketing, satisfying buyers’ needs is very important and encourages a powerful two-way discussion. 
· The proactive marketing uses a lot of information to process the ups and downs of previous campaigns and create more promising future possibilities. 
· The partnership marketing is the ultimate stage - the deepest way to build a strong bond between the company and the buyers. 
Beyond Meat, by having its ethical mission, has also built a strong relationship marketing with their customers. The company is interested in finding out whether their products can actually successfully replace meat and how glad the buyers are in terms of food taste. 
Beyond Meat in interested in making people who bought their products once to buy the products again on long term. So, they do care about customer loyalty also. The corporation frequently offers coupons and discounts. 


2. Stakeholder engagement and their impact on the marketing activities of an organisation
A stakeholder may be either an organization, or a person/group that has an interest or concern / involvement in a certain company. Examples of important stakeholders include: directors, employees, creditors, sponsors, suppliers, government agencies, business partners, organizational properties, unions and even customers, etc. 
A stakeholder may either affect or be affected by the meeting of the company’s objective. Stakeholders are internal/external. 
Internal stakeholders are those whose interest in a corporation / organization comes by the means of a direct relationship (investment, ownership, employment). Investors are a good example of internal stakeholders, who are significantly affected by the related concern. 
The Beyond Meat corporation has somewhere around 20 investors. Future Positive, Cleveland Avenue, GreatPoint Venture, True Capital Management, PROOF Fund and PowerPlant Partners are among them. 
The Beyond Meat team consists of five members, including President and CEO Ethan Brown and nine advisors and board members. The advantage of a small team is that it promotes a family-like environment. 
The company’s employees usually state that the corporation provides a great place to work and pretty decent pay. On the other hand, policies and procedures change constantly, creating confusion among employees. An important aspect is that Beyond Meat strives in treating their employees equally. Also, the work atmosphere is said to be very professional. 
External stakeholders do not have a direct connection with the company, but are in a certain way affected by the actions / results of the business as a whole. Examples of external stakeholders include creditors, public groups and even suppliers. Even though external stakeholders do not have a direct connection with the organization, they are still affected by the operations of the company. 
	 Beyond Meat has suppliers such as Roquette and Puris Proteins, LLC for supplying the required plant-based protein for the products. The company has mainly only 1 to 3 years contracts due to the fact that they think that only a few manufacturers are competent enough to provide high-quality materials for their high-end standards. Beyond Meat promises to diversify the suppliers and to have fixed prices by means of long-run contracts though.
	Beyond Meat is backed by stakeholders that see the company as a world-changer and nut just another food company. The corporation managed to convince many famous people that have an influence on a large audience that their products are the future of the food industry. 
Some celebrities went even… beyond advertising for Beyond Meat - some have become true ambassadors for the organization (Kyrie Irving, Leonardo DiCaprio, Chris Paul). Recently, Beyond Meat Ambassador Leonardo DiCaprio has asked his 37 million followers to ditch beef and replace it with Beyond burgers in order to save the planet. 
The Beyond Meat “The Future of Protein” campaign featured baseball player David Wright. Beyond Meat also had the above-mentioned NBA stars Chris Paul and Kyrie Irving wearing the company’s logo in public events. 
Athletes performing at the highest level are thus promoting a futuristic and healthier food. So having celebrities that fancy your products and proudly share them on social media is a fabulous marketing asset nowadays. 
Beyond Meat has some sort of preferential relationship with some restaurant owners as well, as the latter place the green cow logo right on their menus when highlighting the product range. This is not common at all. What if all menus displayed products that they use in cooking your dishes? It would be an unreadable list! This is a huge accomplishment. The Beyond Meat name is all that people need in order for them to be reassured about the taste and incredible quality. And guess what? Beyond Meat benefits of this indirect advertising method for free. 
Beyond Meat has just partnered this year with McDonald’s, Pizza Hut, KFC and Taco Bell to bring its vegetarian meat to fast-food restaurants all around the world.
Beyond Meat signed a global contract with the McDonald’s Corporation. Beyond Meat will be their main supplier of its McPlant patty. McDonald’s has tested pea protein-based products in some locations in Denmark and Sweden earlier this year. 
The meatless options include plant-based pork, chicken, and egg as part of a wider McPlant menu.
Beyond Meat’s partnership with the Yum! Brands will help these chains to expand their plant-based protein products. Chris Turner, The Yum! Brands CEO, said that vegan protein menu products may attract more customers, especially younger ones.
There have been trials and collaborations between Beyond Meat and fast-food restaurants in the past too. But building long-term partnerships is important not only for the company growth, but also for establishing even stronger connections with the existing clients and for bringing the Beyond products closer to curious people that want to give a try. 

Conclusions and recommendations
Thanks to its societal mission, Beyond Meat is actually thriving. Having in mind animal welfare, human health and planet resources, Beyond Meat is easily spreading its salvation mission, helped by influencers. Thus, people believe that by consuming their products, every aspect of living being may improve. 
The company should also try to expand the product distribution in even more countries, as people that are fond of plant-based products exist in every single country, but sometimes they do not have access to healthy meat replacement products. 
Beyond Meat has made some agreements with controversial companies. Partners like Subway and Dunkin' Donuts are quite far from their healthy and zero-waste standard. When asked if they are not afraid that these choices will spark a boycott from the most committed vegetarians, they stated that it was an assumed choice. The idea is to offer plenty alternatives to the real meat, "without the health, environmental and animal welfare problems" that the latter generates. It is certain that when we know that only 5% of the people in the world are vegans or vegetarians, seducing "the biggest number" necessarily means opening up to others... 
Beyond Meat shall focus more on campaigns against animal cruelty though, as many people become vegans for this cause. The number of persons that choose not to eat animal flesh is increasing because this implies the slaughter of an innocent animal and more people become aware of these facts. 
Beyond Meat founder Ethan Brown had a story to tell. And that was critical in inspiring employees, getting investors excited and build customer loyalty. Influencers evangelized his story and it quickly escalated.  
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