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Introduction
Marketing concept signifies the data and information which helps to understand the needs, wants and demands of the customer from the market. It defines the way with, which the marketer can meet the expectation of the customers. The first part of this report is about the concept of market and the advantages as well as disadvantages, which in turn create a value of the product on the customers. Then the next part is about the strategies which are used and are explained based on the Ansoff matrix. And in the last part the impact and the influence of the stakeholders within the market and the activities of it. The strategies of the market help to increase and enhance the communicative bond among the stakeholders and the company. 
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Stakeholder Matrix
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Concept of marketing–The main concept of the market implies the area and fields which are based on the data and information of the entire market. This data and information of the market highlight the areas or point-based upon which the products are manufactured by the company in order to meet the needs wants and demand of the customer from the markets (Illes, 2020). On the other hand, the marketer always tries to launch or promote the product based on the customer's wish, this influences in a positive way on the percentage of the entire sales of the company. The more the company will launch the product considering the needs, wants and demands of the consumer, the more will the rate of sales or the rate of profit of that specific company. 
Moreover, in each and every aspect the companies follow these points or structure before manufacturing any product or before selling any product, in every aspect. For instance, the company first go through market research based on which the needs, wants and demands are highlight form the data and information. After analysing those data and information the marketer concludes the main point, which is implemented during the time of any manufacturization of any product or launching of any product. As a result, after implementing those points into production, the company finally meets or mitigate the expectations of the customers. However, the companies not only mitigate the criteria of the customer's expectation but also, implement new strategies during the process of production with which more numbers of customers are attracted toward the product and will be more incline to buy that specific product. As a result, the profit percentage, as well as the value of that specific company, will be increased and enhanced. 
The advantages which are experienced by the customers after the marketing concept are enlisted below – 
Due to the marketing concept, the consumers can explain their criteria's and preferences more significantly and more clearly to the marketer or manufacturer. As a result, this enhances the procedures of consumers and the rate of consumptions is also increased (Attaset al., 2017). Hence, the quality, as well as the quantity of the products which are consumed by the customers, are its best, because die to the marketing concept the choices of the customers are exercised. The strategies which were used to implement in order to mitigate the expected are way better than that of before. 
Branding –It a process or a way which is used to create positive as well as strong imminent about the company which are retailing and manufacturing the products on the basis of the needs, want and demands of the consumers. The methods which are implemented for the branding strategies play a major role in making the company which are mainly involved in retailing. In this case, the company H&M is considered (Beyer, Bierling and Öjerbrant., 2018). With the help of branding or with the pattern and procedure the brand value of this company had been increased. On the other hand, the company H&M uses variant styles and pattern which impacts positively on the entire brand, as a result, this company has implanted a perspective on the consumer's mind. The things or the products manufactured by this company will be always good in quality as well as good in quantity. Hence, this company has created a specific name for its brands depending upon which the percentage of sales or the profit varies. Another role played with the help of branding is that with the help of a good brands name a company can grab a huge place within the global market and can also increase its intensity and networking channel amongst the other countries. 
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Utilising the tool Ansoff matrix with the help of which the strategies of marketing are analysed and are evaluated -
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Ansoff Matrix
(Source:Yadav, 2021)
The Ansoff Matrix model is segregated into four different components, which are enlisted below:
Penetration with the market – The market penetration or the penetration of the market is mainly the strategies which are used by the company during the time of promotion or launching a product that is already existing, in the market which is also existing (Mensah and Osman., 2018). Moreover, the implementation of new strategies or ways opted by a company in order to re-launch the old product in a new appealing style or way in the old or pre-existing market (Eliasson., 2018). In most cases, the company H&M opted for offers that seem to be more productive as most of the consumers are more incline towards the offers provided by the company. 
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Development of the market–The development of the market signifies the ways or the strategies which are used by the company H&M in order to promote the pre-existing product in the new market (Lee, Jung and Ha-Brookshire., 2020). Like for instance, the company which are mostly inclined towards retails always tries to increase their channel and networkability amongst the other countries in order to increase the percentage of sales. The market development strategy facilitates the organisation to gain new customers. In this context, it is noteworthy that it also helps in enhancing the growth of the company and also increases its revenue. Appropriate implementation of the market development strategies also helps the firm to enhance its competitive advantage. On the other hand, the customer gains new kind of products and services from the firm due to their market development strategy.  
Development of the product –The development of the product implies the situation of the product development in order to launch them in the new market so that the sales of the company can be increased. In order to launch a new product in the pre-existing market this company uses new strategies to develop the product like, for instance, new colours, new style, new patterns, these are the most useful ways which are used by the company in order to launch a new product in the existing market. Moreover, in order to launch a new product in a new appealing way, new ideas are implemented. 
Diversification– This term Diversification signifies the ways which are used or are implemented by this company so that it can launch a new product in a new market, considering the marketing policies are goals (Van Bruggen, Nikolic and Kwakkel, 2019). With the help of this goal, the company can target to launch and to promote a new product in different fields or purposes and can also manufacture depending on that goal. As a result, this company can also increase its rate in the profit percentage and can also enhance its sale in marketing. Diversification helps the customers to get access to new products, by which they can cater their needs in a better manner.
From the aforementioned-analysis it is observed that there are few specific strategies used or opted by the company H&M, the first and foremost methods are that this company analyse the geographical location of the areas where it will be launching its new outlet in order to grow the business market. Therefore, it can be stated that as H&M is hugely involving its products and services for the customers, the company can look forward to consider the diversification strategy. At first, this company does not remain constant about the cost or the expenditure which are spent by this company in order to grow or to enhance the growth of the business. On the other hand, this company not only remains concerned about the outlet of their company but also tries to implement new way in order to increase the growth of the company this company includes new ways or new methods in order to increase the sales of the company. Like for instance, in the places where this company has not increased its network or does not have any outlets, there they launch or promotes its business on the basis of the online sites.


[bookmark: _Toc67334848][image: A picture containing text, indoor, clothes

Description automatically generated]

(Source: www.hol-mannequins.com)

Stakeholder Engagement and its impact on the marketing activities
The stakeholders are the parties or the members who are attached or are collaborated with the main company, or it has a primary interest in the entire company. The primary members of the company are the investors, employees, customers or the consumers and suppliers of the company (Chyhrynet al., 2020). The main types of stakeholders are – customers, vendors or suppliers, governors, investors, employees. These are some of the stakeholders who are immensely affected by the profit and by the loss of the company. 
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Internal stakeholders–The internal stakeholders are those stakeholders who are directly connected with the company like for instance, the ownership, the employees and the investors of the company. The connectivity of the network of these stakeholders is directly connected with the company (Derakhshan, Turner and Mancini, 2019). In this case, the internal stakeholders of this company are the employees working within the company, the suppliers of this company, the financial communities who provide the back-support for the company.
External Stakeholders – The external stakeholders are those who’s network or the connectivity is not directly linked with the company (Boaz et al., 2018). On the other hand, they are not directly affected due to the profit or loss of the company or using any action or outcome of the company. Here, in this case, the external stakeholders of this company are the NGOs, the policy providers and IGOs. 
The ways that are opted by the companies in order to maintain an effective way of communication are enlisted below – 
Scheduling meeting in between the stakeholder and the company – Scheduling meeting in between the stakeholder and companies are one of the most methods opted by the company in order to maintain a smooth and positive bond of relationship in between the company and with the client. With the help of the schedules meeting the messages or the information can be conveyed to a large number of people within a few periods (Salti, 2017). Hence, this method or the way are mostly opted by the company. With the help of these methods miscommunication or communication, the gap can be removed or avoided by the stakeholders and company as a result, the goals and objectives remain in the target and conflict are removed amongst them. 
Meeting on a virtual basis– In order to save time and to minimize the area of time-consuming, now people mostly had become more inclined towards the advanced technology where the task is done and completed within time-effective manner (Boaz et al., 2018). As a result, the meeting is nowadays conducted via the online platform or on the basis of the virtual platform so that time could be saved and the completion of the work can be more effective and efficient manner.
Scheduling a call on a conference basis–The meeting based on the conference calls are one of the most effective and efficient ways of removing or avoiding any kind of misconception or misinterpretation among the stakeholder and company (Yu, Rothenberg and Moore, 2020). Conference calls are one of the easiest way and common way to avoid any kinds of problem and emergencies. During the time of any emergency or obstacles which are faced by the stakeholders, they opt for the conference call meeting. 
Meeting over lunches– This is one of the informal ways of meeting perform or followed by the stakeholder and the members of the companies (Valenti, 2020). In some cases, it has been seen that sometimes the informal ways of communication reflect more innovative and more efficient and effective ideas amongst the people. 

Reports on a project basis – The reports are mainly based on the performance which is targeted or are set out for the different stakeholders of the company in order to complete them in time or order accomplish the task in more definite ways or types (Shen, Choi and Chow, 2017). The report also reflects the budgets of the work or the entire expenditure for the entire project work (Gustafsson, Lager and Wengblad, 2020). Based on the report or the logbook, the working structure and the procedure of the work can opt and efficiency, as well as the effectiveness of the entire work, can also be analysed.
The impact of the stakeholders can be in both ways like for instance the influence and impact can be negative as well as positive by both internal and external stakeholders. The impact of the internal stakeholders is they provide financial back support to the marketing team in order to promote and launch the product and goods of that specific company like for instance, in this case for the company like H&M the company needs a lot of capital resources for the promotion and the financial back support for the company (Rangarajan, Gelb and Vandaveer., 2017). During the time of launch or promotional program, a huge amount of resources are implant and many famous or popular faces are hired, so that people can be more oriented or inclined towards this brand. As a result, the involvement or the impact of the internal stakeholder is huge. 
On the other hand, the impact of the external stakeholders can be negative (Kasapi and Cela, 2017). For instance, the external stakeholders do not allow or vote for the decision those were taken by them, and hence the entire working procedure of the company are impacted and are affected negatively. In some other studies the decisions of the external stakeholders do not meet the expectations of the companies’ policies as a result; this creates a conflict between the two parties (Gielens, and Steenkamp, 2019).  Moreover, the external stakeholders or the parties of the stakeholders are mostly governmental bodies. The decisions taken or considered by them reflect or impact in a major way as result; their decision plays an important role and major role in the marketing activities of the company. Depending on the marketing policies and procedures the company's profit increases as well as decreases. The more the advertisement or the promotional background is implementing or attractive the more will be the rate of profit for a specific company (Swaminathanet al., 2020).As nowadays people are more inclined towards the virtual world, hence the advertisement or promotion must meet such kinds of criteria and should also grab the attention of the people or consumers. 
[bookmark: _Toc67334849]Conclusion
From the above report, the different aspect of the stakeholders and the areas which are more implementing and reflective for the promotion, for the enhanced growth of the business, and increase the network of connectivity in order to grow its business in the global market are analysed and are evaluated. On the other hand, the role of the market, branding is concluded as well as the impact of them into the entire marketing policies are also signified, and the ways they are affecting the market of the specific company and helping to grow its business are also included. 
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Evolution of product and services: The strategies which are opted for the growth and the implementing of the business within the market should be more evolved as nowadays people or the consumers are much more advance than the previous times. As a result, the ways which are opted should be more customer-oriented because this will create a positive impact and will help the company to grow its business. 
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