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QUESTION 1
The Role Of Marketing In Creating Value For Customers

SOCIETAL MARKETING CONCEPT
This module refers to the concept that businesses have to organise their goals and objectives in a way that their products and customer services are contributing to the societal welfare, (Fig 1). Furthermore, societal marketing focuses to build strong and trusting image of a company which contributes to the well-being of its consumers and the environment. In nowadays the government bans companies that don’t support this vision like tobacco producers. Also, this concept puts the welfare of the society above the wants and the needs of the consumers.  (Mahanty, 2020)
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McDonald’s corporation practises this concept by contributing to sporting organisations who help people live active lives, also by supporting organisations who take care of environmental issues. For example, by sponsoring Clean Up Australia. Since 1989 McDonald’s employees join every year to clean the litter in Australia on the Clean Up Australia Day. (McDonald’s)
 Another example, McDonald’s has designed a website to create a good image for itself by showing it cares for society and its impact on protecting the environment. The website is called Our Planet and includes the actions the company is taking: climate change - working on reducing its greenhouse gas emissions by improving energy efficiency, sustainable packaging and recycling – to get rid of the packaging by using reusable solutions and encouraging the consumers to reduce the use of cartons, and to tackle the plastic pollution by using innovation technology to improve its packaging.
 Furthermore, by forest conservation, minimizing waste, protecting water sources, food transportation and sustainable restaurant design. For example, McDonald’s customers benefit as the company is creating a positive impact with its sustainable restaurant designs. The company goal is to make its customers feel welcome and good about visiting its restaurants, eating its food and the impact it makes in the world. (McDonald’s, 2020)

ADVANTAGES OF BRANDING
Definitions of branding: is the company’s message to the consumers that identifies its products and services by using the following components: design, symbol, sign... Also, branding helps the customers to learn more about the product benefits and features, product quality, consistency, design and packaging materials. Furthermore, the company’s label provides information about the product as who is the producer, where it was made, what is the content etc... In our days the companies are trying to create an image for themselves that creates value and engagement. 
The big corporations understand well the values they have to bring to the marketing place and also understand the “customer needs, design-value marketing strategies, develop integrated marketing programs they engage customers and deliver value and satisfaction, and build strong customer relationships and brand community”. (Kotler and Armstrong, 2017, p. 19)
 In instance, McDonald’s keeps its costumers engaged in its charities in caring for the well-being of the society like donating money to fund families with children with cancer, the charity organization is called Ronald McDonald House. (McDonald’s)
Also, McDonald’s branding logo has evolved over the years (Fig.2) which is easily recognisable by the customers and that inspires trust in the society. Furthermore, McDonald's has created incentives to keep its costumers loyal to the brand, for example loyalty card Free McCafe – when you collect 5 stamps from 5 hot drinks the 6st one is free of charge. (McDonald’s.com) Another example, McDonald’s Loyalty Card which provides discounts on menus in Mauritius. (McDonald’s)
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THE ANSOFF MATRIX (AM) – Advantages of marketing to consumers


Fig. 3
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The Ansoff matrix was first introduced in 1965 by Igor Ansoff and is used by the managers and marketers to create growth strategies for their business. The diagram (Fig.3) represents the four growth strategies for future products and activities on the market and their level of risk.  (Professional Academy) Also, the AM helps the marketers how to add value to the costumers by making them aware of its services and products and explains the features of new products.

1 Products development
This strategy refers to introducing new products in already existing marketing and targeting the already existing customers with this product to achieve growth. This can be achieved by using the marketing mix, by updating the product range, change the packaging etc.., or introducing a completely different product, also by releasing cheaper version of the existing product.
A company needs to be first on the market with the new product, understand exactly what are the costumers needs and product research and development. In instance, McDonald’s has the tendency to develop and introduce new products often, like the vegan burger, to add variety to its customers which adds value, and to keep ahead of the competition. (Two Teachers, 2019) 
Also, as McDonald’s keeps introducing new products to attract new consumers it also keeps its products from the original menu (Big Mac) which gives value to the existing customers by creating variety of options from which they can choose.
 Also, in 2003 McDonald’s launched The Big Tasty and since than it keeps it on and off the menu every year. The company has developed a strategy that by missing a product for a while makes the customers want the burger even more. (Duke, 2017)

2 Diversification
In this AM strategy the businesses introduce new products to new markets, and by adapting to the needs and wants of the consumers in these new markets the companies add value to the customers by offering variety of products that give satisfaction. For example, McDonald’s opened to a new market in Japan in 1971 and by doing so introduced the burgers and fries to a nation that loved eating rice. (The Associated press, 2004)

Over the years McDonald’s has used Product Development, Diversification and the levels of products and services (Fig.4) to build relationship with its customers and bring value to them: creating problem solving services, develop the product and services features, brand logo, packaging, design, quality, and offers additional customer services and benefits e.g. delivery. (Team Study)


Fig.4
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3 Advantage and disadvantages of the Ansoff Matrix
The advantages of AM are: Firstly, is easy to understand and use in order a company to achieve its goals to increase its profits and sales. Secondly, is giving all possible scenarios which will help the company to make the right decisions which it turn will help also to grow its sales. For example, if a product doesn’t sell well on the market the company can pull it out and improve it. Thirdly, “it helps analysing the risk associated with each strategy which in turn helps the company in preparing accordingly”. (Parkih, 2019) For example, if McDonald’s decides to enter its products in a new country it has to use the diversification strategy to adapt for the new market place (see example above with Japan).
The disadvantages of the AM are: it has limitations, it’s focused merely on the company’s own products and cannot do comparison with the products of the competition. Also, it’s difficult to predict whether the strategies will work for growing sales. Nevertheless, the Ansoff Matrix is very useful for achieving the company’s goals. (Parkih, 2019)

QUESTION 2
Stakeholders engagement and their impact on the marketing activities 

Stakeholders are individual or group of people who are interested in a company that can affect or be affected by the company business. The main stakeholders in a company are usually its employees, investors, customers and suppliers. Nowadays stakeholders may include trade associations, companies and government. (Chen, 2020)
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Internal stakeholders
Those are the people that are directly connected to the company (Fig.5) employees, managers, owners. For instance, McDonald’s employees are prioritized as a top stakeholder group. “The interests of these stakeholders include career development, and fair compensation”. (Smithson, 2017) Also, the company fulfils these interests by training and development programs. For example, the apprenticeship and trainee management programs help the employees to develop life and managerial skills that will contribute to develop their career at the company. (McDonald’s) Furthermore, McDonald’s has franchisees that work and invest in the company. McDonald’s has a program that trains the new franchisees for 26 weeks so they can learn and understand how the restaurant business works at McDonald’s before it is handed over to them.
In the U.K. one of the franchisees is Jane Blackwell, she worked for the police force before becoming a business owner. Another one is Ian Stephenson, he worked at different senior positions at McDonald’s for over 30 years, the company gave him the experience and confidence he needed to open his own business. (McDonald’s)

External stakeholders
The external stakeholders are those who are indirectly connected to the company (Fig.5), customers, agencies, suppliers, labour unions, communities. In instance, McDonald’s has built relationships with experts from different organizations, the socially responsible investment community in order to understand and advance progress on major issues. For example, the company works with experts from the World Wild Life Fund to identify what it needs to do to tackle the environmental issues. (McDonald’s).

Communication between a company and its stakeholders
The companies use different forms of communication to address their stakeholders: “Example of dialogue forms of interaction are roundtables, which are comprised of business representatives and stakeholders, where the corporation and the stakeholders work together on agreements”. (Sachs at al. 2011, p. 40-41) 
Another example, McDonald’s has internal communication team that deals with the employees and stakeholders. The company uses variety of communication channels for internal stakeholders: internet, weekly newsletter and for the external ones uses advertising campaigns to inform the customers about its products offers and educational opportunities. (McDonald’s)

 Stakeholders impact on the marketing
As a whole all stake holders influence the company’s marketing strategies. Firstly, there are stakeholders that are actively helping to bring value to the company like the employees, retail partners, suppliers and they all are interested in the way the business is done. Secondly, the wholesalers who play a vital role how a brand is received. Finally, those stakeholders, union groups, environmental groups, who can impact in a positive or negative way the company can influence the ability of an organisation to deliver satisfaction to its customers. (Housden, 2010) 

For instance, McDonald’s operates its business around the world and has to deal with people from different races and cultures, therefore the company has to implement the human rights standards. McDonald’s is implementing this by abiding by their Human Rights Policy, Standards of Business Conduct and by supporting the UN Sustainable Development Goals. Some of these goals include: “gender equality and inclusive work place, decent work and economic growth, peace, justice and strong institutions”. (McDonald’s)


Conclusion
By using the Societal Marketing and The Ansoff Matrix MacDonald’s has established good reputation and strong relationships with the governments and the societies around the globe where it operates. Also, keeps communities engaged with its charities, can risk assess the market place and bring satisfaction with its constantly developing products to its new and exciting customers. Furthermore, by engaging people (stakeholders) with its business McDonald’s helps them develop their careers and in return gets loyal workers and investors who support the growth of the company.


Recommendations
• McDonald’s needs to change its stereotype of paying minimum living wages to its crew employees and increase them more often.
• The company can create more new products that are healthy e.g. sugar free desserts and gluten free buns for its burgers.
• Use of organic products.
•  Can improve its delivery service by using widely known apps like Just Eat so people won’t need to install a separate app only for McDonald’s.
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