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Task 1:
1.0
Introduction
According to Pannhorst and Dost (2019), it has been identified that marketing is a wider strategy that today's organizations have embraced to fulfil multiple benefits. It has been found that with different processes, a company makes it position strong in a given market condition but before entering a certain region, a thorough investigation has been conducted. It is stated that with the help of the marketing process, the different needs of the customers and the clients along with the other stakeholders are met. It has been found that with strategic measures, marketing processes are enhanced so that the best information can be gathered on the marketing trends. This essay has in particular discussed the different processes of the marketing along with the stages involved in it that make the market research strategy fulfill its objective. In the essay, an elaboration has also being made with the help of identifying the marketing processes that are being embraced by H&M for better illustration. Through the essay, the significance of the marketing process has been determined making it constructive and exploring the way an organization makes its presence in a particular market. 


[bookmark: _Toc57242993]2.0 Discussion
[bookmark: _Toc57242994]2.1 Critical Analysis of the Processes and stages of marketing including the role of the marketing mix
Marketing as per Tokarev et al. (2020) has not being concentrated only one function rather it has been found to carry a plethora of functions that are designed mainly to cater to the customers’ needs in an organized way and improve the organizational position. In the long run, sustainable operations are considered as an important for which the management of any firm should have adequate knowledge on the extensive research of the customers purchasing behaviour and critical study of the market trends. Goryacheva et al. (2020) identified that with the marketing process, the organization builds up the business model like H&M and create an excellent performance in the mid of competitive environment. In recent decades, it has been evaluated that with the invention of digital technologies, disruption has taken place in the marketing research strategy as well (Vassileva, 2017). Through the digitalized method, market research is now being conducted to have a better knowledge of the purchase intention, needs of customers and their upcoming demands as well. The marketing processes are nothing but making the employees be aware of each stage and perform the tasks accordingly creating excellent results with the high-profit margin. Today the concept of marketing has also included the concept of sustainability and ensuring that in the processes, ethical judgments are put forth (Hult and Ketchen, 2017). To a great extent, marketing includes the concept of developing the different loopholes and at the same enhancing the internal operations with a study of the external environment. Through the marketing process, better functioning and operations are carried out thus having informed decisions as well. Every organization like the H&M embraces and is aware of the marketing processes such as the following discussions:






Processes and stages of marketing
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Figure 1: Marketing Processes
(Source: Hult and Ketchen, 2017)
[bookmark: _Toc57242995]2.1.1 Develop the Mission
The marketing process of any organization takes place with the start of the framing of the mission. The mission statement gives an organization a clear statement of what is to be achieved and for whom it has to be done. The mission statement always serves to provide clarity to the marketing process for being started and at the same time ensuring that the organization is known of the goals to be accomplished. For example, H&M has its mission statement of driving positive shopping experience through the providence of high quality and low pricing strategies. It has been discovered that H&M has been successfully making its moves through deciding on the values that the company has embarked. It has its values engulfed by keeping the people at first and encouraging new initiative to be taken so that the needs of the customers can be obtained. It is quite interesting to note that way H&M has built its strategy based on the mission statement and incorporated the core values as well for drawing significant results (hm, 2020). With its mission and extensive marketing approach, H&M has been successful in developing unique products and creating the ground of sustainable performance. The foundations of H&M have been on a solid structure that is letting the company make such performances that are appreciated everywhere.
[bookmark: _Toc57242996]2.1.2 Situational Analysis
As per Hedström and Swedberg (2019), it has been pointed out that through the situational analysis, the internal facts are known and identified so that necessary actions can be taken. From an organizational perspective, Situational Analysis is presented through the use of the SWOT analysis. The SWOT analysis considers the important step of identifying the strengths, weaknesses, opportunities and threats.
 On the contrary, Hollensen and Opresnik, (2019) pointed that through the situational analysis, the business performance gets more enhanced as it opens the door for the business to use the strong points and overcome the weakness over time for gaining opportunities and mitigating the threats. Situational Analysis of H&M has been presented as an example:
	Strengths 
· Reputed as one of the big international fast fashion company
· Matches with the trends and offers valuable services through the products
· Operating in 74 countries thereby having global presence (hm, 2020)
	Weakness
· The control over the production is not so strong
· Mainly develops products after the follow up of luxury brands

	Opportunities
· Take a step ahead in the international platforms
· Explore more sustainable means of production
	Threats
· Existing rival companies like Zara that has a stronger position like H&M
· Threats from the rising environment concerns



Table 1: SWOT analysis of H&M
(Source: Created by Learner)
From the situational analysis, it can be thus stated that a process or a tool of marketing enabling to know self and then operate by leveraging the existing resources and capabilities. 
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2.1.3 Porters five forces
Bargaining powers of the Customers: It indicates the power that the customer carries within a market. It has thus been identified that the company has to take serious note of the demands of the customers if it’s high (Morgan et al., 2019). For example, H&M has high bargaining powers of the customers for which the organization has been constantly involved in major decisions. 
Bargaining powers of the Suppliers: It has been identified that the bargaining powers of the suppliers are the influence of the suppliers to be high or low in demand. 
Threats of New Entrants: New entrants in the market are the small start-ups or such large organizations that can give major competition to the existing firms. For the case of H&M, it has been found that threats of the new entrants have been low as no companies of the same scale can compete with it. 
Competitive Rivalry: The level of competition is a major factor that the respective organization must be concerned about. H&M has its competitor Zara creating threats to the performance of the organization. 
Threats of Substitutes: It has been identified that threats of substitutes indicate the alternative products that are available to the customers and giving major threats to the main organization. 
[bookmark: _Toc57242998]2.1.4 Marketing Strategy
Marketing strategy involves a plethora of strategies that a company undertakes for either introducing a new product line or expanding in a new location with the same service. Among the many, few strategies have the potentiality of conducting the marketing strategy such as Porters Five Forces. H&M has always targeted the demographic and the geographic segment through targeting the gender and the high areas population to expand its business. Marketing and segmentation has been an extensive approach that makes the company realize the customers for whom the business is to be operated. 
[bookmark: _Toc57242999]2.1.5 Marketing Mix
Marketing Mix mainly constitutes of the different elements that an organization carries within the self for enhancing the business operations (Išoraitė, 2016). There are mainly 7Ps of the Marketing Mix that can deliver sustainable products. The 7Ps individually leverages the function of an organization and makes it stable to compete with other organizations. 
Marketing Mix according to Išoraitė (2016) has the power of enhancing the different elements that truly makes the organization present itself with an innovative idea to the audience. Marketing Mix with the 7Ps has the strategic role of catering to the needs of the customers by keeping its focus on 7Ps and being able to give a complete solution. On the contrary, Wu and Li, (2018) opined that the marketing mix has the strength of creating social values by meeting the justified demands of the customers and developing a relationship with them. The Marketing Mix role will be understood through the presentation of H&M for a better focus:
Product: H&M has been known to deliver different kinds of product ranges targeting men, women, children and future mothers as well. By keeping the customer segment wider and large, the company has aimed to increase the sales volume and maintain the profit margin inconsistency. 
Price: The pricing strategy of H&M has been focused on low price and high quality that will create a relationship with the customers. H&M has also incurred a new pricing strategy named psychological pricing scheme that will emotionally connect with the users and make it as their own company (hm, 2020). 
Place: It has been operating through the Omni-channel strategy where both in-store and online shopping has been encouraged. This has been good for H&M as it has been able to reach millions of customers across the globe. 
Promotion: For the promotion of the product, campaigns are being posted in The Metro and focused on print advertisement strategy. Now the company has focused on sustainable production so thus enabling the organization to perform in an enhanced way and making its path to rule the fast fashion industry. 
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Figure 2: Promotion of sustainable product by H&M
(Source: H&M, 2020)
Physical Evidence: The receipts that are offered with the delivery of the products have been its physical evidence apart from the ‘Conscious Customers’ tag in the clothes. 
People: It has its culture embedded in the values where the people and the management focus on the value-driven standard. The culture of the company has been to include diverse people and focus on talents that are very much needed for the organization. 
Process: H&M has focused its delivery process to be unique that is through different categories like the standard shipping, the member shipping and online channels for delivering the products on time. 
From the role of the Marketing Mix being embedded in the organizational strategy, it has been evaluated that H&M has gained a competitive edge and has been performing with its “H&M way” that has been the real spirit. The organization has tended to deliver excellent performance over the years with sustainable operations and in-depth market research knowing the needs of the audiences from every channel. Through digital operations, the organization has made its way of serving millions of customers. 
[bookmark: _Toc57243000]2.1.6 Implementation and Control
After the plans and the marketing research are conducted, every organization implements them for better action. It has been evaluated that KPIs like Balance Scorecard or Success Metrics are followed to keep a check on the way the strategy has been impacting the organization. It has been identified that continuous review of the demands of the customers and checking their feedback makes the organization realize the potentiality and create a big picture. 
[bookmark: _Toc57243001]2.2 Evaluation of the stakeholder engagement and their impact on the marketing activities of an organisation 
Stakeholder engagement is one of the most crucial aspects that influence the smooth functioning of leading organisations like H&M. The process of stakeholder management encompasses efforts to maintain strong relationships with people who have an important impact on the business functions. This relates and impacts on the organisational marketing activities the marketing unit ensures that proper communication is maintained so that the firm is able to execute its operations in the best possible manner (Leonidou et al., 2018). Stakeholder engagement is therefore the systematic identification, planning, analysis and implementation of different actions that are designed for influencing stakeholders. The management in H&M therefore tries to identify the needs and demands of the key groups and sees to it that the diverse business needs are met efficiently. Therefore it is evident that stakeholders may exist both within the organisation as well as outside its premises and as has been understood from the discussions of Lavery (2018) each of such stakeholders have an enormous role to play in the smooth functioning and operations of the firm.
The marketing team in H&M ensures that all stakeholders are identified well and then try to analyse the extent to which they may help or hinder the business activities of the organisation. This is usually done keeping a number of important business considerations such as the relative power of each stakeholder in changing the manner in which things are done and the degree of interests that stakeholders would demonstrate actively. In addition to these two considerations, the authorities also try to assess the likelihood of stakeholders who would support the project and activities of the organisation. The authorities in H&M believe that it is crucial for the organisation to hold an open and continuous dialogue with its stakeholders. It has a multitude of insights and diverse voices that helps it in innovating and prioritising actions within its operations (Hmgroup.com, 2020). The organisation conducts regular dialogues throughout the year with its different stakeholders such as its customers, communities, suppliers, colleagues, industry peers, investors and non-governmental organisations while ensuring that all of them are satisfied and heard in the best possible manner. 
This form of regular communication is executed on a day-to-day basis and is conducted through regular roundtables on local as well as global levels. This emphasises on strategy consultations, stakeholder reviews, participation in different multi-stakeholder initiatives and dedicated surveys. It ensures to have proper collaboration for tackling challenges together. The marketing department focuses on collaboration which is one of the most important aspects of its goal setting process and strategy that helps it to attain its vision in the long run. This helps the organisation in acknowledging business complexities and ensures that these are approaches in a holistic way so that a systematic change may be brought about. For example, it works with different innovators and partners who have the ability of helping it with its business approaches. This includes several other fashion brands, researchers, academics and global trade unions along with Sida, ILO, Solidaridad, Ellen MacArthur Foundation and WWF (Hmgroup.com, 2020).
The authorities in H&M initially try to brainstorm who its stakeholders are and assess all the people who are impacted by its work and who have power or influence over it. They also assess all those who might have an interest in its effectual functioning in the market. It is evidently crucial for the organisation to identify the appropriate stakeholders so that they are engaged and their support is available for the organisation to function smoothly. This may be analysed by using the following power-interest matrix where stakeholders of the organisation are grouped as per their power and interest. 
Keep satisfied 
Manage closely
Monitor closely
Keep informed
High
Low
Low 
High
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Government 
Creditors, suppliers, labour unions, competitors
Social organisations

Consumers Employees
Media

Figure 3: Stakeholder Matrix for H&M
(Source: Created by the learner)
As may be understood from the figure above, the high power high interest section has those stakeholders who are the decision makers and have some of the most important impact on the business organisation. It is therefore crucial for the authorities in H&M to manage their expectations in the best possible manner. On the other hand, the high power low interest groups are those stakeholders like the ones mentioned above who need to be kept satisfied although they may not always be interested as they yield power (Goodman and Sanders Thompson, 2017). It is crucial for the management in H&M to deal with this group of stakeholders with caution and care while ensuring that they are satisfied so that the stakeholders may use their power in a way that proves to be beneficial for the organisation. 
The low power high interest group of stakeholders are those who must be kept adequately informed while ensuring that regular communications is maintained with them. This ensures that there are no issues and conflicts within the organisation. This group of stakeholders are crucial in minute functioning and success of organisations like H&M. Lastly the stakeholders belonging to the low interest low power are those individuals and groups who must be monitored and communicated well (Jonas et al., 2018). However, it is not necessary to maintain excessive communication with them. It is essentially a customer focussed company and therefore the marketing department here is deeply impacted by the stakeholder approaches. This unit helps that the needs and demands of the customers are understood, met and exceeded in the best possible manner as this is the at the core of its business practice. Its group of colleagues are more than 180000 and remain the key to their overall business success.  
The management ensures that each of the employees associated with the company feels proud of working as a part of the H&M Group. These employees come over from different corners of the world and the company ensures that an effective corporate culture is built and maintained. On the other hand, it ensures that its communities are kept satisfied by contributing to the societal and economic development of such communities around it. It also coordinates with its suppliers as they are one of the most important business partners for the company. It strives to have long-term and stable relations with each of its business partners. Strengthening and facilitating their ownership proves to be crucial as it helps the company in attaining long-term sustainable development (Hmgroup.com, 2020). It also ensures to have effectual in-store customer interactions and customer service in its different channels. On the other hand, it also focuses on the use of social media and has active presence over several social media sites in order to engage its customers and interact with them in the best possible manner. 
Example may be taken of the H&M brand in Instagram which has more than33 million followers. In addition to this, it also the marketing department also conducts regular market research including focus groups, online community and surveys while also emphasising on the aspect of PR, marketing and consumer media. It also ensures to have constant dialogue and close relations with its business partners through its local presence with office in each of its major production locations (Hmgroup.com, 2020). It also ensures to have efficient anonymous supplier surveys and an effective system of supplier relations management. It is evident that H&M is proactive in taking different kinds of activities that help it in promoting stakeholder engagement so that each of their stakeholder groups is managed well. 
This impacts on the marketing activities as it is the responsibility of the latter to ensure that proper coordination and collaboration is maintained with each of these groups so that the organisation is able to function smoothly without facing any kind of challenging situations. For example, the marketing unit ensures that the organisation works with its industry peers as well as other companies who operate with the same sector in order to define the industry standards and for forming common responses towards the shared challenges (Hmgroup.com, 2020). It also has several multi-stakeholder initiatives like The Ethical Trading Initiative, Better Cotton Initiative and Sustainable Apparel Coalition along with different kinds of local and regional initiatives so that diverse business perspectives are considered and regulated well which in turn boosts its overall smooth functioning and market profitability. 











[bookmark: _Toc57243002]3.0 Conclusion
It may therefore be understood from all these discussions and analyses undertaken above that the role of the marketing department is crucial for leading organisations like H&M. It is imperative for it to ensure that stakeholders are identified and managed in the best possible manner as it is directly related to the extent to which the company would be successful in its operations in the market. The significance of stakeholder engagement has been discussed well along with the impact that it has on the diverse marketing activities and operations of H&M and the ways in which this is related to its overall success and market performance. 
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