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Introduction
The undeniable importance of the marketing was countless times mentioned during the decades and hence it plays an essential role in a modern company’s activity. 
The objective of the present work was to comprehend the impact of the societal marketing on creating a valuable brand and increasing its awareness among customers in the era of Internet marketing. Therefore, the success of a business is tightly bounded with the customer-oriented relationship, satisfying their needs and well-defined target markets (Kotler, 2019).
At the same time was described the Burberry’s concept of societal marketing through the Ansoff matrix, that lay at the base of the company, such as market penetration, product development, market development and diversification. 
The other underlined aspect in the present report was the interaction and communication with Burberry’s internal and external stakeholders and namely the employees, customers, shareholders, communities, partners and governments. 















1. The marketing concept: definition and principles

According to Kotler (2019, p. 5) “marketing involves building profitable, value-laden exchange relationships with customers”. Therefore, during the past decades the people were used to think that marketing is an instrument of “telling and selling”. 
The process of creating value for customers based on their needs is called the marketing concept/process, which is represented through a five-step model (Kotler, 2019, p 6):
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Figure 1.1 The marketing concept (Kotler, 2019)


Since the very first marketing principles, the marketers have managed to understand that in conditions of fierce competition, intensive e-commerce and demanding consumers the necessity of societal marketing is primordial.
The essential function of the societal marketing is to organise the process whereby the companies build strong and lasting relationship with customers, engage with them, identify their needs and create future value for their brands.
Burberry Group Plc was founded in 1825, Somerset, England by Thomas Burberry and operates as a holding company, manufactures, designs and distributes luxury apparels and accessories under its own brand.
According to Burberry Plc (2020) the marketing process within the entity is a complex mechanism which has the destination “to create long-term sustainable value for all their stakeholders”. 


Simply put, their main societal marketing’s four pillars are (Burberry Plc, 2020, p 20):
1. DESIGN – the company functions based on the earliest stages of the product concept which supposes “design, strategy, marketing and sustainability”. This approach allows Burberry to stay always updated on their customers’ needs and accomplish simultaneously their “sustainability goals” while delivering optimised value;
2. SOURCE – their raw materials are subject to quality and sustainability, maintaining close contact with their global suppliers. Burberry considers that innovation keeps always fresh the brand’s image and their customers inspired, while becoming less harmful for the environment.
3. MAKE – Burberry’s products are manufactured at own plants and partners’ locations. Their main objectives are the quality improvement, as well as the waste reducing and recycling, through the circular business model.
4. SELL - Burberry sells their luxury goods in mainline stores, outlets and digital commerce, as well as franchisees and department stores. The innovative and inspiring content created by the marketing and communication teams allows the customers to connect and fulfil with their brand vision and concept.
As mentioned in the annual report of Burberry Plc (2020, p 25), the aspects listed above result with added value for the company, that influence different domains attached to the company and namely: employment, customer experience, operational efficiency, company value, local economies and partner value.
The advantages of societal marketing to company are listed as follows (Kotler, 2020, p 30):
· It improves the brand image and recognition;
· It allows the company to identify the customers’ desires, demands and needs and create the suitable product/service;
· It enables the creating, engaging and growing of the target customer markets;
· An efficient societal marketing favors a long-term customer equity to the business;
· It makes possible to identify the key elements of a customer value-oriented segment or market and elaborate the most suitable marketing strategy;
· It offers a competitive superiority over the company’s rivals.

2. The concept of branding: advantages and the role in creating value for customers
According to Timbrell et al (2019) the definition of branding relates to “the different ways that a company communicates what its offer to its customers is. Branding helps to distinguish a company from its competitors, addressing the aims and aspirations and core value of the business. Running through the business from corporate mission statement to marketing materials including logo, colour palette, and typography, branding should enable customers to understand what they are buying, and why, in terms of the product or service”. 
Briefly, as Kotler said (2019, pp 251-253) brands represent more than just names and symbols, however they are a key element in the company’s relationships with consumers. Brands represent consumers’ perceptions and feelings about a product and its performance. 
Two main distinctive elements of a powerful brand’s worth are the brand equity and brand value. Although these two might seem similar, the brand equity represents its importance in the eyes of customer, whereas brand value refers to financial relevance of the brand (Aaker, 2021). 
In this order of ideas, a strong brand serves as ground in the process of building and engaging in durable relationships with customers, thus raises the company’s profitability and customers’ loyalty.
A powerful brand offers major opportunities a company can take advantage of (Fanaras, 2021):

· Brand awareness and customer recognition, a customer will rather buy a well-known brand with a rich background, than an unpopular brand;
· Barrier for new entrants on the market, it makes it harder for the new product launcher to compete with popular brands;
· Easy launching of new products/lines, powerful brands have loyal clients, thus the costs for launching new products are lower and the chances to succeed higher;
· Customer loyalty and value customer, a popular brand increases the customer’s loyalty and makes them buy it repeatedly;


Among the disadvantages of a powerful brand are listed (Lauren, 2019):
· Massive development costs, it requires huge investments to create a strong brand;
· Negative perception, if a brand will be associated with an unpleasant event in the customer’s mind, it will be very difficult to eradicate those negative attributes. 
Brands also play an important role when it comes to adding value to companies’ image within a market. There are necessary decisions to be undertaken in the process of building brands, such as brand naming, brand positioning, brand development and brand sponsorship (Marketing insider, 2020).
Brand positioning – a brand should be clearly set in customers’ minds, relating to their beliefs and values, benefits or product attributes, in order to create value of a company. The beliefs and values related to customer’s beliefs and values, engages them into a strong emotional attachment, thus being the most efficient strategy of brand positioning;
Brand name selection - is the second step in branding strategy, therefore it should take in consideration such aspects as: to be memorable, easy to pronounce and recognizable; it should suggest the products’ benefits; it should be extendable, unique and translatable;
Brand sponsorship – there are four options of financing a brand: manufacturer’s brand (the manufacturer sells the products under its own name), private brand (the company sells to reseller that uses another name), licensed brands (a company licenses a previously invented brand), co-branding (the practice of using the established brand names of two different companies on the same product);
Brand development – a company can choose either one of the following development options: line extension, brand extension, multi-brands or new brands.
In addition to the mentioned above strategies, an important aspect is also the communication with the customers upon the branding strategies, through constant advertising, interaction and common experiences, that will make the customer feel comfortable and understood and, in consequence, will perceive the brand as a valuable one.

3. The Burberry Ansoff matrix strategies
The developer of Ansoff Matrix was H. Igor Ansoff that published  it for the first time in the Harvard Business Review in 1957 (Ansoff Matrix, 2015). 
The Matrix is a widely used tool, that offers the opportunity to choose between four strategies for a company to increase its profitability and success, and at the same time to estimate the risks of each strategy.
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Figure 3.1 Ansoff Matrix (Anssoff Matrix, 2015)

Consequently, was realised the analysis of Burberry through the mentioned Matrix, that aimed to achieve the market/sales increase, in the conditions of being totally dependent on the marketing methods and strategies implemented within the company.

Market Penetration: 
Burberry has adopted the technologisation strategy and invested a lot in the social media platforms and augmented reality, in order to extend the market area and penetrate new customer segments. 
Therefore, the innovation within the company’s website and online platforms opened new opportunities for Burberry, by making their luxury garment assortment more accessible to customers. In addition, to engage with the customers and penetrate the e-commerce market, the organisation has launched intensive live promotion and advertising campaigns through different known online platforms, such as Instagram, TikTok, Facebook and streaming live the catwalk shows. Burberry has also introduced the augmented reality technology as an engaging element with the customers, that proved itself to be a memorable and exclusive instrument. 
In contrast, in the existing target market, Burberry has implemented the Iconic fashion strategy, relaunching the famous company’s items, such as: Gabardine Trench Coat, Cashmere scarf, the Burberry Check, specific colours and monograms.
(Burberry Plc, 2021)
Market Development: 
Burberry has developed its existing market and explored as well other new markets with existing products, by improving the customer service level and the quality of apparel, and investing in the extension and strengthening of its stores network. 
Due to Covid-19, the company had toughly to readapt in order to maintain the market position and not to go into insolvency. Alongside the prioritising of funds expenditure, renegotiating the rents and restricting recruitment, Burberry invested and fortified their e-commerce platform. This facilitated the company’s engagement with the existing customers and targeting new ones, to continue offering Burberry exclusive products, organise roadshows and live streaming events, the main retail markets remaining the Mainland China and Hong Kong.
The company also strengthened its position of active environmental sustainer, human rights and diversity and inclusion advocate in the existing uncertain market. These aspects have a positive impact on the customers’ perception, adding value to Burberry’s image.
(Burberry Plc, 2020)

Product Development: 
The entity focused on local manufacturing, at Burberry-owned and third-parties locations, such as production of gabardine at Keighley and their Heritage Trench Coats in Castleford, UK. They also own a leather goods station in Italy and collaborate with diverse suppliers across the world.
By the end of 2016, the company phased out the Prorsum, London and Brit labels into a new brand, known simply as Burberry (The Business of Fashion, 2015). It empowered the brand’s image and concentrated all the segments of existing customers under one single dome. 
Burberry also launched new products in existing markets, for example accessories (handbags, fragrances, scarfs, etc.) and a new Burberry logo in 2018, that represented a transition to the digital era (Enjoy digital, 2018).
 (Burberry Plc, 2021)  
Diversification:
The company puts a big accent on innovation and personalisation, therefore for the existing products in new markets, Burberry launched the service of monogramming, that represented the printing of TB monograms on clothing (TB- Thomas Burberry, the founder). This impacted the new segments of market and made their garment an innovative element of exclusiveness.
The diversifications of existing stores network took place when among physical retail spaces, were introduced roll-out and pop-up shops (limited time stores to achieve a specific goal), to provide unexpected and immersive brand experiences, reach the potential customers and test the potential retail markets.
Another detail to be taken in consideration is the diversification through inclusiveness that addresses the new segments of retail market. The targeted segments are: UK Black Pride, Europe’s largest celebration for LGBTQ and people of African, Asian, Caribbean, Middle Eastern and Latin American descents.
(Burberry Plc, 2021)

4. Stakeholder concept, types of stakeholders and Burberry’s stakeholders
According to Freeman and McVea (2001), stakeholder is defined as “any group or individual who is affected by or can affect the achievement of an organization’s objectives”.
The same authors mentioned that the stakeholder concept evolved during the years and the necessity of stakeholder management became more obvious than ever, that “calls for an integrated approach to strategic decision making”.  However, the managers within an organization have to adopt strategies that will satisfy various stakeholders at the same time, instead of approaching them separately.
Another important concept is stakeholder engagement which represents “the systematic identification, analysis, planning and implementation of actions designed to influence stakeholders” (Harrin, 2020). Stakeholder engagement plays decisive role on the company’s project development and evolution, as they are the main figures that assure the progress, stability, risk management and success of the organisation they are part of. 
There are two main categories of stakeholders (Terms compared, 2021):
· Internal: are represented by individuals or groups that have direct influence on the management of business, therefore they are strongly interested into the organisation’s success and they will be directly affected in case of failure.
· External: also known as secondary stakeholders, include all the individuals, groups and firms that are interested in the organisation’s success and performance, but they will not be affected directly in case of company’s failure. 
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Figure 3.1 Internal and external stakeholders (Lumen learning, 2021)

Resuming all the above information, were analised the Burberry’s engagement with its internal and external stakeholders. Therefore, the company states on its corporate website that the understanding of the visions and values is critical for Burberry’s success and they are continuously engaged with their stakeholders, by using different tools and dialogue outputs (Burberry Plc, 2020).
In consequence, the same source captured the main Burberry’s groups of stakeholders (employee, customers, shareholders, communities, partners and governments) and the company’s engagement and communicating process with them:
· Internal stakeholder - Employee: 
           When it comes to interaction with employees, the company strictly follows some basic principles, such as: communication, development, smarter working, diversity and inclusion and board’s engagement. 
            Burberry communicates daily with its teams from all over the world, sharing written communications and videos through their “Burberry World” intranet, holding in-person or live briefings with the purpose to maintain them updated, focused and engaged in the adding value process. Alongside the mentioned above facts, the employees have the possibility to interact with the Board and Executive Committee and this makes them feel useful and belonging.
             The development objective is achieved within the company through “Burberry’s Career Development Programme”, “Learning and Development” and “Burberry Voices” tools that aim to improve their staff innovative thinking, evolve and undertake informed future decisions.
             The smarter working model was created and implemented by Burberry with the purpose to improve the employees’ wellbeing and encourages the office-captive workers, one day per week, to work outside the office.  The results showed that it impacted positively “on wellness, productivity and morale, reducing their employees' carbon footprint and on respecting the Covid-19 remoted work rules (Burberry Plc, 2021)”.
              Regarding the diversity and inclusion factor, in 2019, Burberry launched internally a “Diversity and Inclusion Council”, a “Wellbeing Council” and a “Wellbeing forum” that are composed of representatives of different functions and divisions and their task is to ensure that the staff’s opinions and thoughts are heard and understood. 
              On top of that, the Board’s engagement with employees is possible with the help of “Global Workforce Advisory Forum, Global Engagement Survey and direct interaction”, that offer an important hint and a better perception on workforce’s needs and visions when elaborating the management strategies. In 2019 took place Burberry’s third annual Global Survey that revealed gratifying for the company results, thus “85% of employees understand their contribution to Burberry’s overall goals, 87% of employees were proud to work at Burberry and 82% of employees confirmed they were motivated to exceed what they expected to do and make the firm successful” (Burberry Plc, 2021). 
· External stakeholder – Customers:
            Burberry engages with its customers via various linking methods, such as customer insights, customer service, personalized luxury, socials, experiences and online retail.
           The use of customers’ insights helps Burberry to broaden its understanding of luxury fashion customer, through analyse and researching, exploring what are their inspirational stimulants, in order to offer the most suitable to their needs product.
            Customer service is continuously improving and the actual organization’s performance counts the assistance at any time, day or night, through their varied preferred methods and in 14 known languages.
             Upon the personalised luxury concept, Burberry offers their customers the opportunity for personalisation, including the “R Message”, a direct messaging tool that allows Sales Associates to provide at any time individual service. 
             Burberry’s engagement with customers via social media is provided by known digital platforms, such as Instagram, WeChat, Kakao, LINE and TikTok, highlighting, at the same time, their news regarding the collections and events. The “TB challenges on Douyin and TikTok generated over a billion views and allowed them to connect with young consumers in a way that felt authentic to them” (Burberry, 2021).
             In contrast, the Burberry Group found an innovative way to create unforgettable experiences with its customers and, in 2019, at the opening store celebration in Tokyo, the organisation entailed the customers into augmented reality challenge. 
             On account of the Covid-19 outbreak, Burberry powered the online retail within the organisation and at the beginning of 2020, was launched “an augmented reality shopping tool through Google Search technology”, that enriched customers perception upon the brand’s value. This innovative technology consists a transitional instrument from the in-store shopping to entirely online shopping.

Conclusion
To conclude all the above analysis, the overall state of marketing activities and elements within the Burberry are well-organised, focused on premium prices and exclusive markets, with a creative, artistic and innovative thinking.
The societal marketing is a priority for the company’s strategic management, as it invests a lot of money in sustainability projects, reducing waste, recycling, inclusion of the disadvantaged classes, sponsorship and innovation.
Simultaneously, Burberry is highly engaged with its stakeholders and makes a colossal effort to keep the communication with them updated, lively and efficacious.
Recommendations
The results of the above analysis showed that Burberry is an iconic fashion luxury brand that is highly sensible of the sales from the retail areas of Mainland China and Hong Kong. 
As a recommendation addressed to Burberry Group would be take in consideration and other retail markets, in conditions of permanent changing Chinese customers’ lifestyle and preferences. Potential new markets are concentrated in the emerging countries of EMEIA market (Europe, Middle East, India and Africa).
Another significant opportunity that Burberry should take advantage of is that the majority of its manufacturing plants are concentrated in England and this could constitute a risk in conditions of Brexit, that will bring additional importation costs and taxes.
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