Programme: BA Business Management
Module: MARKETING FUNDAMENTALS
Module code: LCBB4004
Contribution to Overall Module Assessment (%): 70%
Assignment Title: Assessment 2 Marketing Fundamentals Analysis and Evaluation
Module Coordinator/ Lecturer: Tushara Balendran
Student ID: 2020524
Student Name: Irina Bulgar
















Table of Contents
Introduction	3
Discussion	4
Conclusion and recommendation	13
References	14



[bookmark: _Toc67684249]Introduction
The relatively small term 'Marketing', holds a massive role in a business. Responsible for the long process undertaken by a product or service to be promoted, sold, and delivered to consumers, 'Marketing' looks after every detail within. Starting from customer attraction to their retention, networking, and communicating with potential clients, Marketing takes all under its wings. The role of marketing also entails understanding company norms and values, matching client and customer expectations, ensuring profitability. The present assignment highlights fundamentals related to marketing regarding MAC as the chosen company. As an acronym for Make-up Art Cosmetics, it came into existence in the year 1984 under the ownership of Frank Angelo and Frank Toskan, two Canadian gentlemen. The company gained its fame gradually till the year 1995, merging with Estee Lauder, as a subsidiary. Today with over 1500 locations in around 78 different countries, the brand has become a global favourite as the leading professional makeup conglomerate.   
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The role of marketing in creating value for customers
“Marketing concept/Societal marketing concept”
The path to a successful organization can be defined as a marketing concept. Learning and understanding the market needs in order to gain an idea regarding customer expectations in relation to a particular product or service forms the first step (Homburg et al., 2017, p. 400). The second step includes production as per the researched data to obtain goods or services to fit customer satisfaction, keeping the company visions in line. The third step follows the promotion or implementation of these goods and services in the market. In other words, adding value to customer expectations through research before production defines a 'marketing concept'. For instance, an organization like MAC can provide its range of make-ups as the base example in this context. Made to fit the needs of customers belonging to the photography industry, unlike other products, MAC gained its popularity as make-up that stays long even under the heat and glare of studio lights.   
 “Advantages of marketing to consumers”
Marketing to customers or customer-first marketing comes as a strategic model, considering customer expectations as the priority followed by production and promotion and not the other way round (Patsiaouras, 2019, p. 561). Working on behalf of the customers to provide value instead of an intention of extraction, organizations like M.A.C. functions. This strategy works as a continuous process, collecting data or interacting with customers to gain an understanding of the expected value of a certain product or service helping in production. 
As opined by Sozinova, (2018, p. 119), the use of social media can help in these cases, understanding the good and bad sides of a product or service. For instance, loyal customers of M.A.C. have been often spotted to provide feedback regarding its products on online shopping sites selling the products. Considering this feedback has helped the company gather immense data, supporting innovation within the organization. For instance, two ranges of lipsticks under the names of, "M.A.C. Powder Kiss" and "M.A.C. Matte" show different properties. Apart from the characteristics of easy application, 'powder kiss' seems comparatively more matte in nature than the other range of lipsticks. This can be an example of production under marketing to customers.
Acting as an advantage in this case of the respective company, value to both customers' feedback and money helps M.A.C. gain and retain a loyal base of customers globally. As a chain of impacts under this, the organization also gains ample publicity through customer referrals, leading to an increased sale. This in turn provides an advantage to organizations like M.A.C. to retain employees effectively; Clear goals help employees work with a positive attitude towards their achieving, gaining satisfaction with each improvement along with the organization.   
“Definition of branding”
As per the opinion of Hassan and Othman, (2019, p. 14), the creation of a symbol or name identifying a line of products amongst others in the market defines 'Branding'. Standing as the link to the products or services and customers, a brand is responsible for pinning images of creations under the company name in the minds of the customers. For instance, the three letters of the respective brand, M.A.C. can be blamed for stopping, engaging, and attracting customers even in their busiest hours. The process of building a brand follows a gradual scale, depending on the level of customer satisfaction concerning the products or services.      
“Advantages of branding”
Credibility comes naturally as an advantage for branding. A professional appearance helps to gain the client's trust based on the sense of responsibility of an organization towards its products and services (Khamwon and Pathchayapanuchat, 2020, P. 31).
Customer loyalty is another impact of a good brand adding to the market recognition of an organization. Binding customers with similar values, often a brand like M.A.C. can tap one’s emotions helping retain a loyal base of customers in the long run.
Customer referrals come naturally as a reaction in case of a brand’s contribution towards making and keeping promises related to the goods or services offered. Respecting and valuing customer needs helps promote organizations like M.A.C. in return.
The introduction of new products or services under an established brand seems much easier compared to organizations struggling to root themselves in the market (Ajitha and Sivakumar, 2017, p. 111). Unifying the mission and goals of an organization, a brand also supports progress in business growth.   
“State how this creates value for customers.”
Branding, along with being advantageous to an organization, can also create values in relation to customers. The busy schedules of customers under the pressure of present globalization strive for quick decision making. Purchasing a product or service also holds a similar stance to customers; aiming for efficiency, customers tend to proceed towards the established and most trusted brands without thinking twice (Binwani and Ho, 2019, p. 7). Several factors within a brand can help customers invest their time and money.
Transparency is one such factor, enabling customers to identify product value based on a brand. For instance, M.A.C. has gained favourable feedback as one of the most purchased brands around the globe. Guarantee of consistency in product quality is another area that a brand provides to customers, saving their efforts to check or test the goods every time one purchase (Gholamreza Tehrani et al., 2020, p. 61). A brand like M.A.C. projects Responsibility regarding their product range towards customers ensuring the best quality, leading to a long-term customer relationship.    
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Figure 1: Ansoff Matrix 
Source: (Wilson, 2020, p. 1188)

“The Ansoff matrix strategies could also create value such as product development, or diversification.”
Ansoff Matrix is a model proposing several steps utilized by organizations to study the market and choose a suitable strategy for the business to progress with.
Market penetration defines the strategy of focusing on an existing market armed with existing products. This can be explained better with an example of M.A.C. 's strategy to present sachets and mini ranges of the same products at lesser costs. Customers from the same market are allured with lower prices due to lesser product contents and reduced costs in the packaging (Wilson, 2020, p. 1188).  
Market development is the next strategy enabling organizations to progress towards new markets with their existing products or services. M.A.C. as the chosen organization in this case can be seen providing online shops for customers; availing its existing products worldwide. This has helped the organization interest, new customers, invading the global market with efficiency and success.
Product Development signifies developing new products or services for an existing market. The recent holiday collection of M.A.C. under the line of "Frosted Firework Collection" can be held as an example in this context. Hosting a range of stunning vibrant colors in primers, highlight formulas, eye shadows, lipsticks, and lip glosses and more, the brand has successfully ignited interests in its existing loyal base of customers. The brand seems to rely on this strategy more, innovating its products periodically, attracting existing customers to continue business relations with the organization in the long run. 
Diversification is a strategy for organizations to proceed to new markets with a new product or service. Considering the case of the respective organization, its roots have almost spread all over the globe, leaving few countries. The advantage of modern technology however is supporting businesses to reach extreme distances effortlessly. M.A.C. may consider this strategy by targeting untapped markets with new ranges of products. Additional facilities provided by M.A.C. under online shopping, like virtual mirrors, can help in testing suitable shades for clients until the company can set up physical outlets in the concerned areas. 
“Relationship marketing”
According to the views of Liao et al., (2017, p. 17), Relationship marketing is another aspect of marketing involving long-term customer loyalty and engagement; unlike individual sales or customer acquisition adhering to short-term goals. The aim of this marketing style entails strong connections with customers, supporting an ongoing business, with happy customer referrals. The unique customer relationship management of M.A.C. comprising tailored products for its customers of all ages and genders helps the brand to stand apart from its rivals. Apart from hosting a diverse range of products suiting all tones and complexions, M.A.C. also offers free samples of its products and discounts, keeping its customers satisfied. Onsite makeovers under artists arranged by the company for a product demo can also be considered in this context. This not only adds value to customer relationships, allowing customers to experience the products first-hand but also supports the artists to display their talents.        
Stakeholder engagement and their impact on the marketing activities of an organization
“Definition of a stakeholder”
The term ‘stakeholder’ stands for all parties connected to or affected by a business (Amor‐Esteban et al., 2018, p. 631). Starting from investors and employees, the list may contain customers and suppliers, extending even up to governments or communities. These stakeholders can be broadly divided into two major groups concerning internal and external stakeholders.  
“Definitions of internal and external stakeholders”
Internal stakeholders can be stated as individuals or parties connected directly with an organization on the inside. For instance, owners, employees, and investors can be collectively termed as internal stakeholders, contributing to the decision-making process of the entity internally. External stakeholders on the other hand refer to customers, communities, or suppliers, as individuals or groups outside the organization, connected or affected indirectly by the company decisions.    
“Examples of the company’s internal and external stakeholders”
The chosen organization's stakeholders list starts from Estee Lauder, its parent company after the original owners, Frank Toskan and Frank Angelo. The employees working within the organization and placed around the world in over 1500 outlets contributing to the creation, innovations, and sale of the product ranges come under the list. The customer base of more than 78 nations around the world, along with the company shareholders are also counted as the stakeholders of the organization. In addition, the government bodies of countries like UK, posing as markets for M.A.C. outlets along with the communities also add to the list.    
“How the company communicates with their stakeholders”
Communication with stakeholders is an important aspect of all business organizations, as poor or ineffective communication might lead to disastrous decisions (Chun, 2017, p. 879). Several methods of communication assisting in obtaining suitable ground rules can help in this context, gaining a stronger process for an organization like M.A.C.; choosing promising projects, and completing them by resolving issues or obstacles in time within a given budget.
Scheduling a meeting with stakeholders can be considered as one of the most effective and implemented methods of conveying important information related to major decisions. Communicating ideas and suggestions with the assistance of PowerPoint presentations or online software solutions can be an efficient order in this case. Understanding stakeholder's views and keeping company suggestions on the table removes the possibilities of any misinterpretation within the process. A successful meeting can make a good impression of the company on the close stakeholders like the board of directors and investors, making projects easier and effortless. However, this process needs ample research and preparation before opening the leads right on spot. An unprepared meeting may not only disappoint the upper hands of an organizational body like M.A.C. but also might end up misleading the team of employees while distributing the tasks and roles within.        
Newsletters and Emails can add to the communication methods as a reasonable means to connect with stakeholders within and outside the company. Utilizing internet facilities within an organization, newsletters may act as carriers for immediate information across the enterprise rather than calling for a meeting every time the need to communicate arises. This can also be applied to reach customers as external stakeholders, providing periodic information regarding products or services related to the company. For example, emails related to a new product launch or discounts on an existing range can help gain consumer interests. However, the method might not be a suitable means at all times or regarding all messages based on its inefficiency as a one-way communication line.
Online ‘screen to screen’ meetings can prove to be a reasonable source of communication, considering important stakeholders and their related issues in a particular project (Lee et al., 2020, p. 521). Addressing and understanding their concerns through separate on-screen meetings can help an organization gain a better grip on the related matter; saving time and cost in case of a physical face-to-face meeting. However, unlike physical meetings, these often have to depend completely on dialogues due to the unavailability of any PowerPoint presentation in the process.     
Conference calls can be a logical means for immediate action regarding an urgent decision. Scheduling a meeting over conference calls and attending the same can be covered under several minutes or hours at the most; unlike physical meetings, requiring prior notices to contact all stakeholders under one roof, fitting their tight schedules. However, considerable preparations should be teamed with a probability of misinterpretations of verbal messages, lacking facial expressions should be kept in mind under this concept.  
Project summary reports adhere to company policies for periodical updates to internal stakeholders, mostly investors or board of directors. Prepared and sent on predefined periodic schedules like monthly or annually, these reports concerns with important aspects like budget and time (Padhiyar, 2020, p. 50). Supported by necessary data and statistics related to project completion and cost involved, these reports address curiosities of concerned stakeholders regarding organizational performances.   
Lunch Meetings are often ignored as informal means of communication, creating little or no impact on the decision-making process of an organization like M.A.C. However, these meetings may count as honest feedback, unlike formal meetings, missing the human touch. An informal lunch meeting can also benefit a particular project's progress by waiting for the required attention of a concerned stakeholder; answering questions and curiosities freely without any pressure.       
"How the stakeholders impact the marketing activities of your chosen company."
	Keep satisfied (High power; Low interest)
· Government
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	Manage closely (High power; High interest)
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· CEO
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	Keep informed (Low power; High interest)
· Customers
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Figure 2: Stakeholders Grid
(Source: Prepared by Learner)
The stakeholder impact on an organization like M.A.C. can be calculated by measuring the marketing functions along with other aspects of the business. For instance, the company focusing on a traditional supply chain initially has gradually taken up modern online options to reach its customers as the primary stakeholders. This has impacted the business with an increased sale, contributing to the growth of the organization. However, an organization like M.A.C. offering products at a relatively higher price might have faced the pressure of customer demands to reduce the same. The organization has thus invested in a range of mini lipsticks and other products to counter the issue, keeping the consumers happy and satisfied. Employees are another group that comes under this section holding low power with a higher interest. Connected directly with a brand like M.A.C., the employees or staff members function under the payroll of the organization, directly impacted by the company.
Suppliers on the other hand can be brought under light honouring the quality of the brand with required raw materials (Halla et al., 2018, p. 1571). Finished goods matching the standard of M.A.C. needs guaranteed quality assurance on the supplier's end making it a necessity for the organization to control the stakeholder. This group of stakeholders is thus considered to have low power and low interest within the stakeholder's grid. Distributors also share, emitting an indirect connection to the company. However, functioning as the means to reach customers, distributors play a major role in the context.
The section of high power and low interest holds two major stakeholders as government and media. Despite their powerful stance, these stakeholders are indirectly connected to the organization’s functions within a particular market. For instance, an outlet of M.A.C. operating in UK may be affected heavily by government policies or media coverage, without serving any direct interest to the two parties.
Considering the stakeholders holding the highest power and interest both within the chosen organization of M.A.C., CEOs, investors, and board of directors can impact the functioning heavily. Affecting the daily management of the organization along with decision-making regarding a specific project, these entities have a direct connection to any organization. In order to gain a smooth functioning, the respective company may adhere to their suggestions, expectations, and demands acutely. As a global conglomerate exceeding the annual sale of Estee Lauder as the parent company, M.A.C. has portrayed the impact of a satisfied group of internal stakeholders.
The organization has projected satisfaction to not only the high-powered individuals having an upper hand in the company decisions; but also, regarding other stakeholders like employees, customers, suppliers, and distributors (Schreck and Raithel, 2018, p. 771).    


[bookmark: _Toc67684251]Conclusion and recommendation
To conclude, the present essay has entitled a vast section of marketing fundamentals starting from marketing concept, marketing to consumers, branding, and how it creates value for both the company and customers. The assignment has also provided the strategic implications of M.A.C. as the chosen company with the help of an Ansoff Matrix. The relationship marketing and a list of stakeholders also enriches the discussion. Further, mapping the impact of stakeholders upon the company through a stakeholder's grid, the assignment has provided a clear insight into the interrelation within the internal and external stakeholders. Based on the collective conclusion, the organization may promote its growth further by targeting untapped markets through direct online stores under the brand name. Availing special features like virtual makeup facilities to test suitable shades may not only help the company increase several customers, but also create value to loyal customers. 
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