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Introduction 
Marketing is the concept of development as well as management of exchanging relationships. It is a process of business for establishing relationships with their customers. In the present study, discussion has been done on the marketing strategy as well as fundamentals of marketing of M & S (Marks and Spencer) in the UK.  
Task 1A
Introduction 
Marketing is one of the leading components of management of the business. It can be refers to the activities accepted by an organisation for promoting the purchasing as well as selling of services and products. The main purpose of the current study is to highlight the various strategies, theories and concept of marketing has been accepted by this organisation for their promotion.
Processes and stages of marketing including the role of marketing mix
1. Explanation of marketing process in relation to organisation 
A series of steps that helps company is to find the problems of problems as well as market opportunities and establish marketing materials for reaching the targeted customers. As opined by Key and Czaplewski (2017), it is a technique of analyzing the opportunities present in the market as well as choosing of the target market, improvement of the marketing mix and management of the marketing efforts. The M & S organisation gives their more focus on product as well as investment upon social and digital channel. They are focusing on increasing their clothing as well as home divisions section in order to match their performance in comparison to their food business.
2. Definition of the Macro environment 
As mentioned by Kasim and Dzakiria (2016), a micro environment is a condition which is presented in the economy as an entire other than in appropriate region or industry. It involves trends in GDP (Gross Domestic Product), employment as well as inflation, monetary and spending as well as fiscal policy. It contains all the forces which shape chances, but it can also pose as a threat for the company.
2.1 PESTLE Analysis 

	Factor
	Description
	Impact

	Political
	· 19% Tax rate announced  by government
· Sales rate of corporate industry is 20%
	Negative

	Economy
	· GDP increased by 1.7% in the year 2018
· The Inflation rate has decreased by 1.80% in the year 2019
	Positive and Negative

	Social
	· Changing preferences of customer
· Attraction towards branded products
· Presence of different culture people
	Positive and Negative

	Technology
	· 203.6 billion has been invested for increasing technology in the UK
· Development of websites and facility to order online
	Positive

	Legal
	· Health and safety at work Act 1974
· Equality Act 2010
· Employment Right Act 1996
	Positive

	Environmental
	· Adaptation of recycling policy
· Environment Protection Act 1986
	Positive


Table 1: PESTLE Analysis of UK retail industry
(Source: Rastogi et al. 2016)
Analysis
Political factors such as government regulations as well as policies can impact the revenue as well as profitability of M & S enterprise in a negative way. However, the economic factor is an essential for this enterprise in the context of their business as well as trade. It can be observed from the above table that in 2018, the GDP of the retail sector has been expanded which has benefited the company in a positive manner (Rastogi et al. 2016). While, the inflation rate has reduced which has impacted this brand in a negative manner? This organisation developed their websites facilities to their customers which has a positive effect on their brand image. This company manufactures their products as per the requirement of customers. They follow all the legal factors for employee retention. They follow recycling strategy for environmental protection (Fozer et al. 2017).
2.2 SWOT Analysis 

	Strength 
· Strong e- commerce infrastructure
· Strong focus on increasing customer experience
· Strong offering line with current trend
· Strongest retail brand
	Weakness
· Financial performance poor
· Limited market share
· Too much dependency on UK market

	Opportunities
· Planning to invest in Indian sector
· Introduce new market segment
· Online presence 
· Resigning their clothing segment
	Threat
· Direct competition from Tesco, Asda and Farm food
· Changing trends of clothing
· Government policies of retail store



Table 2: M & S organization SWOT Analysis
(Source: Phadermrod et al. 2019)
Analysis
As stated by Phadermrod et al. (2019), the strength, weakness, opportunities and threats are four sections of SWOT analysis. However, as per the observation from above table, the strength of the company M & S can be identified is that they have powerful infrastructure of e- commerce and one of the strongest brands in the retail industry.. They also promote as well as manufactured their products as per the current trends of the UK industry. They focus on the preferences of their customers before producing products. Their financial performance is poor which their weak point is and increasing of other retail show reduced their market share. Their biggest opportunity is that they can invest in Indian sector (Bull et al. 2016). They can make themselves more innovative in online. Companies like Tesco, farm food and Asda are their direct competitors in this industry which has become the biggest threat for them.
3. Segmentation, Targeting and Positioning (STP) Analysis of the organisation 
This organisation has been divided into a few segments. Segmentation evaluates that this company is maintaining their sustainability in their business. They have also divided their customers into less parameter (Gengler and Mulvey, 2017). They have all types of items as per the different age group whether they are men as well as women and children. They target all kinds of customers like women, men and children. However, they especially targets women by manufacturing women beauty products as well as clothing. They have their presence in both online and offline. They have their own website for promoting their brands.
4. Discussion regarding marketing mix strategies  
Product:
The enterprise M & S is famous as well as top retail chain organisation in the UK industry. The portfolio of the product of this company in their marketing mix strategy is large covering items available for all age group people like men, kids and women. This organisation offers not only clothing items but also offers home and furniture products as well as foods and beverages and flowers and gifts.
Price:
This brand also follows the strategy of competitive pricing in their marketing mix of their portfolio of the products. They had their personal housing of clothing brand for kids as well as women and men. The prices of this house brand usually between the categories of medium to higher (Bahadir et al. 2015). They also offer more discount of their products in comparison to other retail companies.
Place:
This enterprise is an international company which has got over 1000 operating stores over 50 countries. However, their head business is in the UK in which they have 850 stores, while they had achieved more than 50 stores in India where their operation has started in the year 2001. They have also websites facilities for their customers from where they can buy as well as get home delivery.
Promotion:
This brand is carefully selecting their promotional strategy by aligning their advertisement campaign with digital marketing. They also highlighted to given common messages on all communication medium (Bahadir et al. 2015). They also utilize their websites for promoting their brand.
The role of marketing in creating value for customer
1. Concept of societal marketing used by organisation 
As argued by Fiore et al. (2016), societal marketing concept highlights that an enterprise should take their strategic decision of marketing by keeping in their mind about the expectation as well as the needs of the customers. The company also needed to focus on the organisational requirements as well as long term interests of the society which is most essential. This concept of marketing is also followed by the company M & S.
1.1 Advantages and Disadvantages of Societal marketing 
Advantages
· It supports to create a better image for the organisation
· It provides a competitive advantage towards the competitors
· Enhances the sales as well as market share
· It is beneficial in retention of customers as well as maintaining long term relationships with them.
· It used the economic resources properly (Ozanne et al. 2017).
Disadvantages
· The funding of this concept is limited
· The messages in this marketing are not clear to the customers especially regarding the prices of the products.
· It has poor organisational motivation.
2. Definition of branding 
In the mention of Punjaisri and Wilson (2017), branding is a practice of marketing in which an enterprise establish a name as well as design or symbol which is easily located as belonging to the organisation. It also supports to find a product as well as differentiate it with other services and products.
 2.1 Advantages of branding 
· It provides credibility to the organisation.
· It can also lead to the loyalty of the customers
· It also supports to maintain the consistency of the marketing of the company (Karens et al. 2016).
· Powerful branding supports to communicate with the customers by the enterprises.
3. Explanation about various branding strategies 
Corporate Umbrella Branding
As per the view of Fiore et al. (2016), it is a strategy which can be hired by a company through multiple offerings of the products employed. It is a technique of arranging various names of the brands under one corporate name. It also allows products to explain themselves with their personal brand name, while providing those associations with a huge number of products as well as overarching brand name.
Range Branding
It gives permission to the company to expand themselves into nearby regions of complementary products which helps the use of original products.  It also surrounds many products under one banner. 
Individual product branding
It is a marketing strategy under which each product of a particular organisation sells has their personal unique brand name. This policy supports to create a different image as well as identity. 
The company is using the strategy of individual product branding as they are promoting their products with the help of their own websites.
4. Relationship marketing theory using by the company 
Trust:
It is the confidence of both the parties has on each other by having their faith within themselves that they will not do something risky or harmful. The customers of the M & S have their full trust on the loyalty of this brand on the basis of their price as well as quality of the product.
Commitment:
It includes a long term desire for keeping a good relationship with their customers. This company offers their products as well as services as per their commitments towards their customers. 
Effect:
The result of a good relationship whether maintained by the organisation is measured on the basis of trust as well as commitment which has been kept by the company. This enterprise has huge number of customers as they had well maintained their trust as well as their commitments towards their customers in a positive manner.
Consideration:
Some organizations have resources to improve their long term relationships with each customer. However, this brand always valued their expectations, needs and requirements of their customers before manufacturing any products.
5. Ansoff Matrix Strategies of the company 

	Market penetration
· Improvement of new product
· Total focus on the retail industry of the UK
	Product development
· Advanced technology strategy
· Existing products improvement

	Market Development
· Entry to new segment
· Target new customers
· Investing in Indian sector
	Diversification
· Food, beauty and home


Table: Ansoff matrix of M & S
(Source: Galpin, 2019)
Analysis
This company can innovated their existing products whether it is clothes, beauty or food and beverages. This strategy can help them to increase their selling of the projects. They always keep on the currents trends of the retail markets as well as customer needs in order to innovate their products (Galpin, 2019). The adaptation of new advanced technology can help them to remain in the competitive markets for gaining customers attention. The development of new product strategy can retain their customers to their brand. Their investment to other countries can develop their profitability. And it can also help them to target new customers. Innovation of their others can make their brand popular (McDONALD, 2016).
Stakeholder Engagement and their impact on the   marketing activities
 1. Definition of Stakeholder 
Stakeholders are a group or a person who has interests as well as concerned about an enterprises. They can also get affected by the action as well as objectives and policies of a brand. They are the person who owns a share of an organisation.
2. Internal and external stakeholders of the organisation 
The internal stakeholders of this organisation are owners as well as employees and the shareholders and management who have interests in the activities of this firm. The external stakeholders of this firm are their customers as well as creditors and suppliers.
3. Impact of internal and external stakeholders on the marketing activities of the   organisation 
The internal stakeholders control the strategies of the resources. The performance of the employees can support this organisation to achieve their targets and organisational goals. The management of this organisation is overview the knowledge as well as skills to the employees which can affect them both positive as well as negative way. The external stakeholder’s helps to control implement strategy. The decision making of the customers can impact the brand profitability in a negative and positive manner.
Recommendation
The organisation M & S should value their preference of their customers not only over their choice of clothing as well as purchasing of food. They should maintain the price of the products as per the product quality. They can also manufacture as per the culture of the people.
Conclusion 
In this part of the study, identifies about the various marketing strategies which has been used by the M & S enterprise for maintaining their position of their brand in the UK retail industry. It has also have the analysis of the SWOT and Ansoff on this company
Task 1B
1. Definition of Tactical communication tools 
It is a military communication in which any type information especially orders as well as military intelligence are provided from one command as well as person to another person. 
2. Discussion about several kinds of promotions and promotional strategies used by the company 
Advertising
It is a strategy which has been designed for selling of products. It is one-way types of communication from organisation with their customers. It gives information about the brand as well as their products to the customers.
Public relation
It also plays an essential role in an enterprise for promoting their products. It helps to maintain the customers with the brands after launching of the products by communicating with them in an effective way (Fiore et al. (2016).
Social media marketing
It helps the company to set their goals on social media (SM). It also helps them to identify the correct promotional channel on the SM. It helps to create effective relation with the customers by communicating them through SM accounts.
Direct marketing
It is a kind of advertising campaign which seeks to bring an action in a chosen group of customers by the organisation.
Sponsorship
It helps to create brand awareness to the public. It also increases targeting strategy and also helps to reach to the targeted audience. 
Sales promotions
It increases the selling power of the product of an enterprise. It also increases the demands of the customers for a particular product.
Conclusion 
In the entire study, it has been concluded that the M & S uses various kinds of  marketing strategy as well as promotional strategy for targeting their customers and increasing their brand awareness in the retail sector in the UK.
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