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Environmental marketing analysis is a vital part of an overall company's marketing strategy. It involves researching and understanding the environmental factors that can affect a company's success, such as changes in customer preferences, regulations, competition, and emerging trends. This report analyses the external and internal environment of Marks and Spencer using tools like PESTLE Analysis, Porter’s 5 Forces, SWOT Analysis and more. Additionally, STP analysis will be conducted for the identification of segmentation strategies and the 4Ps of marketing mix strategies will be evaluated. Additionally, recommendations will also be provided.
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Marks & Spencer (M&S) is a multinational British retailer with a presence in over many countries worldwide. It is one of the United Kingdom’s leading retailers, with over 300 retail stores in the UK (Britannica, 2022). The company offers products and services, like clothing, homeware, food, and financial services. The company's focus was initially on providing quality, value, and service to its customers. Over the years, M&S has grown to become one of the UK’s most iconic and recognisable retail brands. The company was founded by Thomas Spencer and Michael Marks in 1884.
The company has a long history of corporate responsibility and sustainability and is dedicated to providing quality, value, and service to its customers. The mission of M&S is to spread awareness among people using quality products. They are highly focused on enhancing the lives of people (On Purpose, 2019).
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Political: Following the UK’s decision to leave the European Union, Marks and Spencer has had to adapt to the changing trading environment (Bush, 2019). The UK’s withdrawal from the EU has also had an impact on Marks and Spencer’s free trade agreements. The company’s access to the single market has been significantly reduced, meaning that the company is now subject to tariffs and other trade restrictions. Brexit and free trade have had a negative impact on Marks and Spencer.
Economic: Price has always been a major factor in the retail sector (Brown and Russell, 2007). In the United Kingdom, this has been amplified by a surge in budget retailers in recent decades. New competitors stole the market share of other premium brands like M&S.
Social: There is a significant rise in the positive attitude of people towards the consumption of ready meals in the UK. The ready meals market in the UK was valued at GBP 3.89 billion in 2021 which is expected to grow at a CAGR of 3% during 2021-2026 (Global Data, 2022). M&S has a reputation for high-quality products and has a strong presence in the UK ready meal market.
Technological: There is an increased demand for advanced technology in every sector and technology has influenced Marks and Spencer and the way it does business. Marks and Spencer has an online store, which allows customers to shop for products from the comfort of their own homes. The company uses advanced logistics and inventory management systems to track and manage the flow of goods from suppliers to stores, ensuring that products are available to customers when they need them. 
Legal: Marks and Spencer is subject to a wide range of employment laws, including those governing minimum wage, working hours, health and safety, and discrimination (Fudge and Owens, 2006). The company ensure its compliance with these laws in order to avoid any legal challenges from employees and regulatory fines. 
Environmental: Consumers are increasingly interested in sustainable and environmentally-friendly products, and M&S has responded to this demand by offering a range of products that are produced in an environmentally-conscious manner.
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Porter's Five Forces model is a framework used to analyze the competitive dynamics of an industry (Dobbs, 2014). It can be applied to a specific company, such as Marks and Spencer (M&S), to understand the forces that shape its competitive landscape. Here is an analysis of M&S using Porter's Five Forces model:
The threat of new entrants: M&S is moderate in case of its threat of new entrants . While it is relatively easy for new companies to enter the retail industry, M&S has established itself as a strong and well-known brand. It has a loyal customer base, strong relationships with suppliers, and well-established distribution channels, which can make it difficult for new entrants to compete.
The threat of substitute products or services: The threat of substitutes for M&S is moderate. While M&S offers a wide range of products and there are other companies that offer similar products. 
Bargaining power of customers: The M&S bargaining power in the case of customers is high. M&S operates in a competitive retail market, and as such, customers have many options for where to shop. M&S must offer competitive prices and good quality products in order to attract and retain customers.
Bargaining power of suppliers: M&S bargaining power in case of suppliers is moderate.  sources raw materials and finished goods from a wide range of suppliers, and as such, it has some bargaining power. 
Competitive rivalry: The rivalry within the retail industry, in which M&S operates, is high. M&S faces competition from a wide range of companies, including both large international retailers and smaller, local retailers (Jones, Comfort & Hillier, 2016). 
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A SWOT is used to evaluate a company's internal and external environment (Gurl, 2017). Here is a SWOT analysis of Marks and Spencer (M&S):
Strengths
Strong brand: M&S has a long history and is a well-known and respected brand, which gives it an advantage over its competitors.
Loyal customer base: M&S has a loyal customer base, which is a key strength for the company.
Diverse product range: M&S offers a wide range of products, including home goods, clothing, and food, which allows it to appeal to a diverse customer base (Kumar, 2007).
Weaknesses
High price point: M&S products are often seen as high-priced, which can be a weakness in a competitive market.
Lack of online presence: M&S has struggled to establish a strong online presence, which has limited its reach and made it more difficult to compete with other retailers.

Opportunities
Expanding into new markets: M&S has the opportunity to expand its operations into new markets, both domestically and internationally.
Growing demand for sustainable products: There is a growing demand for sustainable and environmentally-friendly products (Brécard et al., 2009), and M&S has the opportunity to tap into this trend by offering more of these types of products.
Threats:
Competition: M&S faces strong competition from other retailers, both large and small, which can make it difficult to attract and retain customers.
Changes in consumer preferences: M&S must be able to adapt to changing consumer preferences in order to remain relevant and competitive.
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STP analysis involves dividing a complete market into various smaller groups of consumers, choosing specific groups to target, and positioning as per how customer resonates the brand (Romppanen, 2021). Here is an analysis of the STP strategy of Marks and Spencer (M&S):
Segmentation: M&S segments its market based on a variety of factors, including demographic characteristics, geographic location, and lifestyle. For example, M&S may target young, urban professionals with a particular set of products, while targeting families with young children with a different set of products.
Targeting: M&S uses its segmentation analysis to identify specific groups of consumers to target with its products and marketing efforts. For example, M&S may choose to focus its marketing efforts on middle-aged women and men, as this group has been identified as a key target market for the company.
Positioning: M&S positions its products and brand in a way that resonates with its targeted consumers. For example, M&S may position itself as a high-quality, stylish retailer that offers sustainable and environmentally-friendly products (Choudhary and Piparo, n.d.). This positioning is reflected in its marketing efforts, as well as in the design and branding of its products and stores.
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The marketing mix involves key elements that must be considered when marketing a product or service. These elements are product, price, promotion, and place. Here is an analysis of the 4 P's of marketing for Marks and Spencer (M&S):
Product: M&S offers a wide range of products, including food, home goods and clothing. The company is known for its focus on sustainability, and it offers a range of products that are produced in an environmentally-conscious manner, such as products made from recycled materials and organic cotton.
Price: M&S products are generally seen as high-priced, and the company uses a premium pricing strategy to differentiate itself in the market (Choudhary and Piparo, n.d.). M&S also offers sales and discounts on its products at certain times of the year.
Promotion: M&S uses a variety of marketing tactics to reach its target audience, including advertising, in-store promotions, and partnerships and collaborations with other companies. The company also uses social media and email marketing to engage with customers and promote its products.
Place: M&S has a strong physical presence, with stores located in a variety of markets around the world. The company also has an online presence, which allows customers to purchase products online. M&S uses a combination of brick-and-mortar stores and online sales channels to reach its customers.
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Here is an explanation of how Marks and Spencer (M&S) can use flowing strategies as part of its future marketing efforts: 
Market diversification: Market diversification involves expanding a company's operations into new markets or industries in order to diversify its business and reduce its reliance on any one particular market or product line (De Roest, Ferrari and Knickel, 2018). M&S could consider diversifying its business by entering new markets, such as the healthcare or automotive industries. This strategy carries a higher level of risk, but it also has the potential for high rewards. 
Market development: Market development involves expanding a company's operations into new geographical markets in order to reach new customers (Doole and Lowe, 2012). M&S could consider expanding into new countries, either by opening brick-and-mortar stores or establishing a stronger online presence. 
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Figure 1: Ansoff Matrix
Source: (Innovolo, 2023)
Overall, market diversification and market development are strategies that can help M&S expand its business and reach new customers. These strategies can be risky, but they also offer the potential for significant rewards if they are successful. Flank attack and increased penetration are two strategies that a company can use at different stages of its business lifecycle. Growth stage: During the growth stage, a company is expanding and trying to capture a larger share of the market. M&S can use a flank attack strategy to achieve this growth. A flank attack involves targeting a specific, underserved segment of the market in order to gain a foothold and eventually expand into the larger market (Lappas, 2020). For example, M&S could target a specific age group or geographic location with a new product line or marketing campaign in order to capture a larger share of the market.
Maturity stage: During the maturity stage, a company's growth has slowed and it is focusing on maintaining its market share. M&S can use an increased penetration strategy to achieve this. Increased penetration involves focusing on existing markets and customers in order to increase sales and market share. This can be achieved through price promotions, increased advertising, or improved customer service. Overall, flank attack and increased penetration are two strategies that M&S can use at different stages of its business lifecycle to achieve growth and maintain its market share.
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In conclusion, the internal and external environmental analysis of Marks and Spencer (M&S) highlights a number of strengths and opportunities for the company, as well as some weaknesses and threats. However, M&S faces competition from other retailers and must adapt to changing consumer preferences in order to remain relevant. Based on this analysis, there are a few recommendations for M&S to consider as it looks to the future.
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