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[bookmark: _e28gbusbtes5][bookmark: _Toc110873271]INTRODUCTION
Marketing fundamental refers to the strategy or the tactics that are used by an organization to promote its product or services. There are several types of marketing fundamentals that an organization should take care of in marketing their product or service. There are around 7 marketing fundamentals namely product, promotion, price, people, place, process and physical evidence. This report will discuss the marketing fundamentals of Marks & Spencer, Marks & Spencer is one of the leading retail companies in the United Kingdom. According to some sources, it is reported that the current market value of Marks and Spencer is about 3.19 billion dollars in 2022. The current revenue that was generated by Marks and Spencer on 2 April 2022 was about 13.8 million dollars (Rana and Shankar, 2020). This report will also use the SWOT analytical tool to analysis the internal environment of Marks and Spencer. Apart from this, the report will also use PESTLE analytical in order to analysis the external environment. This report will use the Ansoff matrix to identify the growth opportunity of business and also use Porter's five forces to identify the 5 competitive factors of Marks and Spencer. 
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“SWOT Analysis on Marks & Spencer”
SWOT analysis is a tool used for internal factors affecting an organization with the help of identifying the Strengths, Weaknesses, Opportunities and Threats of that organization (Benzaghta et al., 2021). The following analysis will be discussing the internal factors affecting Marks & Spencer after the pandemic with the help of a SWOT analysis:
	STRENGTHS 
	WEAKNESSES 

	· Brand Image 
· Variations in the products 
· Experienced in the Market 
	· Lower sales rate 
· Increasing Costs
· Customer behavior 

	OPPORTUNITIES 
	THREATS 

	· E-commerce Growth
· Market segmentation 
· Global expansion 
	· Competitors 
· COVID pandemic
· Controversies


Table 1. SWOT analysis Of Marks & Spencer 
STRENGTHS: One of the major advantages or strengths of Marks & Spencer is that it has been spread around in more than 100 countries and has a good customer base as well (M&S International, 2022). The company sells a variety of products like food, homewares and clothing which are available for men, women and even kids (M&S, 2022). The company was established in the year 1884 in the UK and has been running successfully for more than 100 years (M&S, 2022) which makes the company experienced and knowledgeable compared to other companies (Mahru, 2022).  
WEAKNESSES: After the pandemic, the sales rate of the company decreased which made the company face a huge loss of 201.3 Million pounds in the year 2021 (Conti, 2022).  Due to the Covid-19 pandemic, the inflation rate of the country has been increasing as the “consumer price inflation” rate has increased to 12.7% since February 2021 (Gooding, 2022). This makes the company raise the prices of the products which impacts the sales rate of the company. Customer behavior or the changing of customer choices heavily impacts the company as the company at times cannot cope with the ongoing trends and cannot be able to meet the expectations of the customers (Shaw, 2022).  
OPPORTUNITIES: As the company has already entered the E-commerce sector the organization still has the opportunity to innovate its e-commerce presence by increasing its reach to potential consumers. The company has everything like a good customer base, availability of varieties of products, affordability and great transport channels to be successful in online availability. After the COVID pandemic, the company can segment the customer base based on age, spending capacity and sex of the customer base. This can help the organization in understanding the needs of the customers properly and can be able to provide them with their needs. The company can even expand its business towards untouched countries like Indonesia, Russia and Brazil (Mahru, 2022). 
THREATS: Marks & Spencer has many competitors in the existing market like Walmart, Morrisons, ASDA, Sainsbury and many more multinational companies which can take over the organization in the national as well as international market. As the pandemic has already created a lot of loss for the company and it has not yet been fully demolished. The company's scared of another wave of COVID which can create even bigger losses for the company in the future. There are many controversies being created in western countries regarding the religions and their beliefs regarding the clothes of women. The company has to be very careful while promoting its products so that it does not hurt the sentiments of people (Shaw, 2022). 


[bookmark: _1j3a6w7dboxl][bookmark: _Toc110873273]“PESTEL Analysis of Marks and Spencer”
PESTEL analysis is an analytical tool that is used by every organization in order to analysis the external factors of the company. It includes 6 external factors that affect the business and will be discussed below in brief.  
Political factors: This refers to the political condition of the country that is affecting the business. Recently the Brexit deal created chaos in every industry of the both EU and the UK. The retail industry is very dependent on its drivers for supplying their products or services to their respective destinations and due to Brexit, many heavy goods vehicle (HGV) drivers left their profession and most of them were from the EU. According to sources around 37% of the total EU, drivers have left their profession. Marks & Spencer has removed their 600 lines of product from their store which is located in “the republic of Ireland” because the cost has also increased as well as the wastage (independent, 2022). Whereas Brexit has also enabled the UK to regulate their own policy and do business with any other countries as per their choice, earlier UK was allowed to do business without the interference of the EU. In such cases, Marks & Spencer is able to earn more profit. According to sources, the revenue that was generated in the previous year was about 900 million pounds. The other political factor is the “free trade agreement” which has enabled the retail industry to do free trade with 11 selected countries like Australia, Chile, Japan, Canada and many more (Holmes et al., 2020). 
Economic factors: This factor refers to the economic condition of the country that is affecting the business. The UK have a good economic condition and most of the UK resident is employed. According to sources, it is reported that the current GDP of the United Kingdom is about 3.321 trillion dollars (Oxford Analytica, 2022). This officer the employment rate of the UK, it is reported that the current rate of employment rate is about 75.6% which is 1% higher than the previous year (Ons, 2022). This has increased the buying habit of people and buying their products on a regular basis. Recently UK has also increased the “national minimum wage rate” that is equivalent to 9 pounds per hour this has increased the purchasing power of the people in the UK and put a positive impact on the retail industry. Marks & Spencer provide a good discount to their consumer so that consumer can purchase their product. Recently Marks and Spencer announced a discount of about 70.1% on women's and men's clothing items. 
Social factors: This is also one of the important factors that affect the business; this is related to the consumer or society where the business is operating. Almost every individual is employed in the UK, which makes them able to purchase their desired product, it is reported that around 32.8 million people are employees. The retail industry alone provided employees to more than 5 million people in the UK. Marks & Spencer provides employment to more than 72,000 people all around the globe. By the increasing demand for the vegan product Marks & Spencer provides a good variety of vegan products as per the changing demand of society (consumers). The youth of the UK is shifting towards vegan products, almost more than 3% of people have shifted towards vegan products (Waters, 2018). Marks & Spencer’s has launched “Plant Kitchen Creamy Cookie Pots” in order to provide vegan products, for example, organic humus, baby beetroot and many others. 
Technological factors: Technology plays a very important role in the growth of the retail industry. Recently during the Covid-19 pandemic, almost every individual ordered their orders through their cell phone and this is only possible because of technology. The current penetration rate of technology in the UK is about 92.1% and still growing (Ons, 2022). This has changed the purchasing method of the people in the UK. During the pandemic, people were able to get their required products to their houses because of technology, almost about 87% of the total UK population had done online shopping during the pandemic (Ons, 2022). Marks & Spencer has also installed a sensor that helps the company track the product which is carried by their customer and calculate their bills and charge from their card. Due to increasing technology usage Marks & Spencer also provide self-checkout counters that allow the consumer to checkout by themselves, this has reduced the hectic environment in the stores of Marks and Spencer. 
Environmental factors: This factor is also one of the important factors that affect the business. People are becoming very conscious about their environment and it affects the psychology of the people if an organization is affecting the environment. As per the increasing consciousness of the people regarding their environment retail industry is also contributing to the betterment of the environment (Cleberg, 2019). Every retail industry is shifting toward renewable resources and focusing more on using alternative resources in order to reduce the negative impact on the environment. Marks and Spencer are using a different strategy in order to contribute to the betterment of society. Marks & Spencer has committed to reaching net zero by the end of 2040, it had also achieved 100% free range of eggs by the end of 2002. Marks & Spencer has also initiated a program to reduce the use of plastic, such as charging carrier bags in 2008 that has to reduce the usage of plastic by 90.1%. Marks & Spencer has also launched its first recycled scheme of clothing that has reduced the waste of the company. 
Legal factors: This refers to the laws that are affecting the business; there are laws that affect the business. In the “equality act of 2010” Marks & Spencer maintains equality in their workplace and provides the equal opportunity (Hankivsky et al., 2019). According to sources, there are about 70% of women employees and 30% of men employees (Wilshaw et al., 2021). Marks & Spencer follows the employment act of 2008 employee need to work only for 48 hours and can do part-time as per their choice (Mussida and Sciulli, 2019). Marks & Spencer also follows the “national minimum age policy” very well, the Marks & Spencer pays about 9.34 pounds (Esoimeme, 2020). 



[bookmark: _zg3vrc1kyt4c][bookmark: _Toc110873274]“Porter’s Five Forces Analysis of Marks & Spencer”
This is a business assessment model developed by Professor at Harvard Business School Michael Porter in 1979 (Ruiz-Real et al., 2018). The model revolves around the concept that an organization can achieve a competitive advantage only if it understands the potential of the industry in which it operates. In addition to that, the organization also needs to understand its relative competition and own position in the industry. Therefore, the model states that organizations need to select the most profitable industries by analyzing and evaluating five essential factors. These are the buyers, suppliers, alternative products services, current competitors and any potential new entrants. These factors will be assessed below to identify and understand the industry in which Marks and Spencer operate and their competitive strategy. 
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Fig. no 1: Porter’s Five Forces Model


Bargaining power of Buyers (MODERATE)
The UK retail and clothing industry is one of the largest and well-loved in the world contributing to almost 5% to the GDP of the country and employing over 555,000 people (fashionunited, 2022). Marks and Spencer is the first UK company to provide premium products to its customers. The company has survived a number of issues and problems throughout its life cycle such as recession, dry periods and more. However, it is still operating with over 1500 stores and more than 100 websites around the world (oshi et al., 2022). The fashion industry is ever changing and the existing organizations face new competitors frequently, every time with a new trend that the others need to adapt to. Marks and Spencer have been able to do this over the years with a diverse range of products and services to cater to millions of loyal customers. The brand provides food, clothing as well as homeware goods to the customers. People find food, drinks and clothing for men, women and kids, furniture, beauty products, flowers, gift items, footwear, toys, accessories and more at one place. This gives the brand a competitive advantage over others as a wide variety of products can be found at M&S for which the customers would have to go to different stores (corporate, 2022). This comfort at shopping combined with great customer service and brand presence gives the buyers a huge reliance and reason to depend on Marks and Spencer. This makes the bargaining power of the buyers moderate as there are very few brands offering such a wide range of products and services. 
Bargaining Power of the suppliers (LOW)
Marks and Spencer sources its food products from more than 500 factories in 55 different countries. However, 80% of the products are sourced from countries in the UK. The commodities and raw materials are sourced from over 70 different countries around the world which amounts to an estimated 30,000 farms worldwide (corporate, 2022). The clothing and homeware products are sourced from factories in countries such as Cambodia, Vietnam, Sri Lanka, Bangladesh, China, Turkey and India. Marks and Spencer have a strong and competitive relation with their suppliers working with 70% of them for more than seven years (Marksandspencer, 2022). They do not compromise on quality and only source from the companies that meet their standards. The huge number of suppliers and the strict terms to ensure quality has resulted in the bargaining power of the suppliers of Marks and Spencer to be low. 
Threat of Substitution (MODERATE)
The products and services provided by Marks and Spencer have a huge variety and are also considered to be of high quality. The brand has made a reputation of being committed to providing premium goods and commodities. However, the products are not safe from imitation as the UK retail market has a large number of companies providing similar products. Although very few companies are able to provide as much variety as M&S, still, the customers have many alternatives that they can choose from. Moreover, the e-commerce boom has provided brands with the opportunity to reach a large number of consumers through platforms such as Amazon, and own websites of companies such as Tesco, Argos and more (Ruiz-Real et al., 2018). The consumers can select the preferable products from a number of options from their homes. This has made the threat of substitution for Marks and Spencer to be moderate. This is because the brand still has a great presence and customer loyalty in the UK market, despite there being a lot of alternatives and competition. 
Threat of New Entrant (MODERATE)
The COVID 19 pandemic has done massive damage to the UK retail and clothing industry with sales volume falling by 1.9% in 2020 in comparison to 2019. This was the largest annual fall on record. The sales of the clothing sector fell by negative 21.5% in 2020 and are still below the pre-pandemic level (Ons, 2021). These factors have made it very challenging for the existing companies in the industry to function efficiently and have further created a barrier for any new players to enter the market. This can be a chance for new players to take advantage of the situation and grab as many customers as possible with attractive prices and diverse products and unique products. However, the inflation rate in the UK has risen due to Brexit, COVID 19 and other factors and is currently the highest in the last 40 years at 9.1% (Rockeman, 2022). This means the spending power of the customers is very low, and they only prefer to buy the essential commodities. Any new organization entering the market will find it very difficult to establish itself as a strong and trustworthy brand. This makes the threat of new entrants to be moderate.  
Competitive Rivalry (HIGH)
M&S is a multinational company operating in several countries around the world. The organization has been in service for over 100 years catering to the needs of the customers. However, there are other organizations as well providing high quality goods and services at affordable prices. This results in Marks and Spencer facing huge competition from brands all over the world like Tesco, Asda, Walmart, Lawson, John Lewis, Debenhams, Next, Macy’s, Waitrose and Partners and so on (Ruiz-Real et al., 2018). Hence, competitive rivalry is high in the food and clothing industry. 
  

[bookmark: _xsecjoq2yh82][bookmark: _Toc110873275]“Ansoff Matrix”
The Ansoff Matrix is a market strategizing tool that enables organizations to analysis the market and devise the best strategy to exploit it. This tool was created and published in the Harvard Business Review in 1957 by Sir Igor E. Ansoff (Cleberg, 2019). Based on this tool, there are four distinct market strategies that an organization can adopt depending on their growth segment. These are market penetration, market development, product development and diversification (Schawel and Billing, 2018). These strategies are analysed and evaluated by business to identify the most suitable one to improve their performance and grow exponentially. 
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Fig. no 2: Ansoff Matrix
Market Penetration: In this strategy, businesses try to improve their performance and operations in an existing market by improving and developing an already existing product or service (Barrett, 2022). This is the most widely used strategy out of the four and involves the least risk as the company is well aware of the market and the consumers are also aware of the product. It becomes easy for the organization to make people understand the added benefits or improvements in the existing product. The company can also increase the marketing efforts to attract more consumers as it is well aware of their preferences and needs. 
Market Development: In this strategy, the organization introduces existing products or services in a new market. Here the goal is to access a wider audience and expand the company’s user base by targeting unexplored market segments (Cleberg, 2019). This strategy requires an organization to understand the demographics of the new markets to precisely target the right people and persuade them in purchasing their products and services.
Product Development: This strategy involves the introduction of a new and improved product or service by an organization in an existing market. The strategy is aimed at maintaining the market share and creating new streams for revenue generation by offering products of services that are valued by the customers (Schawel and Billing, 2018). The organization needs to have a clear and concise idea of what the customers want for the effective implementation of the product development strategy. 
Diversification: This strategy involves the highest amount of risk for any organization as the companies introduce a new product or service to the consumers in a completely new market. The organization has very limited knowledge about the market and the consumers are also unaware of the product and its attributes (Naim, 2021). Therefore, it becomes very difficult for the organization to market its product and tempt customers to purchase it. It requires extensive market research and gathering of knowledge to understand the needs and preferences of the consumers, competitors, market trends and industry demographics. This strategy is mostly used by organizations having loads of capital funds and wanting to expand into new businesses. 
Strategy for Marks and Spencer
Marks and Spencer have its presence in almost every significant market in the world catering to the needs and wants of the consumers for such a long time. The market penetration strategy is the most suitable option for the organization to further enhance its business operations and increase profitability. The wide range of products provided by M&S is evidence that the company is dedicated to providing whatever the customer wants. The existing product line is diverse and the customers need to be made aware of the depth that Marks and Spencer have in its product range. The company can use social media platforms to notify the customers of upcoming sales and the products that will be available to them. It can further improve its marketing by using machine learning to provide more personalized suggestions to the customers according to their needs (Schawel and Billing, 2018). Furthermore, it can improve its website by providing an option for recommendations for the customers to leave their suggestions of what they want.  


[bookmark: _aoh8csou198y][bookmark: _Toc110873276]CONCLUSION 
As per the above information it has provided good information on Marks & Spencer's background. Apart from this, this report also provided an analysis of both the internal and external environments of Marks & Spencer. It has also provided competitiveness and growth opportunity for the company by using Porter's five forces and the Ansoff matrix.  
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