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             Marketing fundamentals A1


This report will discuss the various processes and stages of marketing that include mission, situation analysis, marketing strategies etc. here also discuss the role of the marketing environment and other situation analysis model and lastly determining segmentation, targeting, positioning and marketing mix strategies of the chosen organisation. 


Mark & Spencer group plc is a major British multinational retailer company that founded in 1884. The mission statement of the company is to make inspirational quality, accessible to everyone and have a wide range of products. The main competitors are Debenhams, Walmart, Tesco etc (Marks and Spencer p.l.c.., 2021).
                    


Marketing is an ever-changing issue in business and now most of the business flourishing by their unique marketing strategies. Some literature regarding marketing fundamentals is giving below: According to Joe Weller, the strategic marketing process is a deliberate series of steps that help to identify and reach organisational goals. The strategic marketing stages put the entire price together so that everyone can contribute to the business rather than haphazard activities and its prove that 60% marketing process is successful when they put all the thing together (Weller, 2021). According to Lily Cosgrove, besides other marketing activities, business and organisation can affect by various environmental factors. The role of the external environment is followed up in marketing after the coronavirus pandemic. A recent study shows that around 5 million small businesses are depending on their marketing environment (Cosgrove, 2021). According to Janeen Hazel, STP marketing is complicated to apply but the company can get longer time benefits. By using own business and organisational data business can understand their target market and positioning. Business can contribute their 40% effort in segmentation, 35% in targeting and the rest 25% in positioning. Among the three tools segmentation is the building block of other tools (Hazel, 2021). 


Organisational always pay more attention to making a strategic marketing plan. The process and stages of marketing are giving below: Mission Marketing elements are related to and supported the company mission. The mission is a clear and direct statement that may never change the tactics and other strategies may change and modified according to the mission statement. For example, the mission statement of Walmart to save the money of the people so that they can live better. This mission directs their overall marketing process and they campaign their product for saving money and present them according to that (Coleman, 2021). Situational analysis Before developing a proper marketing strategy the current situation should be analysed. Factors that consider in the situational analysis are Product situation, competitive situation, distribution situation, environmental situation and opportunity situation. To understand situational analysis PSTEL and SWOT analysis is conducted in many organisations. For example, in M&S Company the overall situation of business has been changing because of the coronavirus pandemic and for this reason, situation analysis becomes mandatory in the company (Lake, 2021). Marketing strategy is a long-term forward-looking approach and id give an overall game plan for the organisation. Marketing strategy can be described by analysing the segmentation, targeting and positioning (STP) model. For example, Tesco they are very strategic in their marketing planning and they believe in segmentation. They have more than 50 types of segmentation and target and position their products according to the segment (Farkesh, 2021). Marketing Mix The marketing mix refers to the set of action and tactics that company use to promote their brands or products in the market. The Marketing Mix can be described by four P’s of marketing those are products, price, place and promotion. For example, In M&S Company they develop their marketing mix according to the need of their customers and segmentation. Implementation and control Each system in the marketing process is interrelated and connected. In this process, the whole system has been controlled by upper-level managers. Here ecosystem of the marketing, brand loyalty and other related issue are reviewed. For example, in ASAD retail shop the whole ecosystem is controlled by the chairman of the company and another brand manager. Marketing stage The marketing stages regarding M&S Company are giving below: Product orientation, production orientation, sales orientation, marketing orientation. By the above-mentioned marketing stage, the first stage is product development and maintaining the quality of the product. In the second stage, the production of the product is conducted and raw materials are collected. In the third stage the sales of the product are oriented and in the last stage marketing palling and marketing activities are organised and oriented. The M&S also follow these stages for developing their marketing plan (Yesbeck, 2021). 


The role of marketing plays a vital role in promoting the business and mission. It mainly serves the face of the company and representing the organisation in front of the world. The roles of marketing are giving below: The first role of marketing is to understand the target market and competitors. Amazon.com they are one of the major online retail stores and their prime role is to fix their target market and makes strategies to bet up to their competitors(Freederiksen, 2021). Another role of marketing is to drive strategies that ensure growth and profitability within the organisation. In M&S Company they are now planning for growth and aiming that they expand their marketing strategies (Freederiksen, 2021). Another responsibility of marketing is to produce new tools and strategies for the development of marketing. Walmart they are focusing on innovation and for the response to the coronavirus pandemic, they innovate new technologies and marketing tools (Verdoy, 2021). Another role of marketing is to communicate with the rest of the company and department and collaborate with them. In Tesco, they communicate with other department and make collaborate with them for growth and sustainability (Verdoy, 2021). 
Situational analysis model, There are various situational analysis tools to understand the current situation and internal-external factors of the company. Some situational analysis tools are giving below: 
PESTEL analysis: Political: Free trade policy is one of the major marketing benefits for M&S. They have almost 1500 overseas stores and the Brexit issue hanging some closure issues recently. The new taxation policy also affects the business to a great extent (Farooq, 2021). Economic: The current market trend of the UK is shifting towards the small retail store and its good news for the company. The coronavirus pandemic may slow down the economic growth but the economic condition of the consumer is satisfied. Socio-cultural: M&S is the brand of the youth and because of their traditional nature, they have a great setup with European culture. They also have cultural diversity in their workplaces (Farooq, 2021). Technological: The world is now mostly depending on technology because of the coronavirus pandemic. The company takes series of steps for developing technological advancement and they aim to introduce a virtual shop. Environmental: They are highly concern about the environmental effects and now they introduce various organic foods and products in their business. They also contribute much to environmental protection and reduce waste. Legal: Some legal disputes harm the goodwill of the brand but now they cope with that. The change in the British trade law policy becomes profitable for them (Farooq, 2021).
SWOT analysis:  SWOT analysis is a simple and powerful tool that use to support analyse the business internal and external forces and analyse the situation of the business (Persons, 2021).  The SWOT analysis of M&S is giving below: Strengths: They have a clear brand image and brand recognition and the product itself can create high value (Dudovskiy, 2021). The company is well-known for its diversified company culture they maintain equity in their retail shop. They have a multi-distribution channel of their products and this is a great strength. They have introduced various innovative ideas and their impact on their packaging and product design. Weaknesses: They have some inability to penetrate their products in foreign markets. There is some wrong public perception about their product due to some unwanted incident. Too much reliance on the UK market is another weakness of the company. Frequent product recall may create a bad impression on the consumer mind (Dudovskiy, 2021). Opportunities: They are now planning to invest in the south Asian market and it will be a great opportunity. The online presence in this pandemic situation is profitable for them. They also improve their offer in the clothing sector. A new focus on customer segmentation and ethical food project is also bringing great opportunity (Dudovskiy, 2021). Threats: The new conflict between shareholder and executive members. The Brexit Issues may be a great threat for European business. The continuous rise of the coronavirus pandemic case is another threat for the company.



STP model analysis of M&S: The STP model is a central concept of marketing that has three actions segmentation, targeting and positioning. By following this model one can penetrate a product or service in a particular market (Wright, 2021). The STP analysis of M&S is giving below: 
Segmentation
Demographic: Conduct a recent segmentation according to age. They create their food segmentation according to religion (Hobbs, 2021). Psychographic: They segment their home products according to hobbies. Segment clothing according to lifestyles.  Geographic: They try to create a global market. Segment according to the region (Hobbs, 2021). Behavioural: Segment according to the spending habit. Segment market according to consumer loyalty (Hobbs, 2021).
Targeting The target market of the company is large enough and they are now targeting global consumer for their products and services(Nazir, 2021). The financial condition also shapes the target market and most of the upper-level people are the target customer. M&S is a brand for youth so the age of the target customer is from 18-50. They are mainly targeting according to the market niche and this is decided according to the segmentation (Nazir, 2021). 
Positioning The market position of the company is deciding according to the targeting and segmentation of their product. They position their products by using various unique strategies. By positioning the products can be diversified among them in the company the physical attributes, functionality and capability of the distribution channel have been measured (Bilardi, 2021). 
Marketing mix strategy the marketing mix of the M&S is giving below: Product: their garments products are known for their first-class quality, reliability and style. Their home products are also unique in style and more durable. And now they add organic food to their product list and for these, they have loyal customer all over the world (David, Rahman and David, 2021). Price: The Company charges a medium to high price and they offer luxurious products for the high-class consumer. They follow psychologically and skim pricing to target specific upper-level customers with their premium products. Place: The Company has almost 600 plus retail shop and they have a strong distribution channel and placement strategy in their business. Their products are easily available and they also conducted in developing countries. They now introduce their online shopping portal. Promotion: Their promotions are done through all the marketing mediums. They have TV and internet advertisement and they are now very active in social media. They also want to introduce an online campaign and theme-based campaign for advanced advertisement (David, Rahman and David, 2021).


Marketing is now the heart of every business activities. Marketing fundamental show a proper guideline for marketing strategies and process for the company M&S. This report gives profound knowledge about marketing related issue. The company should their portfolio in marketing strategy for better result. The marketing strategies should be versatile and flexible. 
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