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International trade is nothing new; it has been going on for thousands of years all throughout the globe. These three civilizations traded with each other through their established channels in Mediterranean waters: Phoenicians, Mesopotamians, and Greeks. Facilitating the transfer of commodities, resources, and money across nations became more popular as advanced commercial practises arose. Colonization efforts fueled its expansion even further. By introducing mass market manufacturing processes and efficient means for exploiting raw resources, the Industrial Revolution sparked the expansion of multinational commerce. Adapting to a competitive landscape where the rules of the game are always shifting is the largest issue facing today's businesses. 
Michael Marks established Marks and Spencer in 1884 as a clothes retailer in the North of England under the name Penny Bazaars. Co-owner Thomas Spencer joined the Michael Marks firm eight years after its inception. Since 1894, the firm has operated under the Marks & Spencer (M&S) moniker. It spread like wildfire, first in the UK, where it originated, and then over the world. In the 1920s, M&S was inspired by American chain shops and began selling both food and clothing. Over the course of the company's existence, it opened 234 shops. To ensure that its goods were of the best quality, M&S worked closely with its suppliers and devised innovative technology initiatives.
[bookmark: _Toc97419970]Impact of Pandemic on the Industry
Retail is one of the most hit industries by the COVID-19 pandemic, which has forced it to meet the high standards and hurdles that consumers and companies alike are facing as a consequence of the rigorous lockdown measures put in place to stop the Coronavirus from spreading. Retailers have been hit hard by the drastic changes in the external environment brought on by COVID-19. In the wake of the financial crisis, there has been a wide range of firm performance. When it comes to consumer buying behavior, there are both internal and external variables that play a role. Consumers are feeling the effects of economic uncertainty most acutely right now. The financial crisis has had a significant impact on both planned and spontaneous consumer purchases. Social and economic factors have altered consumer behavior, notably in terms of what individuals purchase and why. Shopping centers were forced to close as a result of COVID-19, which was so prevalent that it resulted in significant job losses. This has not only resulted in the closure of numerous companies and the loss of jobs, but it has also changed the way people purchase for goods. 
The effective transfer of manufactured products and services from suppliers to consumers is at the heart of retail, an economic activity that serves as a value-creating intermediary. A pleasant shopping environment, a raised shopping atmosphere, reduced risks, personalizing purchase procedures to meet the demands of customers, and boosting transaction efficiency in communication and distribution channels are all examples of retail's value-added role in the economy (Kent, Omar, 2003). 
[bookmark: _Toc97419971]Factors leading to Growth in International Business
· Development and expansion of technology
Telegraph, telephone, radio, aeroplane (in 1903), television (in 1926), liquid fueled rocket (in 1927) and coaxial cable (in 1930's) were all major events that sparked worldwide business's rapid expansion. Digital information processing and electronic communication have become the second and third most important areas of technical advancement after air transportation. Companies were able to launch an increasing number of foreign commercial operations because to these technical improvements. (Spyros Hadjidakis, 2007)
· Liberalization of cross border activities
World War II lowered the number of obstacles to international business. The European Union, the North American Free Trade Agreement, the Association of Southeast Asian Nations, and other global economic blocs have made it simpler to travel across borders. The European Union was awarded the Nobel Peace Prize 2012 in recognition of its decades-long efforts to maintain peace in Europe by fostering trade, reconciliation, and respect for human rights.
· The creation of additional services to aid in the process.
Doing business in foreign countries has become simpler because to the efforts of both governments and enterprises. Even if the mail is delivered to its final destination by a different aircraft than the one used to convey it from the nation of birth, the stamp from the country of origin is still visible. International sales may be financed by financial institutions, who have developed effective and efficient transaction mechanisms. (Katsioloudes and Hadjidakis, 2007)
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Porter's Five Forces are a set of five factors that influence how businesses operate. Marks & Spencer's competitive environment and the variables influencing its industry are examined in this report. Analyses of the company's position take into account factors such as the threat of substitutes, the negotiating power of purchasers, and the bargaining power of suppliers, as well as competition among competitors.
· Level of competition
In the retail business, there's fierce competition. Attempts by firms to expand into non-core sectors make the problem much more difficult. Retailers like M&S, which also sell apparel and household items, are more vulnerable to competition since they have a wider product range. The grocery store and clothing sectors are both in competition with Tesco, Asda, and Sainsbury's, to name a few. Low cost, distinctiveness, or a mixed approach are the three general tactics outlined by Porter (1985). M&S has always worked to separate itself from its competitors by portraying itself as a better-quality value-for-money brand. As a result of its recent price cuts and attempt to appeal to a broader audience, the brand may be losing value in a market where expertise is becoming more crucial (Armstrong, 2008). 
· Threat of Substitutes
Food and clothing have no replacements; thus the danger of substitutions is minimal. While Marks & Spencer has built up considerable brand value in the clothing sector, it continues to invest in design in order to set itself apart from the competition. However, it is not difficult to copy the designs and sell a knockoff at a lower price. There is still some benefit to the company's brand value in this regard..
· Threat of New Entrants
New entrants provide a little threat. This is because establishing a successful network of businesses requires substantial upfront financial commitments. A new entrant would have to come up with something revolutionary in order to get into the market, which is challenging in the food and clothes industry. It is increasingly crucial in homogeneous marketplaces for merchants to have strong brand identities and strong consumer loyalty (Doyle, 2002). The incumbents have a tight grip on the market and will use every tool at their disposal to keep newcomers at bay, including lawsuits. 
· Bargaining Power of Buyers
Marks & Spencer's items are sold to customers. Competitiveness is inherent in the retail business, and consumers are price-conscious by nature. It becomes more difficult to keep clients when the switching costs for customers are low. As a result, there is a significant concentration of consumers. Customers have a wide range of options to pick from. In addition, a wide range of rivals provide items that are both distinctive and comparable. There are a variety of options that are both pricey and economical.
· Bargaining Power of Suppliers
Marks & Spencer obtains its raw ingredients from a variety of suppliers. Marks & Spencer is well-known for its worldwide operations and strong brand equity across several nations. It does not rely on a single source for its raw materials. They don't have a lot of variety in the materials they provide. As a result, the business is able to sell at larger margins than other companies since it makes its own products rather than acquiring completed items. In addition, suppliers' forwarding integration is limited. 
[bookmark: _Toc97419973]Marks & Spencer PESTLE Analysis
Marks & Spencer PESTLE Analysis examines the company's business strategies. Retailer M & S Using PESTLE Analysis, a company may assess the influence of different external variables, including political, economic, social, and technical (PEST), on its business.
· Political Factors
Customers throughout the globe recognize the Marks & Spencer name. The firm has over 1300 sites throughout the world and is based in the UK. As a result of EC trade agreements, the firm has seen an overall drop in the cost of sourcing. In the vast EU market, Marks & Spencer can take advantage of the fact that its goods may move freely between nations without being subject to tariffs or taxes of any kind.
· Economic Factors
Price changes are affected by inflation, and this affects firms functioning in a particular economy. Economic factors include, but are not limited to, inflation, interest rates, currency exchange rates, and trends in economic growth. With one of the world's largest economies and direct access to global commerce, the United Kingdom is a wonderful place to conduct business. The UK's fiscal and monetary policies are successful because of the country's strong economy and low rate of inflation... 
· Social Factors:
In 2006, Marks & Spencer's CEO Stuart Rose intended to expand the company's brand identity in order to keep on top of the ever-changing business. Asda and Marks & Spencer serve to quite diverse customers in terms of socioeconomic level and demographics, and this has an important influence on how they cope with present market issues. Consumer buying behavior is affected by cultural, social, personal, and psychological changes in the marketplace... 
· Technological Factors
M&S has announced a Technology Transformation Program that would help the company to become a digital-first organization and create a more diversified customer experience. One of its main objectives is to assist businesses in growing by setting up an IT department that is swift and effective while also being commercially focused... 
· Legal Factors
It is impossible to predict exactly how laws will change from one nation to the next. Marks & Spencer offers health-related seminars every year, and these sessions are continually revised to meet the most current legislative changes. By failing to appropriately protect its workers and employees from the risk of asbestos exposure, the corporation was brought to the notice of governmental officials. Toxic cancer-causing substances were found in the ceiling tiles that fell from an M&S store on Broad Street, which was being renovated.
· Environmental Factors
On television, in magazines, and in newspapers, concerns connected to present climatic conditions are highlighted on a daily basis. In order to encourage sustainable methods for cotton procurement and processing, they collaborate closely with the Better Cotton Initiative (BCI)..
[bookmark: _Toc97419974]Long run and Short Run Strategy
The failure of M&S to expand internationally may be traced back to several interconnected causes. Analysts believe that Greenbury prioritized the organization's daily operations above its long-term strategic intentions, which necessitated revision. Marks & Spencer's success in the UK was due to factors that did not apply to the worldwide market. With its long-term buy British philosophy, the uniqueness of its retail operation and its focus on a single British brand, the company had difficulties in the worldwide market. Furthermore, the lack of expertise with decentralized control of firms was a contributing factor. As the crisis loomed, they took the swift decision to cut ties with this worldwide undertaking. Marks & Spencer's methods of operation have evolved significantly during the course of the company's rapid expansion. 
The failure of Marks & Spencer's growth may be traced back to the company's insistence on sticking with its tried-and-true approach in the face of a market with its own distinct culture and thus failing to flourish. M&S was forced to put its growth ambitions on hold and finally withdraw. Marks & Spencer According to Lassarre (2007), in order to be successful, a corporation must have global goals, a global position, a global business system, and a global organizational structure process, as well as the coordination of human resource management. It is essential for M&S to strengthen its management and worldwide supply chain in order to survive in their particular market. Every market is in a state of imbalance, and an organization must be aware of this. 
[bookmark: _Toc97419975]Conclusion and Recommendation
As the textile industry grows, so should M&S' marketing approach. M&S has to be in touch with their clients so that their inventions may be tailored to meet their needs. It can get new clients without having to worry about alienating existing ones by using this strategy. As a result of this strategy, M&S will be able to have an appropriate supply of inventory on hand to meet market demand while also avoiding the accumulation of surplus inventory. To prevent more financial difficulties, the corporation has to make further modifications. (Rankine, 1998). As a preventative measure, M&S should engage closely with its suppliers to set up a flexible manufacturing system at their facilities. Suppliers will be able to react to any order modifications on time with the items that are most in demand, thanks to this. British suppliers are more costly than those in Europe or Asia, thus M&S buys most of its items from them. M&S should implement a new global sourcing strategy in order to cut supply costs and increase profit margins.
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