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[bookmark: _Toc49254339]Introduction 
Marketing can be defined as a set of activities that are undertaken by a company to promote or create awareness about its products or services in order to encourage target customers to purchase them (Kotler and Armstrong, 2013). The essay shall attempt to discuss the concept of marketing mix by evaluating critically the stages and processes of marketing. The role of the marketing mix in promoting awareness of a product or service offered by an organisation shall also be discussed in detail in this study. The leading UK-based retail chain, Marks and Spencer has been chosen for reference. Founded in 1884, the company has revenue of £10,181.9 million in 2020 (marksandspencer.com, 2020). 
[bookmark: _Toc49254340]Discussion 
 In the words of Baines et al. (2017), the concept of marketing maintains that achieving the goals of an organisation depends on having knowledge of the wants and needs of the target customers and delivering and satisfying their desires in a better way than competitors. M&S engages in a number of marketing activities to create and promote awareness of its products among the customers it targets. For instance, the company’s marketing department creates attractive campaigns, advertisements on social media platforms, billboards and print media and introducing catchy slogans such as “Spend it well”. All of these initiatives are aimed at intriguing customers to check out the products offered by the company to increase sales. 
Apart from this, branding is another key practice of marketing that aims at creating a name, design, or symbol that helps to identify and differentiate a product or service offered by one brand from other similar products (entrepreneur.com, 2020). There are several advantages of branding such as it helps to create awareness regarding the brand. For instance, M&S is known all over the world for its products. A customer can see it in any country with the labelling in a foreign language and instantly know that it is a product of M&S. 
As commented by Gonzalez-Fuentes (2017), it is essential for educating the consumers about the ins and outs of a product or service that is offered by a firm. Therefore, in order for consumers to make a purchase, they need to have a clear understanding of the offering and how it is to be used, which is done effectively by engaging in marketing activities. Furthermore, marketing activities also help in managing the expectations of the consumers by using information from them to know which brands they consider to be most reliable. 
The core processes and stages involved in the marketing function of organisations such as Marks and Spencer are explained. The first stage, market research essentially deals with having a clear understanding of the market trends and what consumers want and need. This process is achieved by M&S by conducting a thorough market research by means of questionnaires, surveys, and face-to-face interviews. 
 [image: Our Hierarchy of Needs | Psychology Today]
Figure 1: Maslow's Hierarchy of Needs theory
(Source: Fallatah and Syed, 2018)
The company also follows the principles of Maslow’s Hierarchy of Needs Theory which comprises of five basic needs of human beings – physiological, safety, love and belongingness, self-esteem, and self-actualisation – in order to create a need for its products in the customers and take steps to satisfy those needs efficiently (Fallatah and Syed, 2018). 
Situational analysis deals with conducting a situational analysis of the organisation in order to understand its internal capabilities, threats and opportunities. In the case of M&S, situational analysis is conducted by the authorities using the SWOT model. 
SWOT analysis 
	Strengths
	Weaknesses

	· M&S has its own labels in almost every category such as Per Una, Autograph, North Coast, among others (drapersonline.com, 2018). 
· The multichannel presence of M&S is one of its biggest strengths. M&S has a huge number of physical stores, 959, across the UK. 
· As per 2020 data, M&S has highly diversified workforce of more than 78,000 employees across the world with diverse ethnic, religious and cultural backgrounds (corporate.marksandspencer.com, 2020). 
	· There have been frequent issues related to return policy and in-store experience. 
· M&S has been unable to penetrate into foreign markets successfully yet, leading to the chain having a strong presence only in the UK, the US and Europe. 
· M&S seems to have a weak scalability of supply chain because of which it is still unable to deliver to all locations across the world. 

	Opportunities
	Threats

	· Use of new technology to innovate new line of products and segments.
· Internationalisation is a golden opportunity that M&S can undertake in order to increase its overseas presence and reach out to more customers. 
	· M&S faces very stiff competition from Debenhams, John Lewis Partnership, Tesco, and ASDA among many others.
· The ongoing global pandemic, COVID-19 is a major threat to the steady growth and flow of revenue in the company (bbc.com, 2020). 


Table 1: SWOT Analysis of M&S
Porter’s Five Forces 
Threats from new entrants – Often, it is not easy for new companies to foray into the UK markets. Various key requirements such as investments and capital are very high for creating space in new markets. Moreover, existing firms also have their respective loyal customer base and therefore, the risk from new entrants is low for M&S, more so, since the company has managed to establish itself as one of the most dependable retail brands in the country. 
Consumers’ power – UK consumers are found to be very sensitive about quality and price of the products they purchase. Even the slightest change in trends and product prices can affect their demand in the market and lead to customers switching to other brands. Thus, the power of consumers is high for M&S when it comes to meeting their ever-changing needs. 
Suppliers’ power – Materials and fresh raw materials can be easily sourced from local suppliers in the UK market. Companies, particularly the established ones have the power to bargain with their suppliers and avail quality materials at low prices. Therefore, M&S faces low supplier power as it can easily contact alternate suppliers to avail the best materials at low rates.
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Figure 1: Porter's Five Forces Model
(Source: ÖNEREN et al., 2017)
Risks from substitutes –The likelihood of retail chains offering identical products at varying quality and prices is very high (ÖNEREN et al., 2017). Customers have a huge number of alternatives to choose from and therefore, the risk from substitute products for M&S is high. Therefore, the need for M&S is to implement different pricing strategies and quality improvement tactics to eliminate this risk. 
Existing rivalry – Many international and local retail brands are operating in UK. Furthermore, ecommerce also offer higher convenience to buyers through home deliveries. The threat from existing competition is very high for M&S as it has to compete with Tesco, ASDA, Debenhams, Next and others which already have an established global presence and a loyal customer base of their own (retaileconomics.co.uk, 2020). 
There are various advantages and disadvantages of Porter’s Five Forces Model. The advantages are that it helps to gauge competition present in the industry in which a company operates because if that firm operates within an industry in which there is low competition then it can enjoy significant pricing power and rive higher profits and revenue. The model helps companies to identify markets where threats from substitutes and from new entrants are low. Only after this analysis do companies seek to enter those markets.  The disadvantage of this model is that it is not applicable for all industries, for instance fashion or technology. 
The advantages of the SWOT model are that it helps to maximise a company’s response to profitable opportunities. It helps a company to identify its core competencies. The disadvantages of this model are that its categorising aspects may be highly subjective as there is significant uncertainty in the market (Gürel and Tat, 2017). Furthermore, although the SWOT analysis model emphasise upon the importance of the four aspects of weaknesses, strengths, opportunities and threats, it does not mention how a company can identify these aspects on its own. 
Segmentation, Targeting and Positioning is the third stage which is particularly useful for creating effective plans for marketing communication to help companies such as M&S to prioritise propositions and develop relevant and personalised messages for customer engagement (Kipnis and Demangeot, 2017). Market segmentation involves identifying the bases for segmenting the overall market. Segmentation can be based on demographics, behaviours or psychographics. Targeting deals with evaluating the commercial and potential attractiveness of each of the segments. Positioning stage involves developing detailed positioning of the products for the market segments that are selected to be targeted.  
Marketing strategies is the fourth stage of marketing wherein effective strategies of marketing are developed by the company’s marketing department in order to create awareness about the products or services that are offered by them in order to capture the attention of the customers and convince them to make purchases. M&S develops its marketing strategies based on the information collected during the marketing research. 
 Budget allocation deals with created a financial plan or budget which consists of all the costs or expenses involved in each of the marketing activities undertaken by a company such as M&S. In fact, M&S can be found to create a budget for all the marketing operations and activities it undertakes such as advertising on the digital and print mediums.  
Evaluating strategy effectiveness is the final stage wherein the effectiveness of the marketing strategies that have been developed is evaluated using key performance indicators or KPIs. In case of the strategy not being effective enough, necessary changes are made or new features are incorporated in order to make them more efficient to arouse the interests of the target customers and compel them to make purchases. 
Segmentation – M&S focuses on the demographic segmentation by researching about the age, gender and income range of its customers. The varieties of products and options are chosen after evaluating their age group and income range. Competitive prices and discounts are offered on the basis of the income group for managing the sales flow of the business. 
Targeting – M&S mainly targets customers in the age group of 20 to 50 years because this range is found to be the more frequent purchasers of fashion and consumer goods. Both male and female customers are targeted within this range and they are mostly from the high income group. 
Positioning – The products offered by M&S are positioned in two quadrants: high quality and high price in order to rake in higher revenues and meet its objectives. This positioning strategy is used by the company to gain the attention of the high income people. 
The concept of marketing mix plays a significant role in marketing. As stated by Išoraitė (2016), the marketing mix is a key concept of the marketing function that involves a combination of the various components with the aim to strengthen and consolidate the brand of a product to help sell it in the market. The role of the marketing mix has been presented with reference to M&S. 
The first P, Product is representative of a service or item that is designed specifically for satisfying the wants and needs of the customers. In order to market a service or product effectively, it is important to formulate a strategy to differentiate the offerings from competing ones. M&S can be found to have a diverse product portfolio that includes apparel, footwear and accessories for men, women and kids, home decor products and furniture and even food products. 
The second element, Price, is important for considering the costs that are related to R&D, marketing, manufacturing and distribution of products. The price of a product is set based on its potential demands in the market. M&S has a competitive pricing strategy in place in order to make its products affordable to a larger section of the consumer base and maintain its position in the market amidst fierce competition. 
Place, on the other hand, is important to be taken into consideration as selling an offering online or in a physical store makes significant difference to its market success or failure. M&S can be found to be selling its products in its physical stores in order to gain brand visibility and expand its customer base. Apart from this, the company is also providing online shopping experience to its customers by providing them with the facility to make purchases sitting at home and using local currency. 
Promotion is another key element in the marketing mix which is of paramount importance for a company as promotional strategies play a key role in the marketing process. As per the opinion of Kim and Kim (2018), the promotion element helps companies to reach out to their target customers by communicating the benefits of the products sold to them. M&S creates its campaigns carefully to be displayed in the digital, print and visual mediums. 
Physical evidence plays a major role in marketing as it assures customers that the brand they are interacting with or purchasing from is legitimate and actually exists. For instance, in the context of M&S it can be found that the company has around 959 physical outlets across the UK, online food service, also provides its products in attractive packaging. 
People are essentially the employees who design and sell products or services and also represent the company to the customers. They are important for the effective marketing of a company’s offerings as they directly or indirectly interact with the customers regarding the products they sell. M&S employs a huge number of employees each year who are responsible for carrying out the numerous functions of running the business while understanding the requirements and expectations of the customers. 
Process involves the set of actions undertaken to deliver the service or product to the customer. In marketing, this element plays a major role in the marketing process by assessing a number of aspects such as the company’s customer relationships. M&S uses this element by continually making efforts to increase the availability of its products and also notify customers beforehand when they are not available. M&S also has an effective customer complaints system wherein customers can simply go to the official company website and write a review of their experience with a particular product or the overall customer service. Likewise, they can also complain about their dissatisfaction by calling the company’s customer service on the toll free numbers listed on the website. 
Therefore, it can be understood that the marketing mix indeed plays a key role in helping a company to develop suitable marketing strategies that can effectively benefit the business. However, as said by Wu and Li (2018), the drawbacks of marketing mix must also be taken into account; it fails to consider the behaviour of the customers, rather it is internally oriented, meaning, it considers customers to be passive and does not allow for deep interaction which can go a long way in developing strong, long-term relationships.
[bookmark: _Toc49254341]Conclusion 
Marketing is one of the most crucial things that a business can do in order to build brand awareness. Not only that, but the marketing function is also integral as it helps in increasing sales, engage customers and grow the overall business. 
Recommendations 
Growth Matrix proposed by Ansoff also suggests four core strategies that companies generally use to create and maintain demands in the existing and new markets (Dawes, 2018). The first strategy, market penetration is used when firms seek to retain the demands of their existing products in the current markets by lowering their prices while improving their quality at the same time. According to Duda (2018), product development is used when new production lines are used to create demands in present markets. 
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Figure 2: Ansoff Growth Matrix
(Source: Dawes, 2018)
Market development involves venturing into foreign markets with established products to increase customer base. Lastly, diversification strategy deals with foraying into newer markets with new range of products. 
M&S can use market penetration to attract more customers and retain them by offering high quality products at lower rates, instead of targeting only the premium segment. Customers these days are always on the lookout to purchase high quality products at low rates and therefore, the market penetration strategy can help M&S to appeal to a huge number of consumers and therefore drive profits. The market penetration strategy can be effectively used to first offer quality products at cheap rates in order to gain a loyal customer base and then raise it gradually once the company has been able to establish itself in the new market (Tsatsoula, 2018). 
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