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[bookmark: _Toc144110654]Introduction 
This report provides a typical and critical analysis and evaluation of the business and organization named, Marks & Spencer. The report will highlight the forces of the external business environment that influence the working of the business and the organization. The business strategies need to take account of all these forces to identify the opportunities and threats to the organization, and so that by overcoming these threats and concentrating on the opportunities, the organization or the business company can navigate its way to success. The factors affecting and influencing the company's businesses and its working models will be properly listed. Marks & Spencer (M & S) is a public limited company and a British multinational luxury brand that deals in clothing and beauty, home, and food products. The report will also include the advantages and disadvantages of the five competitive forces that will be explained. The process and stages of marketing will be identified and then analyzed based on company data and information. The role and influence of the marketing environment on the company and business and its situational analysis will be done with credible future recommendations. The objectives and strategies of the marketing process will also be stated in this report.
[bookmark: _Toc144110655]
Marketing and Marketing Processes
Marketing can be stated as the activities or processes undertaken by the company or the offerings given by the company using communicating, delivering, and creating some set of institutions for society, partners, clients, and customers. Marketing can include buying and selling the products and advertising the products or services offered by the company to increase sales.
Marketing processes are the processes used by companies and organizations or maybe marketers to advertise and promote their products or services to their targeted customers. These processes make the targeted or non-targeted audience aware of offerings made by the businesses and convince them to buy them. 
[image: ]
Figure 1. Steps of Marketing Processes 
(Source: iEduNote, 2023).
[bookmark: _Toc144110656]Situational Analysis 
The company has a lot of opportunities like internationally expanding the business to other countries. Marks & Spencer has shifted its business to E-Commerce to meet the changing needs of the customers. It can concentrate on environment-friendly products and practices to remain sustainable in the market for a long time. It has also made innovations in products and has collaborated with other companies to expand itself and reach new customer segments. Apart from these opportunities, many threats can impact the company and its growth like intense competition in the market, its economic intensity, shifts in the behaviors of customers, and supply chain disruptions because it sourced products from all over the world.
[bookmark: _Toc144110657]Objectives 
By using the marketing processes and strategies, the company wants to succeed in the market. M & S aims to be a sustainable business in the market through many processes like profitable growth and consistency. With the help of market analysis, research, and knowing the interests of the customers, the company wants to draw the attention of the consumers to the products and services offered.
[bookmark: _Toc144110658]Strategies
The company, Marks & Spencer works on several strategies to succeed in the market.
Product Strategy: M & S covers the items for every age group including men, women, and kids. This makes the market of the company wider and more target audience is attracted to the products (Zhang, et al., 2018).
Pricing Strategy: The pricing of the company for its product portfolio is very competitive. Offering premium quality products to the customers, the company has kept the prices high and medium.
Place & Distribution Strategy: The company has more than 1000 stores in more than 50 countries and a greater number of stores in the UK. For the limited products, the company provides international delivery.
Promotion Strategy: M & S focuses on digital marketing for the promotion of its products. The company relies on social campaigns, mobile ads, print media, and TV ads for the promotion (Pritchard & Morgan, 2017).
People: M & S believes in paying special attention to its consumers by offering them payment policies, insurance schemes, share buy, pension benefits, etc.
[bookmark: _Toc144110659]Implementation and Control
Implementing and controlling the marketing processes at every stage of the cycle is not an easy task to be done. It is necessary to carry out all the processes effectively and accurately to maintain the reputation of the brand and the company. The company offers its products in the high and medium range which it justifies through innovation, durability, and quality in the products and services. There are clear goals and objectives of the company to ensure the achievements and implementation and control of the marketing processes and plans. This all happens because of the coordination and good relationships in the departments, leadership qualities of the management, proper application of organizational and human resources, and giving incentives to the employees with time. It could be done by maintaining the quality of manufacturing, performance, and order fulfillment (Wheelen, et al., 2017). 


[bookmark: _Toc144110660]PESTEL Factors
Political Factors - Political factors are impacting the company in some or the other way. The regulations and law changes in the retail sector that include trade restrictions, tax, and employment laws can affect the company. The company is experiencing new trade barriers because of the effects of Brexit as the company is UK-based. The company can experience political pressure on its fair trade, sustainability, and sourcing. Public policies related to these pressures can impact and affect the image of the brand as well as its operations. The profits of the company can also be influenced by political tensions taking place globally (Schleper, et al., 2021).
Economic Factors – Economic factors like the economic climate of places like the growth and downturns can affect the sales of M & S. As the company has the business expansion internationally, the currency exchange rates and risks associated with it can affect the revenue and the costs of goods that the company imports from other countries. Another thing is that a higher unemployment rate can result in lower sales for the company as people without jobs will avoid purchasing the items that are not essential for them. The increased inflation and interest rates can also affect profitability by influencing customer spending to decrease gradually (Toms & Zhang, 2016).
Social Factors – There can be many social factors that will affect the company. These factors can be anything like lifestyle changes of the people living in different countries including urbanization can impact the types of products that they buy. The changing preferences and tastes of the customers can positively affect the company to make new products and increase revenue. M & S can experience a difference in the cultures, traditions, preferences, and shopping habits of people or customers in different countries. People nowadays are more concerned about their health, so they demand healthy food and clothing for their activities (Gray, 2015).
Technological Factors – Incorporating technology into the business has profited the company as people are using their smartphones and e-commerce websites to purchase products, so the company has developed and optimized its website to increase customer engagement and know and understand their behavior. The use of Artificial Intelligence technology in business informs the company about the data of the customers like their purchasing habits and liked trends. M & S has started tracking the products and supply chain through IoT devices which benefits them in improving inventory management and reducing waste. Letting customers use smart payment techniques like contactless and mobile payments has impacted the transaction management of the company (Keeler, et al., 2019). 
Environmental Factors – The sustainability expectations of stakeholders and customers have made the company think about the reduction in waste and sourcing material sustainability. Other environmental factors like climate change can affect the revenue of a company due to the impact on the price and availability of certain products, especially the food business of M & S. The scarcity of resources like water and many types of raw materials can highly impact the cost, operations, and production of the company M & S. The production can also be affected by the shifting in the form of energy used by the company because the focus is growing on increased use of renewable energy sources (Jones, et al., 2016).
Legal Factors – Legal factors that can affect and impact the company are the laws and legislations like minimum wage laws, anti-discrimination, and health and safety laws that should be followed by any organization. The legal factors also include consumer laws like product safety and consumer protection can lead the company to think of how they advertise and sell their products. There are also many environmental legislations like usage of certain materials, trade regulations including export and import, and Brexit has also affected the company.
Most of the factors from the PESTEL analysis are unfavorable for the company as there are many regulations and rules or laws that the company has to follow are impacting the overall revenue of the company. These factors are disturbing the already made strategies by Marks & Spencer and putting a burden on thinking of new strategies to overcome these factors and to deal with them in an efficient manner that would not harm anything or anyone. However, the technological factors listed above benefit the company and are also in favor of it, and give it opportunities to expand the business without any threat or fear.
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Figure 2. PESTEL Analysis and Factors 
(Source: LinkedIn, 2023).


[bookmark: _Toc144110661]Porter’s Five Forces Model
Porter's Five Forces model of Marks & Spencer analyzes and measures the position of the company depending upon forces like the threat of new entrants, threat of substitutes, competitive rivalry, bargaining power of buyers, and bargaining power of suppliers.
The threat of new entrants – The company can only experience the threat in the industry of food business because any other industry of the company like home products and clothing cannot lose its reputation as the company has a large network of distribution and has a well-reputed image all over the world. The company has also started e-commerce which enables busy customers to do shopping from their places and there is no need to visit the stores. This has led to the least distracted customers of the brand and the company Marks & Spencer. The company commands a good amount of brand loyalty and that is why the risk of new entrants is low (Morgan, 2022). 
The threat of substitute – The products of the company like food and clothes can be substituted by the companies offering the same products to the customers. Though the company M & S is continuously working on its development processes and designs of the product to be unique in the market, it will not be tough or difficult for other companies to copy or plagiarize those designs and make similar and cheaper products. There are already many substitutes in the market for the products offered by Marks & Spencer. After considering all these things, it can be concluded that the risk and threat of the substitute are very high.
Competitive Rivalry – Being a retail industry, the competition might be very high as the customers have a wide range of products and companies to choose from. The customers have the choice of getting the same or good products at a cheaper rate than the rates offered by M & S. The company is also facing high competition from e-commerce websites from where getting the good and premium products at cheaper rates than the stores is easy for the customers. This has started devaluing the brand. From the above considerations, this can be stated that the competitive rivalry for the company Marks & Spencer is high, and this competitive environment will have a very big effect on the revenue of the company (Kanakaratne, 2020).
Bargaining power of Buyers – The industry in which the company is working and operating its operations and making the products is competitive and price sensitive. Retaining customers is getting more difficult day by day because of the minimal switching costs for the customers. It has become important for the company Marks & Spencer Ltd. to keep its customers and clients pleased. Because of this, M & S has gained a reputation as one of the most devoted businesses in the eyes of its customers. There are many alternatives available in the market for the customers to choose from. These alternatives can be affordable as well as expensive for the customers depending on the alternate brands and products they are choosing. From the above information, it could be analyzed that the bargaining power of the buyers is high. 
Bargaining power of Suppliers – The company gets the raw materials and input materials from its suppliers. The company is operating in multiple countries all over the world, so it is known that there would be many suppliers for providing the input materials and not one. The company sells its products at higher margins than other competitors and rivals because the company does not purchase finished goods but manufactures them in its factories. It would be easy for M & C to shift from one supplier to the other as the company is taking raw materials from many suppliers and due to this the company can demand purchases at lower demands. From the above data, it can be concluded that the bargaining power of the suppliers is low.
[bookmark: _Toc144110662]Advantages and Disadvantages of Porter’s Five Forces Model
Advantages
Analyzing and identifying the position of the company based on the model of Porter’s Five Forces helped to get an estimate of competition that the company might face or may be facing currently.
Porter’s five forces gave the overview and outline of the strengths or opportunities and threats that exist. This will enable the management of the company to take action regarding the threats and work on the strengths more.
After analyzing the model, the places of opportunities for the company were identified briefly. This will help the company to make decisions accordingly on where and how to process in the future and conduct the forward integration (Bruijil, 2018).


Disadvantages
After working on Porter’s five forces and identifying them, it was realized that this model does not give information about the quantitative data and does not conduct the quantitative analysis of external factors.
Using this model or analytical framework on large companies is impractical, especially for companies that operate in different market segments. It is meant for analyzing the position of the company operating in a single industry. 
This framework does give information about external and internal risk factors for the company which can damage the reputation of the company and make the high-rate fluctuations in the business revenue.
This model or framework does not apply to all sorts of industries and has the biggest limitation on the composition (Goyal, 2020).


[bookmark: _Toc144110663]Recommendations
The company needs to revise its marketing strategies for the industry of cloth. The designs and fashion styles of the company are a little bit outdated according to the customers and the emerging trends. Marks & Spencer has a bigger and larger target market, and so because of this, there is a need for improvement and development according to every age group of the target audience. These things may satisfy the different needs of people. Also, the stick management combined with the information technology should be enhanced and improved. M & S company needs to overcome the threats, risks, and weaknesses and develop its strength forces, and turn them into opportunities. 
The Ansoff Matrix could be used by the company for its international growth. Below are the two strategies from the Ansoff Matrix. 
Market Development: The Marks & Spencer company should do proper research to identify the customer segments and new markets for its offered products and also should develop them more. As it works and operates in different countries, the company should identify the different consumer behaviors, trends, and cultures to develop the products and meet the needs of customers internationally, thereby increasing the revenue and sales of the company. The company should focus on expanding itself regionally in the cities of the same region (Kotler & Armstrong, 2013). It should aim to expand itself globally on the international level and in the countries where its operations and productions are not carried out or where the company has no stores or sales. Marks & Spencer should identify new customer segments and develop new products with enhanced features to draw the attention of a new target audience (Loredana, 2016). 
Market Penetration: This strategy from the Ansoff Matrix will make the company grow in the same market as the existing products. For this, the company needs to increase its production capacity to reach more customers and it will control overhead costs by increasing efficiency and effectiveness. This can lead the company to competitive pricing and draw the attention of consumers in the same market to increase sales and consumption, ultimately leading to high market penetration. To further increase its market penetration, Marks & Spencer should focus on advertising and increase its investment in marketing. It should enhance its distribution practices with some innovative means and should explore new channels of distribution for its products as this will help it to reach new consumers in the same market and also a sense of increased penetration by improving accessibility. 
[bookmark: _Toc144110664]
Conclusion
This section of the report is concerned with the conclusion of marketing fundamentals of the British multinational luxury brand, Marks & Spencer. The report states what marketing is and identifies the stages of marketing processes followed by the company. A situational analysis is done and implementation and controls of the strategies are stated as specific. The political, economic, social, technological, environmental, and legal factors of the company are discussed in detail and are in favor or unfavorable to the company. The analytical framework of Porter’s Five Forces is discussed by stating each of them as high, medium, or low risk. The advantages and disadvantages of Porter’s Five Forces are also discussed in detail which tells about the pros and cons of this analytical framework in the context of the company, M & S. It is recommended for the company to focus on the opportunities and overcome the risks and threats, and market penetration. Also, the company should develop the market consumers in the same market should be targeted. 
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