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Marks and Spencer were created by Michael Marks and Thomas Spencer back on September 28, 1884, with headquarters in London, United Kingdom.
Marks and Spencer Group PLC is a retailer with a concentration on own-label product such food, apparel, home goods, and bank services both domestically and abroad. The business provides a variety of financial services through M&S Bank, such as current and saving accounts, credit cards, mortgages, and insurance, as well as totally renewable energy services through M&S Energy (Bentley-York, 2022).
Additionally, it offers its goods online via a site for local e-commerce. The company operates stores across Asia, the Middle East, and Europe. Marks and Spencer are headquartered in London. In the UK company’s main activities are related to retail and franchise operations.
This report will analyse and discuss the implementation of competitive strategies to achieve the competitive advantage in the global environment. What strategies marketers use to make the company more competitive.











MAIN DISCUSION

Market segmentation of Marks & Spencer
Market segmentation is a technique of dividing the market into various segments based on the similarity of the characteristics of the customers of the market (Grayson, 2011).  Business organizations divide a market into various segments in order to cater to the needs and wants of customers in a better as well as effective way. Regarding Marks & Spencer, the company also uses segmentation strategies in order to segment the market into various categories so that it can cater to the needs and wants of customers in a better way. 
Marks & Spencer uses the following segmentation criteria to segment the market into various divisions
•	Geographic segmentation
•	demographic segmentation
•	psychographic segmentation
•	Behavioural segmentation
Under geographic segmentation, Marks & Spencer market based on inner and Greater London on one side, and East Anglia, east and West Midlands, on the other side.  Marks and Spencer assume that the buying characteristics of the customers in these regions often vary from region to region. 
Under demographic segmentation, Marks & Spencer targets both men and women. 57.3% of the customers of Marks and Spencer are women. The company also uses age to segment the market. And comparatively young people are the target market of the company (Leite, 2020).
In addition, under psychographic segmentation, Marks and Spencer focus on the individuality of customers in order to segment the market. The company designs different marketing programs depending upon the different patterns of the individuality of the customers.
And, under behavioural segmentation, Marks & Spencer uses the aspect of benefit in order to segment the market into different segments. The customers of Marks & Spencer expect good quality products with enough durability. in other words, the customers expect quality over price. Also, the customers also expect the latest fashion. The company also uses brand loyalty to segment the market (Leite, 2020).
Targeting of Marks and Spencer
For most companies, it is difficult or even impossible to reach all customers in the market and meet all their needs, which are quite large. Therefore, after segmenting the market, marketers focus on the segments that can be best served. This is called market targeting. Some companies think that anyone can be their customer, but this is not the case. The targeting assesses the attractiveness of a given segment, based on which the segments to be served are selected. The company wants those customers who need the services and products it offers. Once the individual market segments have been assessed and the appropriate business-relevant segments have been selected, marketers should develop the right market targeting strategies (Farooq, 2022).
[bookmark: _Int_lHfMyyT8]“Organizations will need to decide how to diversify the marketing channels to target (focus resources and efforts) each different audience (niche segment) they wish to attract and, ultimately, engage with as loyal customers” (Ayman and Kemal Kaya, 2020).
There are several different strategies for targeting the market.
[bookmark: _Int_Ieleirpz]One of them is Undifferentiated market targeting. This strategy ignores segmentation and targets the entire market. The company does not produce different products for different segments (Farooq, 2022).
Another strategy is Differentiated market targeting. Here the company focuses on several market segments and creates a different market mix for each segment. The advantages are that the company can be created at a higher profit, but there will be more costs for advertising and promotions (Farooq, 2022).
Another strategy is Concentrated market targeting. Here, companies focus on specific market segments with small groups of people. These strategies are suitable for small companies with limited resources (Farooq, 2022).
In general, Marks and Spencer do not have a specific target market profile, they target different customers with their wide range of products. They try to encourage customers to visit different departments of the store. The demographic fashion line of Marks and Spencer is aimed at middle-aged women. The company reports that its main customers are those over 45, loyal customers 1-2 buyers and socio-economic groups ABC1, these are people with social status lower middle, middle and upper middle class. From these groups comes 75% of the company's turnover. Marks and Spencer marketers recognize that age is a valuable segmentation and requires targeting different age groups (blogs.brighton.ac.uk, n.d.).
Positioning of Marks and Spencer
Beyond deciding which segments of the market, it will target the company must decide on a value proposition – how it will create differentiated value for targeted segments and what positions it wants to occupy in those segments. (Kotler & Armstrong, 2013) The core values of M&S: quality, affordability and service are creating the value proposition for their chosen segments, but they have been attacked by their competitors. Even it remains the biggest seller of clothes by value in UK, M&S is considered unfashionable and retailers such as Next, Primark, Zara and Burton provide the customers with better fashionable and trending designs with good value. The company also missed the online opportunity to gather its target clients shopping habits by outsourcing to Amazon. Then the company setup own site with expensive warehouse that didn’t work properly and a boring website. 
In food industry chains like Tesco and Sainsbury have moved to frozen food and readymade food products. Again M&S was not positioned online. To regain its market share and dominance M&S has invested in marketing department and employing branding consultants to investigate the organisation marketing aspects. The marketing campaigns as a strategic marketing tool provide the customers with better information thus, they can make informed choices in their buying decisions. (Chokeman and Don, 2005). The marketing department has used marketing campaigns to improve company position in the competitive environment. And through these campaigns the company gained more active communication with its customers and presented its products clearer withing its targeting customers.
To overcome its competitors and take marketing positions M&S has undertaking the following measurements.
Pricing and terms of access – To incorporate factors such as supply, demand, and quality they used properly setup pricing mix. The price mix will be suitable when considering the right pricing strategy to utilize (Brown, 1993). 
Place - The Marks and Spencer’s company has various distribution channels to make their products reach consumers. A new partnership with Ocado that cost £750m These distribution channel performs the following functions: informing, promoting, contacting, matching, negotiating, physically distributing, risk-taking, and financing. 
Availability and security strategy- countering perceived risks by overcoming transport risks and other costs than making a suitable price for the product (Beckman 1991) 
Total adaptation and management strategy-it guides the company’s organizational and technical portfolios especially the development of new products for low earning persons who want to enjoy the drinks. (Brown 1998)
Marketing Mix of Marks and Spencer

The marketing mix represents strictly related activities or strategies a firm implements to promote and sell its products. (Times, 2022) The typical marketing mix comprises the 4Ps- Price, Product, Promotion and Place. Even though these are the most significant, the combination increases, adding more factors such as packaging and political and positional factors.  The risk for each company can never be avoided. Therefore, we need to base our business decisions on information which will help us manage our firm and decrease the level of risk involved. (Housden, 06.2010)
Mark & Spencer is a strong and proven retail chain brand in the United Kingdom. Its portfolio in its marketing mix is massively covering products for all age groups and genders. The company deliver clothes, footwear, and food products. The company meet competition from online retailers and other big players. Mark & Spencer followed a dynamic pricing strategy during the season and offered more product discounts to gain customers, primarily the company’s old stock on sale. (Skool, 2021)
The organisation distributes their products in over 1500 stores based in the United Kingdom and 62 international markets. The company employs over 70 thousand people in their stores and warehouses. M&S bought a 50% share of Ocado`s UK Retail and brought more availability for their products to customers. (David, 2020)
 Mark and Spencer believe in full-on policies regarding their marketing. The brand filters its campaigns carefully, adopting strategies above-the-line and -below-the-line. The firm has a store strategy promoting its products in its outlets. Product and promotion information is also available on their website. Sharing news keeps their customers exiting about the next promotion. (Bhasin, 2019)







CONCLUSION

However,

For its product assortment Marks and Spencer uses a competitive price strategy in its marketing mix. As a part of its promotion and marketing plan, the business has used digital marketing, social media promotions, and online adverts (Faull, 2022). To gain a competitive edge, Marks and Spencer had to step up its efforts to satisfy this need through a joint venture with a strategic partner. Then, to boost innovation and value, it should expand its advertising expenditures.  Marks and Spencer are rapidly changing and depending mostly on evaluations to deal with external difficulties of rising competition and technology advancement. Moreover, their strategy is to be sustainable in the long run. Their core competencies are great customer service, stability in operations and good planning. The company’s success is largely due to its innovative and pioneering methods (Cordon, 2022).
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Group meetings timetable:
23 June 2022 20:47 - 21:10 
27 June 2022 18:55 - 20:43
02 July 2022 11:14 - 14:05
03 July 2022 09:33 – 11:16
05 July 2022 16:24 – 17:52
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