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Introduction
The aspects of an organisation regarded to have a direct impact upon the future cash flow and income of the same are called marketing fundamentals. In this study, the focus will be made on the marketing strategies undertaken by Marks and Spencer via 4P’s of the marketing mix and STP framework. 


[bookmark: _Toc110352766][bookmark: _Toc110355677]Blog 1: Company Background
Mark and Spencer are one of the biggest and leading retail organisation that has been operating in the UK since 1884 (Marks and spencer, 2022). The organisation has its headquarters present in London, the United Kingdom that was founded by Michael Marks and Thomas Spencer providing their consumers with fashionable clothes, which are for both men and women. 
[image: ]
Figure 1: Marks and Spencer
(Source: Marks and spencer, 2022)
Furthermore, Marks and Spencer have also been providing their consumers with stylish homeware and high-quality food that holds significant value to consumers all across the globe. It is believed that Marks and Spencer have near about 1509 stores within the different international territories which also includes more than 100 websites in the global context.. Lastly, consumers of Marks and Spencer also get the service of renewable energy creating a great source of electricity. Some of the key persons of Marks and Spencer are Archie Norman, Stuart Machin, Katie Bickerstaffe, Eoin Tonge and many more that are contributing to the overall functions and activities of the same. Currently, there are almost 66,210 employees that are working with Marks and Spencer where they have successfully gained a total revenue of 10 billion pounds within the territory of the UK and 900 million in the global context (Statista, 2022). 
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Figure 2: Employee Count of Marks and Spencer
(Source: Statista, 2022)


[bookmark: _Toc110352767][bookmark: _Toc110355678]Blog 2: Product
Marks and Spencer are renowned for their clothing line, which is available for men, women and children across the globe. Furthermore, they have also been issuing homeware items to their potential consumers within both the UK and other international markets they have been operating in (Forbes, 2022). Other services that Marks and Spencer provide to their consumers, they have been providing financial services that highly include insurance, credit card and savings. 
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Figure 3: 5 Iconic Products and Services of Marks and Spencer
(Source: Marksandspencer, 2022)
While engaging their consumers with different products and services, leaders of Marks and Spencer signifies and focus on maintaining the quality so that consumers’ decision-making process could be enhanced and influenced. Choosing the trendy and favourable products and services for consumers is done by analysing their social media along with maintaining a sustainable approach (Marks and spencer, 2022). However, the development of products and services by Marks and Spencer is taken with the help of their partners, likely, their suppliers to create an innovative approach for attracting consumers and implementing a trendy outlook. Maintaining the quality and standards of products and services that the organisation is issuing to consumers is done by constantly assuring the source and safety of the same. Every product and service of Marks and Spencer is produced by aligning it with their Code of Practices, guidelines and comprehensive policies. 

[bookmark: _Toc110352768][bookmark: _Toc110355679]Blog 3: Price
In 2022, Marks and Spencer have successfully generated total revenue of 10.9 billion pounds only within the territory of the UK which shows an extensive increase from 2021 where the overall value was 9.9 billion pounds. Furthermore, within the international markets, it has generated total revenue of 900 million pounds (Statista, 2022). 
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Figure 4: Revenue Generated by Marks and Spencer
(Source: Statista, 2022)
Based on the range of products and services that Marks and Spencer have been providing to their consumers, it can be stated that the organisation has been using the Premium pricing strategy (Marketingsociety, 2022). Premium pricing strategy can be defined as the process in which an organisation sets a high price for their products and services concerning the quality of the same and invests heavily within their marketing processes (Subrahmanyam and Arif, 2022). Despite the impact of Covid-19 and Brexit upon the organisation, they have been pursuing keeping a premium pricing policy where major investment is made in their marketing and content-building strategies. Within the premium pricing strategy, the focus of the organisation was made on building iconic advertisements where influencing the decision-making process of consumers would be significantly possible. Furthermore, Marks and Spencer have also been constantly providing their consumers with offers and discounts, which was also a part of their premium pricing strategy. 
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Figure 5: Discounts Offer by Marks and Spencer
(Source: Marks and spencer, 2022)


[bookmark: _Toc110352769][bookmark: _Toc110355680]Blog 4: Place
Within the territory of the UK, Marks and Spencer have 1035 stores whereas within the international market there are 472 stores where consumers can walk in and purchase their products and services (Statista, 2022). Along with this, Marks and Spencer have more than 98 global websites, which enable consumers to make their purchase from the leisure of their home. With the help of Marks and Spencer’s website, they have been engaging and communicating with their consumers providing them with enhanced experiences that could have been possible as well including the possibility of customisation. With the possibility of customisation and personalisation provided to consumers, it is believed that websites are the most convenient place for consumers to shop. 
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Figure 6: Locations of Marks and Spencer
(Source: Statista, 2022)
Major international markets where Marks and Spencer have successfully established their business include Switzerland, Sweden, New Zealand, South Africa, Canada, Australia and Belgium. Furthermore, they have expanded their business into countries including USSR, Norway, Fiji, Denmark Holland, India and Italy. Additionally, the CEO of Marks and Spencer, Steve Rowe has been sitting in the headquarter of the organisation which is located in London, UK to oversee the functions and activities that are operated within every store and website along with their key stakeholders. Further expansion has been done by leaders of Marks and Spencer with the viewpoint of having a more engaging environment for both their consumers and employees to work in and build a trustworthy relationship. Therefore, the structure of Marks and Spencer is flat where more than 600 innovative and creative ideas for product and service development can be established (Marks and spencer, 2022).

[bookmark: _Toc110355681]Blog 5: Promotion
Marks and Spencer (M&S) uses different promotional mediums and strategies to market its offerings and brand to a targeted audience that includes adult well-educated customers with well-paid jobs. For instance, it offers discounts on sleeted lines and uses coupons and promo codes to make short-term sales. M&S makes investments in broadband channels for promotional activities. It uses television advertisements to reach mass customers. It also uses print media such as newspapers to place advertisements on the latest collection. There is also the use of broadband channels to spark customers' purchasing behaviour. For instance, TV advertisements are used for encouraging shoppers to make use of the mobile application of the company for making a future purchase (Marks and Spencer, 2022).
According to Rogers (2022), M&S invest in a transformation plan for boosting sales during festive sessions. It strives to grow the loyalty of customers through product development initiatives such as retaining the quality of food products and developing everyday-style clothing. During Christmas 2021, it launched Sparks’ campaign with the launch of the first app that grew downloads of thousands of potential customers. Through this, the company could generate 14 million Sparks users that doubled up its membership since last year. During the festive period, the company creates values for customers to augment sales (RTIH, 2022).
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Figure 7: M&S' Sparks
(Source: RTIH, 2022)
Even more, social media is used extensively by M&S to reach the wider public such as Instagram, Facebook, Twitter, and others. For instance, it is using Instagram to attract Millennial. After targeting more mature customers, it is targeting younger shoppers with Instagram. M&S is sharing a wealth of content on the Instagram platform of food, fashion, and other content to Generation Z and Millennials who are more likely to use Instagram. The photo search feature of Style Finder with a powerful Artificial Intelligence system snaps a picture of clothing articles and matches features to items in the company’s inventory (Marks and Spencer, 2019).


[bookmark: _Toc110355682]Blog 6: Marketing Mix
As per Kareh (2018), the traditional marketing mix was developed around 4Ps such as product, place, price, and promotion. Then two Ps were included such as people and processes that responded to the changes in e-commerce, customer service, and social media. Product included design, variety, quality, packaging, positioning, and features of product and services. There is an emphasis on customers' growing knowledge about their purchases that addressed stress in solutions to meet market expectations. Price is how much customers are willing to spend on a service or product. Pricing strategy is crucial for instance discounting when permanently anchored in consumers’ minds they may refuse to pay later the retail price. The place in the marketing mix is the product accessibility to targeted customers.
Using e-commerce platforms may increase coverage for retailers however; limiting coverage may highlight the scarcity of the products. The use of e-commerce channels nowadays increases product awareness and acts as a tool for ensuring credibility. Promotion is the most visible element in the marketing mix and it incorporates sales promotions, advertisements, and public relations strategies. Processes or systems such as automation play a crucial role in marketing strategies. They decrease cost and help attain customer satisfaction. People are human resources in an organisation. Organisations require hiring and developing the right people who can offer quality and consistent service to customers. Staff needs to be trained on customer behaviours and habits that humanise customers using consumer personas.
Thabit and Raewf (2018) have defined a marketing mix as a controllable group of factors that an organisation can employ to affect customers' response to services or products. It is a combination of strategies used by companies to realise their objectives by marketing services and products to a specific targeted group of customers.
[image: ]
Figure 8: Marketing mix (4Ps)
(Source: Thabit and Raewf, 2018)


[bookmark: _Toc110355683]Blog 7: Segmentation, Targeting and Positioning
Marketing segmentation classifies customers into similar clusters or segments that enable them to respond by planning marketing mix elements. According to Kotler and Armstrong (2013), market segmentation is based on psychographics methods that classify segments as per personality traits, lifestyles or other characteristics. Behavioural segmentation divides consumers on the basis of their attitude, knowledge, response to products and product usage. In targeting, the current market is divided into segments and efforts are made on a few segments. Positioning is the effort to develop a perception of customers of products or brands to create an advantageous position among competitors (Adeola et al., 2019).
In the words of Camilleri (2018), a target-marketing strategy involves classifying the market into segments and planning products to the same. It is focused on the wants and needs of customers. The market segment involves individuals or groups who share similar traits or interests. In market segmentation, segments are identified and the customer base is divided into sub-segments. This enables adopting the systematic approach in planning for the future resulting in better use of marketing resources. Demographic segmentation involves classifying the market into segments that are identified based on factual or physical data such as gender, age, occupation, income, family size, nationality, race, and religion. Geographic segmentation includes the selection of markets as per their location. The product-related segmentation depends on the service or products to be marketed.
Segmentation- M&S has a segmented market based on demographic and psychographic dimensions. This means that it considers the physical aspects and lifestyles of varied groups of customers that inform its marketing decisions.
Targeting- M&S has targeted customers of different age groups including younger customers, Millennial and Generation Z besides older customers to make sales of different ranges of products. It targets younger customers who are social media users and stay active on platforms like Facebook and Instagram to influence their buying decision through marketing activities.
Positioning- Positioning is done in M&S considering the value of the brand. The products are positioned at high quality and high price. The company sells a modern, premium, and innovative range of fashionable items.

Figure 9: Perceptual map
(Source: Created by the learner)
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[bookmark: _Toc110355684]Conclusion
It is concluded that the given study is presented as a series of blog posts on the marketing fundamentals using Marks and Spencer as a chosen organisation to provide examples. A thorough description of the company is provided along with its marketing mix strategies. The theory of marketing mix and STP are discussed in the context of business.
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