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[bookmark: _heading=h.qkqggqu8uyeo]1.0 Introduction 
Marks & Spencer (M&S) is a very popular retail brand in the UK. The product portfolio usually includes home products, personal care products, clothing, and food items. M&S has approximately 380 stores and 46 websites all over the world (Marks and Spencer, n.d.a). It is considered one of the leading British retailers, which promises quality and value (Marks and Spencer, n.d.a). M&S is also known for its trusted customer service, which has offered a competitive advantage to the business against rivals such as Tesco, Sainsbury's, and more. Therefore, the main aim of this study is to understand how external factors and different situations impact M&S and their marketing decisions. Even though the business has a marketing team dedicated to excellence, this study focuses on a situational analysis to understand how the business is currently positioned. This helps identify areas requiring improvement. Also, the SWOT analysis provides a better understanding of the internal and external forces impacting M&S. Therefore, the main idea in this case is to understand how the brand can strengthen its position in the market and ensure future growth. 
[bookmark: _heading=h.tlk8b0f3q90c]2.0 Situational Analysis 
	Strengths (S) 
· Popular brand image. 
· High-quality products (Marks and Spencer, n.d.a). 
· Ensured the durability of the products. 
· Loyal customer base. 
	Weaknesses (W) 
· High prices of the products. 
· Heavy dependence on the UK outlets. 

	Opportunities (O) 
· Increasing demand for online shopping (Le et al., 2022). 
· Opportunities to expand into emerging markets. 
	Threats (T) 
· Intense competition in the retail market (John et al., 2023). 
· Frequently changing behaviour of the customers (Chowdhury et al., 2024). 
· Changes in market trends. 


Table 1: SWOT Analysis 
As mentioned in the SWOT analysis, the brand image of M&S is very strong in the UK retail market. The company has been consistently providing value and quality to customers, which has improved the brand image of M&S (Marks and Spencer, n.d.a). M&S has been in operation since 1884 and started from Penny Bazaar to establish the brand as a global retailer (Marks and Spencer, n.d.b). Therefore, it has been in the strategic core of the business to maintain quality and consistency to keep the customers loyal. A loyal customer base is also another legitimate strength of the brand to survive the changes in the retail market. Strong loyalty among brands supports repeat purchases and decreases customers’ behaviour of switching.
However, some weaknesses need attention in the strategic plan. The products of M&S are more expensive than those of the other rivals. For example, the standard loaf of oatmeal, which is 800 grams of sliced bread, is around 75p in M&S (Which, 2023). The same thing is priced, on average, around 45p across Aldi, Lidl, Sainsbury's, Tesco, and more (Which, 2023). Similarly, baked beans are priced at 50p at M&S, whereas they are priced, on average, between 27-28p in Tesco, Sainsbury's, Morrisons, Asda, and more (Which, 2023). Therefore, it is quite clear that in comparison to its rivals, M&S is quite expensive. The second most challenging factor for the business is that it is quite dependent on the UK market. As of now, there are more than 227 full-line stores all across the UK (Marks and Spencer, n.d.c). This indicates that the majority of the business is in the UK, which makes the operations quite dependent on the region. 
[image: ]
Figure 1: Price Comparison Between M&S and Its Rivals 
(Source: Which, 2023) 
However, there are also plenty of opportunities in the UK market that the business can take advantage of. Firstly, the rise of e-commerce and the online market has become very strong in the UK (Verbivska et al., 2023; Rose et al., 2024). The majority of people like online shopping privileges as they can compare the prices and the products to make an accurate purchase (Sin et al., 2025; Berends and Gerpott, 2025). Digital channels form opportunities for targeted promotions and personalised engagement among customers. Secondly, there is also scope for market expansion for M&S since it is mainly focused on the UK retail market, and the customer requirements are frequently changing. Internationalisation could increase sales and reduce dependence on the UK market, and support the growth of the market share. There are also potential threats from high competition. It is especially intense as the rivals maintain standard pricing and M&S fails to do so. Also, customer preferences in the retail sector are constantly changing as market trends change (Kalashnikova et al., 2023). This makes it difficult for companies to stick to strict strategic approaches. However, exploring different markets can be a good opportunity for the brand. 
[bookmark: _heading=h.y4p4gj7yx7gm]3.0 Critical Analysis and Evaluation 
The situational analysis in this case identified that M&S is a globally recognised brand; therefore, it has a very strong impression on the UK market for continuously maintaining value and quality in its products. However, in contrast, the high prices of the products make its position less competitive in the market in comparison to rivals like Tesco, Sainsbury's, Aldi, Lidl, and more. Despite that, due to its product assurance, M&S has a very large and loyal customer base, which is important for long-term success. As per the Resource-Based View (RBV) theory, it is important for a business to have valuable competencies and resources that cannot be easily imitated by rivals (UYANIK, 2023; Komakecha et al., 2025). These resources present sustainable differentiation when competitors principally compete through the aspect of price. This essentially brings a competitive advantage to a business. It should also be the focus of M&S, where the company needs to improve its market position, besides maintaining customer trust. One of the most prominent industry examples would be Tesco, which consistently maintains affordability without compromising product quality or value (Tesco Plc, n.d.). Therefore, there should be continued focus on quality and brand reputation, but also strategic decisions at M&S should improve the pricing strategy to gain more market leverage. 
[bookmark: _heading=h.j023wrpqda8u]4.0 Conclusion
It can be concluded through this report that despite having a very strong brand image and loyal customer base, M&S struggles to accurately plan its pricing strategies, which leaves it behind its rivals. Therefore, one of the suggestions to the company would be to improve its online presence and continuously optimise its pricing without compromising quality. SWOT analysis provides evidence-based decisions for marketing and long-term strategic planning. Situational analysis in this case has been quite important to understand how M&S is positioned in the retail sector against other companies and what would be done to improve its strategic approaches. 
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Product

Aldi

Asda

Lidl

Morrisons

Sainsbury's

Tesco

Waitrose

Loaf of wholemeal
sliced bread,
800g

45p/ standard
tier: 75p

45p/ standard
tier: 75p

45p/ standard
tier: 75p

Standard tier:
75p

45p/ standard tier:

75p

45p/ standard
tier: 75p

£1.95

Milk, semi-
skimmed, 2 pints

Salted butter
250g

N/A

Baked beans,
400g

28p
(for 420g)/
standard tier: 45p
(for 410g)

28p
(for 410g)/
standard tier: 50p
(for 410g)

28p
(for 420g)/
standard tier 45p
(for 420g)

27p
(for 410g)/
standard tier:
50p (for 410g)

27p/ standard tier:

43p

28p
(for 420g)/
standard tier:
50p (for 420g)

55p
(for 420g)

Mince, 500g, 20%
fat

£2.49

£2.49

N/A

£2.69

£2.49

Tin of chopped
tomatoes, 400g

35p/ standard
tier: 49p

35p/ standard
tier: 55p

49p/ standard
tier: 55p

37p/ standard
tier: 60p

35p/ standard tier:

65p or 45p with
Nectar card

35p/ standard
tier: 60p

Eggs, medium, 6

-+ Show all rows

£1.75
(not in RV range)

£1.50





