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[bookmark: _Toc65766540]Introduction
In the competitive business environment, the strategic marketing process has become fundamental for identifying and reaching organisational roles. Strategic marketing helps in identifying and meeting the customer needs effectively. The successful strategic marketing process involves certain stages which are determining the mission, conducting situational analysis, planning and developing the marketing strategy, application of marketing mix, and finally implementation and control of the plan. This essay critically evaluates the process and stages of marketing by understanding the role of the marketing environment, and situational analysis models. Apart from that for determining the application of Segmentation, targeting, positioning, and marketing mix strategies, these strategic marketing models have been discussed in the context of M&S. 
[bookmark: _Toc65766541]Role of marketing environment and situational analysis models
Significance of marketing environment
The marketing environment can be defined as the surrounding factors that influence several aspects of the operations of a firm. In other words, as noted by Randet al. (2003), the surrounding factors that have a direct influence over the decision-making of the firm collectively constitute the marketing environment. To understand the process of marketing, it is important to understand the change in the dynamics of the marketing environment and the uncertainties that it can bring. As firms with identical offerings are available in abundance in the market, the customers empirically experience competition or noise and manifest it in terms of confusion about the object of purchase. Thus, as emphasised by Ashill and Jobber(2014), the marketing environment helps the firm to understand both the competitors and the consumer behaviour. This also assists the firms to strategise both customers’ behaviour and competitors’ behaviour and make necessary innovations to retain a competitive edge. 
PESTLE
For PESTLE, which is the acronym for Political, Economic, Social, Technological, Legal, and Environmental, the resemblance of it with the climate factors is hard to ignore.  The political and legal factors of the external environment intersect when the firm measure the impact of government orders and legal surveillance on the firm. Moreover, the core economic factors including tax tariffs, inflation, and diversity of the economy also help the firm to navigate its space in the market. Socio-cultural factors including unemployment, housing, and social security are also important determinants of the external environment.  
PESTLE analysis helps organisations to understand the external business environment of a country in which the company is operating or a country that the company is considering to enter. This is the first step of situational analysis which helps organisations to understand the market lucrativeness and the opportunities and threats associated with the business environment. Using the PESTLE tool it is possible for a company to have overview of the market and identify important factors that can influence the firm’s operation in the market. 
5C analysis
It is evident from the previous discussion that, after the primary stage of the marketing planning process, which is related to the development of mission and corporate objectives, the firms are bound to analyse their immediate situation primarily for, as suggested by Gasparotti (2009), identifying opportunities to navigate the highly competitive market space. Situation analysis can be defined as the measures taken to identify the common market determinants including competitors, consumer behaviour, and the opportunities of the company to place the product/services in such a way that it offers a competitive advantage to the company. According to scholars like Njeru(2013), there are several frequently-used models for situational analysis and the most common among them are; 1) 5C analysis, 2) SWOT analysis and 3) PESTLE analysis. The factors included in the 5C analysis are comprised of factors both internal and external to the firm. 5C stands for Company, Customers, Competitors, Collaborators, and Climate respectively and, among these; the company is the only factor that is internal to the firm. The company is comprised of several factors including strengths, weaknesses, goals, objectives, organizational culture, technological resources, experiences, and skills. The primary external factor that the firms take into consideration for their marketing strategies includes market size, market segments (that they want to target), consumers’ purchase behaviour, customer satisfaction, and the value perceived by the customers. The study on competitors includes both the measures for current competitors and prospective competitors along with their products and market share. The measures on collaborations include the availability of suppliers, distributors, presence of strategic alliances, mergers, and acquisition partners. The study on climate or the external environment mainly includes regulations that might affect the firm, economic factors (business cycle, inflation, etc), socio-cultural factors, legal aspects that influence the firm’s operations, and the technological aspects. 
SWOT
It is interesting to note that the components that are usually considered to conduct SWOT or PESTLE analysis are already embedded in the factors included in the 5C analysis. For instance, it is well known that SWOT is the acronym for Strengths, Weaknesses, Opportunities, and Threats. The results of SWOT analysis are important for understanding both the internal and external factors affecting the firm. The strengths and weaknesses of the internal environment of the firm include the analysis of key performance indicators, core competencies, and organisational culture. The analysis of the strengths and weaknesses of the internal environment is also necessary to identify the opportunities that the firm can exercise to gain a competitive advantage. The strengths and weaknesses related to the external environment are mainly required to compare the existing and prospective performances of the firm with its competitors. The comparative analysis of product performance in terms of market share is most common in this context. 
In conducting the situational analysis both external and internal environment of a firm are vital. The factors identified through the PESTLE and 5C analysis can be further analysed using SWOT tool to understand which factors can be threat or opportunity for the company. SWOT tool is also used for identifying the strengths and weaknesses of the company and through the overall situational analysis, it is possible for a company to understand the competitive advantages in the market based on developing S-O, S-T, W-O, W-T strategies.
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Based on the mission statement and the corporate objectives, a strategic marketing plan is developed. After understanding the opportunities from situational analysis and analysis of the external and internal business environment, a marketing strategy is developed. According to Graenu(2019), the first step of developing a marketing strategy is defining the target audience. Kotler (2016) considers the process of strategic marketing planning to be a process of creating value and he suggested that the formula of segmentation-targeting-positioning is fundamental to strategic marketing. Dibb and Simkin(1991) noted that the S-T-P model helps in choosing a specific consumer group and developing positioning objectives based on the brand identity and value proposition. Multinational retail companies like M&S effectively use the S-T-P framework for selecting the target consumer group and position their brand accordingly so that the targeted consumer group can have higher perceived value.
Segmentation 
Segmentation refers to dividing the market based on different factors. Different companies use different approaches to segmentation (Graenu, 2019). M&S uses a hybrid strategy for segmentation of the market based on demographic, geographic, and behavioural factors. Segmentation of the market based on geographic, demographic, and behavioural factors was introduced by Kotler (2016). Mintel's research in consumer behaviour suggested that people's shopping behaviour can vary geographically. Considering the geographic difference in shopping habits, M&S uses geographic segmentation of the UK market as well as behavioural segmentation. Based on demographic factors like gender, age, and occupation, M&S offers products for men, women, and children of different ages. Using effective segmentation, M&S has penetrated deeply in the UK market, moved into new markets by diversification, and increased the market share by developing new products such as food products.
Targeting 
According to Camilleri(2018) after identification of the segments, marketers decide the most lucrative segment to enter. Over the years, M&S has targeted a variety of segments in the UK market. Initially, in terms of clothing, women aged between 25-34 were the target for M&S. However, as a departmental store, it does not have a clear target market profile and it targets different groups with their diverse range of products (Joseph, 2021). However, it can be stated that M&S currently targets middle-class families with disposable income. Considering the increased use of online shoppers, M&S is also targeting online shoppers through their online store and website.
Positioning 
The final stage of the STP process is positioning and it emphasises the perception of the customer about the product and service compared to the competitors. Dibb(2017) noted that appropriate positioning is required for gaining a competitive advantage over the competitors. In the UK, the main competitors of M&S are Next, Debenhams, John Lewis, Primark, and Tesco. The positioning of M&S has been confusing over the years as the price ranges of the company are neither value-based nor high-end. As it targets a large segment of middle-class buyers with a variety of products, the company needs to focus on quality positioning. In terms of offering food, it has been positioned as premium, modern, and innovative (Leite, 2020). While for clothing, it has positioned as affordable high street fashion brands offering casual clothes. During 2007-2008 the company maintained premium pricing and positioned itself as a high quality and reliable brand.
[bookmark: _Toc65766543]Marketing mix strategies and their role
After defining the target audience and identifying the brand value and USP, it is important to develop a marketing strategy using the marketing mix framework. For M&S the brand loyalty is the USP and the brand value is its diverse range of products for various customer groups (Joseph, 2021). 


Product 
M&S has a diverse product range that provides items for all age groups. Its product categories include clothing, accessories, homeware, and food. It offers women's casual clothing, footwear, bags, and other items. It has also used different brands for diversifying the product range such as Classic, Per Una, Foot Glove, and Autograph. The homeware section offers high-end decoration items through their home brand (Katsikeaset al. 2019). Apart from that, it has also entered the food and wine market by introducing lunch dinners, main courses, and wine. It has used product development and diversification strategy for attracting new market segments and also offers flowers and gift items. 
Price 
Pricing strategy plays a significant role in the marketing mix and it offers different pricing strategies. based on the market positioning of a brand. For instance, premium brands tend to use premium pricing for the niche segment, while companies targeting the mass market use affordable pricing. Apart from that, bundle pricing and economic pricing are used by companies entering a new segment as well. M&S focuses on value-based marketing and it follows a competitive pricing strategy based on the fact that customers have increased switching options to other brands offering similar products (Joseph, 2021). Due to the seasonality of the UK market, M&S also uses a dynamic pricing strategy and offers discounts on products on specific seasons for attracting more footfall in the stores. 
Place 
M&S operates internationally with more than 900 stores in approximately 50 countries. In its primary market which is the UK, M&S has more than 800 stores. It has maintained a significant market presence through its brick-and-mortar stores and online stores as well. 
Promotion 
Promotion strategy is associated with communicating the brand values effectively to the consumers. M&S uses brand-based marketing and advertisement for developing a strong brand identity and promoting brand equity. It has used an integrated marketing communication strategy for ensuring all the communication channels provide a common message to the target customers. It uses print media, television advertisements, social media campaigns, and other digital marketing techniques (Leite, 2020). For promoting the brand, M&S uses its own website and runs specialty loyalty programs. The brand message focuses on the quality of the product and uses value-based marketing suggesting "quality worth every penny (Marketingsociety.com. 2021).”
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This study primarily aimed at elucidating the processes and stages of marketing through the example of M&S. Firstly, it focused on the role of the external environment and showed how it impacts the marketing planning process. Secondly, through STP policies, this study has illustrated how major retail units like M&S segments their immediate market using several segmentation strategies, identifies a target for their products, and positions it afterward. Finally, the study has illustrated the process of strategising the insights derived through the aforementioned layers of analysis and reflects it in terms of the marketing mix. 
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