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[bookmark: _Toc133870896]INTRODUCTION
Marketing may be referred to as a collection of tactics used by a business to study client demands and put those tactics into practise to meet those needs to maximise profits, boost sales, and stay ahead of the competition. It is the idea of recruiting consumers, attending to their requirements, and sustaining a positive relationship with them. Currently, businesses all around the world employ marketing extensively. Marketing is not only about making sales; it is also about understanding human psychology, including what people want, why they buy, and what drives them to spend money (Deepak and Jeyakumar, 2019). The following report will focus on the multinational British store Marks & Spencer. The company's headquarters are in Paddington, London, UK, and it was set up in 1884 (About us, 2023). One of the biggest luxury food, apparel, and home firms that mixes comfort and style is this one. The procedure and phases of marketing will be explained in the report that follows. The report will discuss the function of situational analysis models and the marketing environment. Finally, some trustworthy advice for the future about organisational growth techniques will be given.
[bookmark: _Toc133870897]MAIN BODY
[bookmark: _Toc133870898]Marketing process
The marketing process encompasses a sequence of diverse stages that help companies in discerning customer concerns, finding market prospects, and developing marketing materials to effectively target the desired customer base. The process entails a sequence of actions undertaken by organisations with the aim of marketing their services and products to prospective clients. Companies employ this process to analyse many opportunities present in the market with the aim of capitalising on lucrative gaps (Harris, Kotler, and Armstrong, 2020). The goal of the process is to find and choose the specific target market, as well as formulate intelligent marketing strategies. It plays a significant role in the endeavours of marketing management. The various stages of the marketing process will now be elucidated.
The situational analysis: The marketing plan is built upon this fundamental principle. This analysis encompasses a comprehensive evaluation of the external and internal factors that affect an organization's business operations. This analysis helps the development of a comprehensive understanding of the organisation, thereby enhancing comprehension of the factors that influence the company's prospects. This study incorporates the PESTLE analysis, Porter's Five Forces model, and SWOT analysis.  The PESTLE analysis is employed to assess the external factors encompassing political, economic, social, technological, legal, and environmental dimensions. Conversely, the Porter's 5 forces model aids in the evaluation of the competitive landscape. The SWOT analysis, however, is employed to assess the internal strengths, weaknesses, opportunities, and threats of an organisation.
Objectives: Organisational goals refer to the measurable outcomes that an entity strives to carry out within a predetermined period, utilising the resources at its disposal. The establishment of explicit and attainable goals is of utmost importance within the realm of marketing (Baker, 2016). To effectively guide and evaluate progress, goals should own the qualities of specificity, measurability, achievability, relevance, and time-bound nature. Potential aims that organisations may pursue encompass augmenting sales figures, introducing novel products into the market, enhancing brand recognition, or focusing on untapped market segments.
Strategies: During this phase, the organisation formulates a comprehensive plan or a series of plans with the aim of doing a long-term goal. The components encompass the STP analysis and marketing mix. After showing the goals, the organisation must go ahead with the formulation of marketing strategies to reach them. The STP analysis, which encompasses the processes of segmentation, targeting, and positioning, is a strategic approach used to discern the target market and formulate a marketing mix that effectively aligns with their specific needs and preferences (Kardes, Reinecke Flynn and Dugan, 2021). The marketing mix encompasses four key elements, commonly referred to as the 4 Ps, namely product, price, promotion, and place. These components collectively contribute to the development of a comprehensive marketing strategy.
Implementation: At this point in the marketing planning process, all efforts are concentrated on putting the plan or choice into practise. In this stage, the marketing plan comes to life as the marketing strategy is put into action (Fahy and Jobber, 2019). During this time, a wide variety of events take place, including product invention, price strategy development, advertising campaign rollout, sales promotion programme launches, and channel establishment. The implementation stage is a hive of activity, with everything happening at once to move the marketing plan and make it a reality in the marketplace.

Control: Businesses uses come number of processes and techniques to watch and manage their marketing operations throughout the final stage of the marketing process (Ferrell, Hartline and Hochstein, 2021). This is made with the goal of fulfilling their specified marketing strategy and goals. This involves analysing the outcomes of the marketing activities that were undertaken and making any required modifications to get better results. Evaluation of the efficiency of a marketing plan is made possible by the tracking of performance metrics like as sales, market share, the level of satisfaction experienced by customers, and brand recognition.
[bookmark: _Toc133870899]External environment analysis
The purpose of a company's evaluation of the external environment is to offer an impartial assessment of the dynamic trends and prevailing conditions within the company's industry. The shifts mentioned may have an impact on the current operations and procedures of the organisation. For analysing the macro and microenvironment of business some models will be used such as Pestle, Porters, Swot analysis etc. The aim of this study is to offer a comprehensive comprehension of the market and its potential for expansion. The external environment of Marks & Spencer has been subjected to analysis utilising various models and frameworks:

PESTLE Analysis 

Figure 1 PESTEL Analysis, n.d.
The use of an external environmental study, which is regarded, is an effective approach to gauging the potential consequences of many circumstances on a firm. The Pestle framework is often used for this sort of study. It allows you to analyse a wide range of elements that affect a company's health, including the economy, government, technology, society, the law, and the environment (Martinez-Contreras and et.al., 2022). Organisations can plan for and respond to changes before they occur with the aid of this research, which also helps them expand into new markets. Marks & Spencer (M&S) has been the subject of a Pestle analysis to get insight into the company's past, present, and potential future. Below, Marks & Spencer will be examined using the Pestle structure.:
Political: 
One especially important aspect of this part is that it encourages free commerce. With its headquarters in the United Kingdom, Marks & Spencer is a global retailer. As a result of free trade, the company can import items from other nations at low rates and yet turn a profit (Anderson and Yotov, 2016). In terms of politics, Brexit is an issue that might hurt M&S's bottom line. "Brexit" stands for "Britain Exits the European Union," or the United Kingdom's planned departure from the European Union. In the aftermath of this judgement, many of the outcomes, such as those of tariffs and trade laws, remain unclear for UK retailers. Many free trade schemes might be cancelled, leading to higher pricing for shoppers. These issues hampered the performance of Marks and Spencer as it was difficult to cope up with the uncertainties arisen due to Brexit. But it is estimated that it will be beneficial for the company in long term.
Economic: 
While the current market trend in the United Kingdom favours smaller retailers, Marks & Spencer (M&S) is a major participant in the retail business (Buye, 2021). M&S can preserve its upscale reputation thanks to the competition from smaller stores that sell the same products at lower prices. Customers in the United Kingdom are showing a preference for independent shops over the company's higher-priced services. The emergence of discount retailers is a serious threat to the company's target market, and the company has not yet developed an adequate response. Several economic factors, particularly prudently administered fiscal and monetary policies, work in the company's favour. The government of the United Kingdom has continuously showed great budgetary management, leading to low inflation. Thus, it can be entailed that the current economic environment favours the organization as the new government is continuously engaged in keeping the economic stability and enhancing the ease of doing business in country,
Social: Marks & Spencer (M&S) is an esteemed and enduring entity within the British retail sector. However, its reputation has resulted in a decline in popularity among younger consumers, who are increasingly drawn to more contemporary and trendy retail establishments. Over the course of the earlier decade, there has been a significant and rapid increase in the level of popularity enjoyed by ready-to-eat meals, thereby presenting a highly helpful prospect for grocery stores. This increase in popularity created a favourable environment for the organization. Marks & Spencer (M&S) has diligently endeavoured to prove itself as one of the leading distributors of ready meals in the United Kingdom, successfully reaching a prominent market position within this sector. The company's endeavours to set up itself as a frontrunner in the industry have significantly enhanced its position and prospects for the future.
Technological: Marks and Spencer have implemented two notable trends in modern retail: the incorporation of self-checkout systems and the integration of online shopping platforms. The adoption of self-checkout systems is widely recognised as a financially helpful approach that improves the effectiveness of the checkout procedure, leading to accelerated transactions for patrons (Samusenko, Plaskova and Prodanova, 2020). The organisation has effectively implemented self-service checkout systems across its retail establishments. Furthermore, alongside its physical retail establishments, the retail corporation has effectively set up a resilient electronic commerce infrastructure, helping customers' convenient access to a diverse array of merchandise through online channels. This assortment encompasses various categories such as clothing, groceries, and household goods. In the post-pandemic era, the introduction of Augmented Reality appears as one of the most efficient ways of interacting with consumers. Using this technology, retail businesses can bridge the gap between physical and online shopping. Marks and Spencer can use this technology in advertising its products and to also communicate with consumers by supplying them real like experience through AR. In contrast to several other prominent food retailers in the United Kingdom, Marks & Spencer does not offer food delivery services to its clientele.
Legal: Over the course of its existence, Marks and Spencer has met a range of legal conflicts that have had an adverse effect on its brand reputation. One of the most recent conflicts arose in relation to the landlord in Frascati. The legal case, in conjunction with other legal matters, has posed difficulties for the brand in upholding a consistent reputation over the course of its extensive chronology. Moreover, it is expected that the alterations in Britain's trade regulations after Brexit will exert a substantial influence on the brand. The legal factors discussed here are external to the purview of any business strategy and may present a substantial obstacle to the prospective achievements of Marks and Spencer (Nonet, Selznick and Kagan, 2017).
Environmental: Marks & Spencer has taken a decision to become a more environmentally responsible store to preserve the prestige of its name. Carbon emissions from factories and deforestation to make way for farmland are just two examples of the many environmental concerns that will be addressed as part of this promise. This project is significant for many UK shops, even though it is not unique in its focus on sustainability. The company is trying to pay international suppliers more fairly by stocking fair trade items. Fair trade is good for the environment since it usually helps smaller producers that use more sustainable business practises (Ortiz‐de‐Mandojana and Bansal, 2016).
Porters five forces

Marks and Spencer are well known for its dedication to supply top-notch goods and first-rate customer care. However, the retail sector is quite cutthroat, making it difficult for Marks & Spencer to hold onto its market share (Park, 2020). Porter Five Forces framework will analyse the external elements that affect Marks & Spencer's competitive position below.



Figure 2 Porter’s Five forces analysis, Sukant Kumar, 2019
Threat of New Entrants: 
Competition from new entrants is high due to the retail industry's high hurdles to entry, such as the need for substantial amounts of start-up money, economies of scale, and the prevalence of well-known brands (Goyal, 2020). However, with the development of internet shopping, so many of these restrictions has been minimised, making it possible for smaller online stores to take part. However, Marks & Spencer's dominance in the retail industry and well-known brand name may deter would-be challengers. Strategic partnerships with key manufacturers and suppliers also supply significant challenges to new entrants. 
Bargaining Power of Suppliers: Marks & Spencer works with a wide variety of food and textile suppliers, so this power is low for it. Despite its size, the corporation does not have much sway with its vendors. When it comes to product quality and availability, having good connections with suppliers is essential. During negotiations, suppliers in a dominating position or with little competition might wield more sway.
Bargaining Power of Buyers: Marks & Spencer has a big local and international consumer base, with the help of many loyal customers. Customers can exert some influence in negotiations thanks to the prevalence of substitutes such as internet shops and quick fashion chains, so this porters force is high for firm. Customers now have more leverage in pricing negotiations thanks to the convenience of online buying (Peppers and Rogers, 2016).
Threat of Substitute Products or Services: Competitors offering similar goods or services pose a threat to Marks & Spencer, which sells food and apparel. Fast fashion chains, bargain retailers, and internet vendors selling alternative food products are just some of the options available to consumers (Piercy and et.al., 2020). Marks & Spencer stands out from the crowd because to its dedication to high-quality products and excellent customer service, so this power is low for company. 
Intensity of Competitive Rivalry: Competitors in the grocery, clothing, and general retail sectors give Marks & Spencer a run for their money. Fast-fashion retailers face stiff competition from discount retailers and e-commerce sites. Marks & Spencer constantly innovates latest items and finds ways to set itself apart from the competition to support its market share, so this force is moderate for company. The organisation has made technological and modernization investments in its supply chain to boost productivity and satisfaction among its clientele (Fleisher and Bensoussan, 2015).
Overall, Marks & Spencer is challenged by the necessity of exploiting its assets, such as brand awareness, strategic alliances, and a dedication to quality and service, to sustain its market position in the face of competition.
Advantages of the model
When Porter's Five Forces model is used to analyse Marks and Spencer, a well-known retailer, it offers several benefits. The model, which enables Marks and Spencer to understand its market position, first aids in evaluating the level of rivalry within the retail sector. The corporation may assess the intensity of competition and its effects on market share and profitability by looking at elements including the number and strength of rivals, pricing tactics, and product differentiation. Marks & Spencer can also assess the bargaining strength of its suppliers thanks to the model. The firm can negotiate favourable terms and guarantee a reliable supply chain thanks to this research, which considers aspects like supplier concentration, the availability of alternative sources, and dangers (Rust, 2020). Like this, it is important to understand clients' negotiating power, and the Five Forces model helps with this. Marks and Spencer may customise pricing tactics, raise consumer happiness, and find chances for difference by looking at buyer concentration, price sensitivity, and the availability of replacements. The model analyses entry obstacles including economies of scale, brand loyalty, and distribution channels to estimate the danger of new entrants. The business may create plans to defend its market position by understanding prospective new rivals. Finally, by considering elements like price-performance trade-offs, customer switching costs, and product distinctiveness, the model helps in assessing the danger of alternatives. Marks & Spencer may create measures to reduce the danger of customers migrating to alternatives thanks to this information. 
Swot Analysis 


Figure 3 A SWOT Analysis Template for The Overwhelmed Marketer, n.d. Ivana Taylor
	Strengths

	Weaknesses


	Strong brand reputation- M&S has a long history of quality and dependability. Its brand is well-known and respected, which helps it attract and keep clients.
M&S offers a diverse product variety in both the Food and Clothing and Home divisions, responding to the varied client demands and tastes. This variety aids in attracting and retaining clients.
M&S has a strong commitment to sustainability and ethical sourcing, which serves to differentiate it from competitors and attract to environmentally aware
 customers.
	Over-reliance on the UK market- M&S derives a large portion of its income from the UK market, making it sensitive to economic downturns and changes in consumer spending habits in the nation.
Limited worldwide presence- While M&S is expanding its foreign footprint, it remains small in comparison to some of its competitors. This restricts the company's prospects for expansion outside of the United Kingdom (Teoli, Sanvictores, and An, 2019).
apparel section challenges- M&S has failed to stay up with apparel market developments, resulting in diminishing revenues. The organisation has lately taken steps to address this, but there is still room for improvement.


	Opportunities

	Threats


	M&S might increase its worldwide footprint, particularly in rising countries such as Asia and Africa. This might assist the corporation in diversifying its revenue streams and reducing its reliance on the UK market.

E-commerce growth- COVID-19 pandemic has accelerated shift towards online shopping & M&S has opportunity to gain experience its e-commerce capabilities to meet customers’ changing needs.


M&S has already showed a strong commitment to sustainability, but there is a possibility to further differentiate itself in the market by continuing to invest in sustainable goods and practises (Benzaghta et al., 2021). This might entice ecologically concerned clients and increase sales.
	Intense competition- retail industry is highly competitive, & M&S faces competition from both traditional retailers & online companies. This could impact on its ability to attract & retain customers.

Economic uncertainty- M&S generates most of its revenue from the UK market, making it vulnerable to the economic downturns & shifts in consumer spending habits. ongoing uncertainty surrounding Brexit & COVID-19 pandemic could further impact company performance.

interruptions in the supply chain- M&S gets items from all over the world, and interruptions in the supply chain, such as natural catastrophes or political unrest, might have an impact on its capacity to deliver products to customers.



[bookmark: _Toc133870900]Recommendations on Growth strategies for Marks and Spencer
The implementation of growth initiatives has the potential to achieve enhancements in market share, revenue, and sustainability. Depending on their specific aims and available resources, businesses can pursue various development methods. Market expansion, new product creation, diversification, and mergers and acquisitions are all frequent methods of expanding a business. Marks & Spencer's expansion plans were analysed using an Ansoff matrix:
Ansoff Matrix 
Organisations use the Ansoff Matrix as a strategic framework to help them decide how to approach growing their product line and breaking into new markets. Igor Ansoff created the Ansoff Matrix in 1957 to help companies explore their growth options. Market expansion, product innovation, niche targeting, and strategy diversification are the four main tenets of the matrix. The term "market penetration" describes the method a business uses to increase its market share by selling more of its current products to existing customers (Zanjani and et.al., 2020). Product development is the standard term for the procedure by which a new product is introduced to an existing market. Selling already-existing goods and services into untapped markets is the main goal of market development. The last and most important part of diversification is producing new goods for underserved markets. For Marks and Spencer, the best strategies are product development and diversification as it will help them to grow the business. Marks & Spencer can use this tactic to go ahead in uncharted territory & lessen its reliance on its current product line or market. Development of product will support Marks & Spencer in diversifying its product portfolio & gaining competitive edge by attracting larger customer base. Here is the analysis of M&S: 
Product development: In the context of product development, novel merchandise is introduced into the market with consideration given to the discernment and inclinations of the consumer base. This strategic approach is expected to effectively support Marks & Spencer in diversifying its product portfolio and gaining a competitive edge by attracting a larger customer base. In addition, it would be helpful for them to incorporate supplementary enterprises in the realms of food, housing, or clothing to enhance their existing range of services (Kotler, Kartajaya and Setiawan, 2021). This strategy will not only increase the product line-up of the organization but will also help the organization to cater a wide range of audience. By effectively implementing this strategy the business will increase the chance of tackling with continuous increasing competition. In addition, Marks and Spencer has the potential to engage in collaborative partnerships with other enterprises or designers to develop specialised product lines tailored to distinct market segments or consumer inclinations.
Diversification: The term is used to describe the introduction of a new product to an untapped market. Marks & Spencer can use this tactic to go ahead into uncharted territory and lessen its reliance on its current product line or market. People interested in the hospitality business can open their own pubs or inns, while those interested in the technology sector can launch their own online stores (Clarissia, 2020). In case of retail sector, this strategy will enhance the chance of Marks and Spencer to get edge over the competitors by targeting such a segment which is still untouched by other retailers. The firm can introduce such products which fulfil the needs of the targeted audience with an aim to earn monopoly among the chosen niche market. Diversification is sometimes the riskiest growth strategy because of the large expenditures needed in research and development (R&D), marketing, and operations.
Future Recommendations for Marks and Spencer
[bookmark: _Toc133870901]Enhance Online Presence and E-Commerce Strategy: In the current digital era, Marks and Spencer must fortify its online presence and enhance its e-commerce strategy. The business should make investments in platforms that are easy to use and adapt to mobile devices, in smooth online purchasing experiences, and in tailored consumer involvement (Baines, Fill and Rosengren, 2017). Utilising data analytics and digital technology, M&S is better able to understand client preferences, customise services, and increase online sales. The convenience and contentment of customers may be increased by adopting omni-channel commerce, which allows customers to switch between online and offline channels with ease.
Adopt Sustainable and Ethical Practises: M&S should give sustainability top priority in all its activities due to the growing customer demand for Sustainable and Ethical Products. The business may create and spread eco-friendly behaviours including lowering packaging waste, using renewable energy sources, and getting sustainable products. The brand reputation of M&S may be further improved by highlighting fair trade, ethical sourcing, and responsible supply chain management. This would also appeal to customers who are socially concerned.
Expand overseas Market footprint: M&S should look at chances to increase its overseas footprint to reduce the risks related to a home market that is extremely competitive. The business may tap into a variety of consumer bases and lessen dependence on a single market by entering new markets or solidifying its position in existing ones. For effective global expansion, it is essential to prioritise market research, understand cultural subtleties, and change product offers to local tastes. Entry into the market can also be made easier by collaborating with regional partners or buying area brands.
Enhance Partnerships and Collaborations: M&S should think about strategic partnerships and collaborations if it wants to remain competitive in a market that is changing quickly. Collaborating with famous people, influencers, or fashion designers may help you develop special product lines and increase attention (Ferrell, Hartline, and Hochstein, 2021). M&S's reach and consumer base can be increased through alliances with complementary brands or online marketplaces. Collaborations with technology firms may also spur innovation in fields like supply chain management, online shopping, and customer experience.
CONCLUSION
[bookmark: _Toc133870902]According to the report, Marks and Spencer's external environment are being analysed (examined) by using the PESTLE method. The investigation has revealed that, even so, there is room for growth in a variety of directions, including the rising appeal of prepared foods and the growing propensity for online shopping. Along with this, the business also faces challenges like how Brexit will affect trade laws and legal matters. The paper proposes two growth strategies for Marks & Spencer: market penetration and product development, using the Ansoff Matrix from the report mentioned above. These strategies involve expanding the company's existing product lines and markets, and they might help it keep its competitiveness in the face of shifting consumer preferences and market trends. By routinely seeing and reacting to changes in the external environment as well as looking for strategic growth opportunities, Marks and Spencer may be able to position itself for continued success in the fiercely competitive retail sector.
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