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[bookmark: _Toc142487426]Introduction 
The report will discuss the external business environment of a UK-based company named Marks and Spencer. This is a public limited company based in London, England, UK. The company was founded in the year 1884 and they are selling clothing products, accessories, food items, flowers & plants, beauty products, gifts etc. in the UK and beyond (MarksandSpencer, 2023). Therefore, it is necessary to analyse the external environment of the company to know how they are operating in the UK's retail market. For this, the marketing processes will be discussed here with the stages of marketing. In this context, the situational analysis will be done in which PESTEL analysis, Porter's five forces analysis and SWOT analysis will be conducted. Along with this, the marketing objectives will be discussed. The strategy of M&S will be described in which STP analysis and marketing mix will be elaborated. The implementation process and control of the strategy will be explained. Lastly, some recommendations will be provided using Ansoff's matrix. 
[bookmark: _xxpwmaopgwci][bookmark: _Toc142487427]Definition of marketing 
According to Kotler and Armstrong (2014) marketing is the process of dealing with customers. The companies create value for the customers and also build a strong relationship to gather value from them in return. Through marketing offerings, the needs, demands, and wants of the customers can be fulfilled. There are many ways through which marketing can be done like TV commercials, emails, catalogues, sales calls etc. However, marketing strategies have grown a lot and by using different online strategies companies are doing marketing too. Thus, the main aim of marketing is to satisfy customer needs by creating value for them. 
[bookmark: _c6a1vttzfjd0][bookmark: _Toc142487428]Marketing processes and stages of marketing processes 
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Figure 1: Stages of the marketing process
Source: (Self-developed, 2023)
Situational analysis: The marketing process has five steps which are used by companies to know the demands and needs of the customers and provide value for them. As stated by Kotler and Armstrong (2014) firstly, the companies need to understand the marketplace through situational analysis. They try to create more value for their customers, thus, they analyse the market where they are currently operating. In this way, they get proper knowledge about the present situation of the market and have a proper understanding of how they need to operate. 
Objectives: In this stage, the companies need to set a goal which is aligned with the company’s current position in the market and the position they want to reach. After understanding the market, the companies need to analyse their internal resources and capabilities so that they can understand what they need to do more for being competitive in the market. Therefore, in this phase, they should make one or more objectives to become more profitable in the industry. 
Strategy: The next stage is to have an appropriate strategy where they need to make an integrated marketing program to deliver value to the customers. The companies in this stage make a marketing strategy based on the objective which will lead them to accomplish the marketing goals. The current strategy that the companies are following is evaluated here through which they can ensure that they will provide a superior value to their customers.
Implementation: Implementing the strategy should be done in a better way where the company is using some techniques to deliver value to the customers. They make profitable relationships with their customers so that the implementation of the marketing strategy can be successful. The marketing decisions that are made in the strategy, are executed here to get value from the customers.
Control: This is the last stage of marketing processes in which the companies monitor the marketing activities with some set of principles and procedures. The main goal of this stage is to get value from the customers in return for providing value according to their needs and wants. Through controlling the marketing strategies, the companies can achieve the marketing objectives which will make them profitable in the market. 
[bookmark: _pcnbs1g1r685][bookmark: _Toc142487429]Description of the marketing processes 
[bookmark: _eq36ggzgcw92][bookmark: _Toc142487430]Situational analysis: External analysis of the company 
Situational analysis is part of a marketing plan in which companies analyse the marketing situation or the position of the company. There are several methods which are used in situational analysis which have the same goals to understand the capacity of the company, business environment and their potential customers. By knowing this, they can produce a plan for marketing which will be appropriate for the company in that business environment (Lorette, 2019). Here, using the PESTEL analysis and Porter's five forces analysis, the situational analysis of M&S will be done. 
[bookmark: _dnod7uum49sq][bookmark: _Toc142487431]PESTEL Analysis 
In accordance with Perera (2017) PESTEL analysis is a tool for doing situational analysis. This is used for analysing the external environmental factors which can affect the business’s purposes and operations. The factors that are in this framework are Political, Social, Environmental, Technological, Economic and Legal. 
Here, the PESTEL analysis of M&S has been discussed below to know their market position and how the external factors of the UK are impacting their business operations. 
Political factor: Although the political condition of the UK is quite stable, Brexit affected most of the companies in the UK's retail industry. The company was forced to close 11 of its stores in France due to some complexities in the supply chain. As the products were supplied, made and shipped from Northampton which is the middle of England, it required crossing the English channel every day. Thus, when supplying the products, customs and tariffs were much higher according to the new trading agreement with the European Union which made it difficult for M&S to supply the products properly (Nelson, 2021). Therefore, the political position of the UK posed a threat to M&S even in the post-Brexit time. 
Economic factor: The outbreak of Covid-19 has affected the business of UK retailers and M&S was also impacted by this. The GDP of the country was down by 11.03% which affected customer spending as it impacted employment in the country. People also did not visit the stores and they have seen 34% of crashes in their clothing and homeware sales. They also did 7000 job cuts in the year 2020 (Davey, 2021). Their half-year loss was £87.6 million due to multiple lockdowns and restrictions in that year (Wood, 2020). However, the economic condition has been improved which helped the company to gain group revenue of £11.9 billion as of their annual report of 2023 (Corporate.marksandspencer, 2023). As the economic condition is improving in the UK, this is becoming an opportunistic factor for M&S. 
Social factor: People in the UK spend a lot on clothing and footwear. In the year 2022, the spending of UK people on clothing and footwear exceeded the amount of the previous 10 years which was £73.65 billion (Smith, 2023). M&S is one of the leading brands in the clothing retail industry of the UK. As of the year 2022, there was 93% of awareness of the brand (Kunst, 2023). However, it is also known that the customers' complaint about the company is that they are not trendy which becomes an issue for them to sell the products to the right segment of customers (Russon, 2020). Although the company needs to be more targeted toward customer preferences, the present customer base of M&S prefers the high-quality products of the company which makes it an opportunistic factor. 
Technological factor: The technologies that have been adopted in the UK’s retail industry are Customer Experience technology, technologies for understanding customer preferences and priorities, ‘just walk out’ technology, AR and VR technology etc. M&S has been using Big Data, IoT, cloud computing and Artificial Intelligence to make their business performance better. They are using AI-based tools from Relex Solutions to improve food deliveries and warehouses (Wodecki, 2023). They are also using a virtual persona named Mira who is working as a virtual influencer for the company (Corporate.marksandspencer, 2022). By using advanced technologies, the company has been successfully operating in the UK's retail industry. M&S has been using advanced technology which has been beneficial for them to be more productive. So, the utilisation of technology can bring opportunities for them in the UK's retail market. 
Environmental factor: The UK government has set an aim to reduce greenhouse gas emissions by 100% by the year 2050. M&S is also following the aim to reduce carbon emissions before 2050. They have asked their suppliers to be deforestation-free by 2025 where fully renewable electricity will be used to have zero emissions by 2040. They launched Plan A in 2007 in which they have several goals like low-impact farming, increasing the range of plant-based protein, reducing food waste, lowering the rate of plastic packaging, and having zero-emission transport (Corporate.marksandspencer, 2023a). As M&S has been using all the rules and committed to making the environment healthy before the time the government set, it helps them to run their business positively which is an opportunity for them. 
Legal factor: M&S is one of the most ethical businesses in the UK’s retail industry. Whether it is running the business legally or making the workplace ethical they are following all the legal acts of the UK. On the basis of Employment Law, they have inclusion and diversity in the workplace and they have also restricted discrimination in the workplace (Cole, 2023). According to the Consumer Rights Act 2015, they are managing the trading standards and also protecting their consumers (Corporate.marksandspencer, 2023b). The company has been following all the acts and regulations which has made them more ethical and this has been an opportunistic aspect for them.  
[bookmark: _4zwgxum5no4l][bookmark: _Toc142487432]Porter’s Five Forces 
Threat of new entrants: M&S has been operating in the UK’s retail industry for over 139 years and the company has gained a lot of recognition since then. They have also been able to create a huge customer base as they are serving nearly 30 million people per year (Corporate.marksandspencer, 2023c). Thus, the companies which are newly entering the UK retail market cannot compete with M&S which makes the threat of new entrants low. 
Bargaining power of suppliers: Bargaining power of suppliers: There are many suppliers of M&S from different countries like China, Turkey, Sri Lanka, Vietnam, India etc. Their food products are made in over 1000 factories where they contact directly with their suppliers (Corporate.marksandspencer, 2023d). They work with suppliers who have sustainability and integrity in their supply chain. As the company is highly dependent on its suppliers, it can be stated that the power of suppliers is high. 
Bargaining power of buyers: By providing a huge range of products and having a lot of product categories, M&S has been able to increase its sales growth by 10% as of April 2023 (Smith, 2023a). M&S has a number of customers as they make their products as per the needs and demands of their customers. As their profitability is very much dependent on consumer spending, the power of the customers is high. 
Threat of substitutes: There are many products which are similar to M&S that are available in small shops in the UK. Although the quality of the products is better in favour of M&S, there might be some threat of substitutes. Thus, it can be stated that the threat of substitutes is medium for M&S. 
Competitive rivalry: There are a number of companies which are running their business in the UK’s retail industry successfully alongside M&S. Some of these companies are John Lewis Partnership, Next Plc, Debenhams, Tesco etc which are the competitors of M&S (Craft, 2023). Therefore, it can be said that the competitive rivalry for M&S is high in the UK. 
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The main objective of M&S is to have a sustainable business with profitable, consistent and sustainable growth. They aim to act responsibly for ensuring accountability to their stakeholders. For this, they are doing Responsible Marketing in which their goal is to have a business with open communications with their external stakeholders about their food and clothing products which can make their business more ethical and profitable. 
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As per the views of Andaleeb (2016) Segmentation, Targeting, and Positioning (STP analysis) is a kind of marketing approach through which companies can choose a particular population which is the best fit for the companies' products and services. 
The way M&S target the population to market their products has been discussed below through which the segment they are targeting and how they are positioning the products can be known. 
Segmentation: There are four kinds of segmentation such as geographic, behavioural, demographic and psychographic. M&S uses demographic segmentation where they use economic status and age group for segmenting the population. The company has been making sure that they are segmenting people on the basis of their income and age as they have a range of products which can be appealing to them. 
Targeting: The targeted segment of the company is the economic group ABC1 who are 45 years of age or above. Social group, A shows the upper-middle-class people who are generally in managerial or administrative positions. Group B includes the people of the middle class. Lastly, group C1 is the lower middle-class people who are generally in supervisory or clerical positions (ABC1demograpahic, 2023). The products of M&S are in the higher range for which they target the people with a sumptuous living who can afford their products. 
Positioning: M&S uses Competitive positioning to provide their products to their target customers. They compete with their rival companies to develop and sell their products. They look for providing value to their customers, therefore, they focus on providing high-quality products to their products. This makes them more competitive in the market and despite higher prices people like to buy the products of M&S. 
[bookmark: _7vwue5fao3ha][bookmark: _Toc142487436]Marketing mix
Product: Marks and Spencer has a huge range of products which are of high-quality that provides value to their customers. They sell clothing products for women, men and kids. There are dresses, tops, jackets, shorts, sportswear, trousers, joggers, jeans, and shirts available in the clothing products. They also sell accessories, footwear, formal clothing etc. Other than that, in the product range of M&S, there are food & wine, beauty products, furniture, flowers & plants, gifts etc (MarksandSpencer, 2023). 
Price: MS& follows a value-based pricing strategy for their high-quality products. The products of M&S range from medium to high. Therefore, they set the prices as per the customer-perceived value. They justify their moderate to mostly premium pricing by maintaining the quality of the products. 
Place: There are a total of 1487 stores of M&S as of the financial year 2022. Among these, there are 405 international stores and 100 websites worldwide (Corporate.marksandspencer, 2023e). They also distribute and position their products through their official website. There are 62 countries where M&S is operating like Ireland, Austria, Argentina, Canada, Colombia, Italy, India, Croatia, Malaysia, New Zealand etc (MarksandSpencer, 2023a). 
Promotion: Promotion: M&S promotes their products through both offline and online means. The offline channels are TV advertisements, coupons, billboards etc. There are a number of TV ads from M&S named Gifts that Give, the 2022 Christmas advert from M&S Food, M&S Collection Honey etc. Along with that, they are providing coupons and also used billboards to show and promote their products (Alamy, 2023). Other than this, they use online promotions like social media marketing, Pay-Per-Click, and their website. The company has been using Facebook, YouTube, Instagram, Twitter and Pinterest to promote their products (MarksandSpencer, 2023). In addition, they also use PPC and their official website for promoting their brand (Green, 2018). 
[bookmark: _m3hnwe1hnujb][bookmark: _Toc142487437]Implementation 
M&S has been looking for exceptional services and products which they will deliver to their customers. They are modernising some of their core systems while keeping the trust and value of their brand. They are focusing mainly on M&S Food in which the values of the company have remained constant whereas, they use new approaches for marketing the products. They are using phrases like 'don't ask the price – it's a penny' to promote their high-quality food products with trusted value. M&S is making sure that they only focus on being competitive in the opening price and decreasing their promotional activities. Therefore, they are fulfilling their aim to invest in making the prices lower for their customers which increased their food sales by 8.7% to £7.22 billion along with like-for-like sales by 5.4% as their performance exceeded in both volume and value (Wright, 2023). 
Their clothing sales also grew by 11.5% which was possible because of reshaped buy that includes reducing the number of options from people and merchandising better products. Through this way, they have been able to buy deeper in their core lines from which they have been to provide better quality and availability to their customers. They also upskilled their employees in order to provide better products and services through their Forward Thinking strategy. Their ‘Look Behind the Label’ has helped them to be more ethical as their customers get to know how M&S produces the goods (Corporate.marksandspencer, 2022a). 
[bookmark: _fyx3ummnlk2n][bookmark: _Toc142487438]Control 
There are some Key Performance Indicators (KPIs) which help M&S to measure and manage their goals. Here, they follow several objectives for different purposes that include some KPIs. For increasing the efficiency in raw material usage, they measure the increased percentage of raw material conversion. To improve the detail of productivity measures and frequency, the number of lines with the everyday productivity measures is known. To increase manpower productivity, the number of departments with daily productivity meetings and the number of lines that use visual management techniques are measured. For decreasing waste, there are two KPISs. The number of lines that can be analysed with the process and the percentage of increased productivity in balanced lines are known. The number of productivity/efficiency issues, the number that has been resolved, the number of ideas implemented and the number of ideas which were made are the KPIs to measure worker feedback. They also have the aim of improving online delivery for which decreased percentage of late deliveries is measured (Corporate.marksandspencer, 2020). 
[bookmark: _wsyq8ro6e863][bookmark: _Toc142487439]Conclusion 
The report has discussed the way Marks and Spencer have been marketing their products and services in their retail market. In this context, the marketing processes have been discussed. There are five stages in this where situational analysis, PESTEL analysis and Porter's Five Forces analysis have been done. By understanding the external environment, the objectives of M&S have been known. To understand their marketing strategy, STP analysis and marketing mix have been done. The implementation process and their controlling techniques have also been described here. Lastly, by using Ansoff's matrix, some strategies are going to be recommended to the company. 
[bookmark: _3geq3o3k3hlb][bookmark: _Toc142487440]Recommendations 
Product Development: It is recommended to M&S to follow the product development strategy so that they can improve their products and services, and make them more aligned with their customer needs and demands. M&S has a problem of having products that are not attractive to people of young age, however, they market them with young models. Along with that, despite their products being high-quality, their products are not unique as their products have many substitutes, Thus, the company is recommended to introduce a range of athleisure items in order to be more unique. By having these clothing items in their product range, they can make sure that the company is being different from its competitors. Therefore, through a product development strategy, M&S can make their business more competitive in the market (Loredana, 2016). 
Diversification: It is also recommended to M&S that they would follow the diversification strategy so that they bring some changes to their products and services and also target a particular segment of the population. It has been known that M&S is targeting the ABC1 segment. However, their main problem is that they are not providing people with the products which are right and trendy. There has been a lot of confusion in their marketing as they are using young models to target 45 years of people. Thus, the segmentation and targeting should be done properly. They need to strategise different marketing approaches for marketing the product ranges to people of different age groups. Along with that, they should diversify their products by introducing a new range of athleisure products that are sustainable, so that they can make their strategies more aligned with the products. The competitors of the company do not have a product range of athleisure which is also sustainable which is profitable for the company, and it can target a huge customer base. By developing different products for the people they are targeting, they can enhance customer satisfaction as people will not be confused and can buy the products through a great buying process (Dawes, 2018). 
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