[bookmark: _a2j7k9p912mc][image: ]





[bookmark: _wrq5wzx8rc2p]BA Business Management
[bookmark: _5auvvscwg7e6][bookmark: _gy8l0wbzpxbj]LCBB4004 Marketing Fundamentals
Student Name: Florin Claudiu Visan
Student ID: 2247386
Lecturer: Dr Piyumika Gamaze



[bookmark: _v5s6je9n8ntt]
[bookmark: _c8nuwgy2ls6g]Component 2: Individual Report






Table of Contents


1. Introduction	3
2. External Analysis	3
2.1 PESTEL Analysis	3
2.2 Market Trends	5
2.3 Competitor Analysis	7
3. Evaluation of Marketing Strategies	8
3.1 Application of Porter’s Five Forces	8
3.2 STP Analysis:	9
3.3 Marketing Mix (4 Ps)	11
4. Future Recommendations	12
5. Conclusion	13
6. References	14



[bookmark: _3f4n47tg4uvy]1. Introduction
Marks and Spencer (M&S), a famous store name, has become an important part of the British market and a big player on a global level. From its humble roots as a market stand in 1884 to its current state as a multibillion-dollar company known for its unique products in every category, it has had an amazing journey. M&S has more than 1,487 stores in 46 countries and a strong online presence that reaches more than 100 markets (Marks and Spencer, 2023). This shows that global shopping works. The main thing that M&S sells is stylish, high-quality clothes for men, women, and children. The store is known for being able to mix style, quality, and price. Some of the creative and cute company's own-brand products that have made a name for itself in the food store business are Percy Pig candies and Colin the Caterpillar cakes. Its wide range of home goods, such as furniture, beds, and kitchenware, appeals to a wide range of customers and fits a variety of budgets (Ocado, 2023). This helps it keep its strong marketplace. M&S can offer more than just products because it has smart partnerships that let it offer banking services like credit cards and insurance.

The goal of this paper is to investigate Marks and Spencer's external environment and how it affects its strategy and operations. The research will examine M&S's economic, political, social, technological, environmental, and legal concerns. M&S will also receive strategic assistance on how to handle these outside challenges. These concepts are aimed to assist the firm in adapting to the ever-changing retail industry. First, this research will examine Marks and Spencer's external environment. This will determine the company's present plan's effectiveness. M&S will close with beneficial tips to stay successful and adaptive in a changing market.
[bookmark: _36dzhxtuhn4k]2. External Analysis
[bookmark: _phcof4elxx12]2.1 PESTEL Analysis
Political:
· Brexit impacts M&S with trade barriers and increased costs, yet offers new trade opportunities.
· Government policies on taxation, wage regulations, and food safety influence operations.
· Global political instability affects supply chains and international operations.
· Trade agreements open new markets, reducing barriers for M&S.

Economic:
· Global economic conditions affect consumer spending and M&S profits.
· Domestic inflation raises by 7.9% production and labour costs, potentially increasing product prices (ONS, 2023).
· Interest rate changes influence consumer spending and borrowing (ONS, 2023).
· Exchange rate fluctuations ended at GBP 1.2 per USD which impacted import costs and competitiveness (FocusEconomics, 2023).
· Consumer shifts towards online shopping and ethical sourcing challenge M&S's model.

Social
· Demographic shifts influence M&S's target market and product demand.
· Growing health consciousness impacts food and lifestyle product offerings.
· Ethical consumerism drives demand for sustainable and fair-trade products.
· Cultural trends and fashion preferences shape clothing lines.
· Social media influences brand perception and marketing strategies.

Technological
· E-commerce growth necessitates strong online retail platforms for M&S.
· Digital marketing tools enhance customer engagement and analytics.
· Technological advancements in supply chain management improve efficiency.
· AI and data analytics inform product development and customer insights.
· Adoption of new retail technologies enhances in-store customer experience.

Environmental, 
· Climate change policies impact sourcing and production processes.
· Consumer demand for sustainable products drives eco-friendly initiatives.
· Waste reduction and recycling efforts become increasingly significant.
· Energy-efficient operations are crucial for cost-saving and regulatory compliance.
· Sustainable sourcing policies align with environmental conservation goals.

Legal
· Compliance with international trade laws affects global operations.
· Data protection regulations necessitate robust cybersecurity measures.
· Employment laws impact workforce management and policies.
· Product safety and compliance standards govern merchandise quality.
· Intellectual property laws protect brand and product innovations.
[bookmark: _2yow7xlr91xi]2.2 Market Trends
The retail industry is going through big changes because of new technologies and changing consumer tastes. One big trend is the exponential growth of e-commerce. eMarketer says that by 2025, online sales will hit $5.2 trillion, which is more than 22% of all retail sales (Statista, 2022). The rise of online shopping has had a big impact on Marks and Spencer. In 2022, 34% of its Clothing and Home division's sales were made online. But there are also problems with this growth (Marks and Spencer, 2023). For example, M&S now has to deal with competition from specialised internet shops. To stay ahead of the competition and meet customers' ever-changing needs, M&S needs to keep making its online services and delivery options better.
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Figure 1: Retail e-commerce sales worldwide from 2014 to 2026
(Source: Statista, 2022)
The way people act is also affected by inflation and other economic factors. Customers are becoming more price-conscious, which is causing a clear change towards buying based on value. To keep up with this trend, M&S needs to find a good place between price and quality. As time goes on, customers care more about sustainability and ethical making, which affects what they buy (Deloitte, 2023). This trend fits with M&S's efforts to protect the environment, like the "Plan A" plan, which could make the store more appealing to people who care about the environment (Deloitte, 2023). Also, buying things that are easy and can be customised is becoming more and more common. M&S wants to make shopping easy and more personalised for each customer. As part of projects like the "Sparks" reward system and shop improvements, they're working on it. Another interesting change is the rapid rise of cheap stores. A report from 2022 called Retail Economics says that the UK's cheap retail business will be worth £100 billion by 2025. M&S needs to set itself apart from competitors if it wants to do well in the retail business. To stay ahead of its competitors, M&S must focus on quality, new ideas, and giving customers the best experiences possible.

There is a change in the grocery store business towards meal kit and online food shopping services. M&S has a great chance to make money through their partnership with Ocado. People who care about their health and are looking for more environmentally and socially responsible ways to eat will be interested in fresh food and M&S's "Good eating" programmes. Lastly, PwC (2023) says that 73% of customers would rather shop at stores that offer unique experiences. This shows how important interactive retail is becoming. M&S could take advantage of this trend to improve customer engagement and add a new layer to its retail strategy by offering cooking lessons or personalised shopping services in-store.
[bookmark: _eeply4u6rcxi]2.3 Competitor Analysis
There is a lot of competition in the store business where M&S works. Next plc, John Lewis, and Tesco are some of its main rivals. Each of them brings something different to the table. M&S faces tough competition because it has a 4.2% share of the UK clothing market, a 5.2% share of the food market, and a 5.7% share of the homeware market (Fashion United, 2022). Next plc has a big part of the clothing market (8.2%), which means it draws younger customers. It does this by selling stylish and cheap home goods and clothes (Fashion United, 2022). It can compete with M&S well because it has a strong online footprint and works across all channels. Next focuses on price and style, while M&S focuses on quality and fair sources. John Lewis, which sells food, home goods (10.3% of the market), and high-end clothes (2.3% of the market share), competes directly with M&S on quality and customer service (Bedford, 2023). Even so, John Lewis can do better when it comes to growing its online presence, an area where M&S is already making progress. Tesco used to be the biggest food store chain, but now it also sells clothes and home goods at low prices. Tesco is a strong competitor because it has a large store network and promises low prices. However, some may think that Tesco's clothing and home goods aren't as good as those from John Lewis and M&S.
Next has cheap prices, but John Lewis has good quality. M&S is in a league of its own, and it fills the gap. When it comes to clothes, M&S, Next, and John Lewis all compete with each other on price and quality. Tesco is popular with many people, but M&S stands out in the food market by being a high-end but budget-friendly option. M&S is in the middle when it comes to home goods, while John Lewis and Tesco are on different ends of the range. 
[bookmark: _og65c1rusdlt]3. Evaluation of Marketing Strategies
[bookmark: _fcx2esiwlk0e]3.1 Application of Porter’s Five Forces
Threat of New Entrants:
It is not too hard to get into retail, especially in the clothing and home goods categories, where starting costs are high and customers are very loyal to established names. E-commerce has made these problems less of a problem, though, making it possible for new businesses to start up that only sell things online (Lee et al., 2019). This means that M&S will have to compete with stores that are similar to it as well as faster-moving internet stores.
Bargaining Power of Suppliers:
Because M&S does business with many different sources around the world, each supplier's ability to negotiate is slightly lessened. But suppliers who can meet the needs of sustainable and ethical buying have become more important, which could give them more power in talks (Agrawal and Lee, 2019). M&S counts on its suppliers to meet its high standards for quality and honest business practices.
Bargaining Power of Buyers:
Customers today have high bargaining power due to the plethora of choices available in the market, both online and offline. Price sensitivity, quality expectations, and brand perception significantly influence consumer decisions (Graciola et al., 2018). M&S must continuously innovate and provide value to retain customer loyalty in this highly competitive market.
Threat of Substitute Products:
It's hard for stores to deal with substitutes. There are different brands or items that customers can choose from, especially when there are cheaper choices in discount shops. To deal with this risk, M&S needs to set their products apart in terms of quality, brand loyalty, and the customer experience (Graciola et al., 2018).
Competitive Rivalry:
Retail is known for having a lot of tough competition. Big names like Next plc, John Lewis, and Tesco are all competing for customers' interest and money based on things like selection, price, and service quality (Burt et al., 2010). Strong competition is a big problem for M&S because it has to deal with both cheap and expensive stores in the same market.

[bookmark: _xbqob2asielx]3.2 STP Analysis:
Segmentation Strategy of Marks and Spencer 
Due different customer, it becomes easier for Marks and Spencer to serve a wide range of customer group. People between the age group of 35 and 65 years old is prime segment for M&S for its classic, high-quality styles. Price-wise, the name appeals to people with a wide range of incomes, from those in the middle range to those with a lot of money. M&S also makes their goods fit the needs of families at different times of life, such as working professionals, empty nesters, and families with kids. From a psychological point of view, M&S attracts customers who care a lot about the environment, fair trade, and high-quality goods (Arustamyan et al., 2020). This method would work well for people who care about the earth and believe in responsible usage. People who shop at M&S include those who care about fashion, those who care about comfort and functionality, and those who care about their health. M&S goes after people both online and in-store by putting them into different groups based on how they usually buy things. Because the business knows how important loyal customers are, it has a plan called "Sparks" that sorts customers into groups based on how much they interact with the brand (Ward, 2018). 
Targeting Strategy of Marks and Spencer 
The People that Marks and Spencer mostly sell to are middle-aged families and working adults on a budget. This group of people shops at M&S because it's easy to get to, they decently buy things, and the products are good. M&S meets the needs and wants of this group of people by carrying a wide range of goods that are specifically made for them. People who care about quality and doing the right thing for others are drawn to the brand's commitment to these values. With its "Limited Collection" goods (Arustamyan et al., 2020), M&S wants to draw younger people, going against its usual customer base. This advertisement is aimed at people who want to buy clothes that are more modern and stylish. People who want to eat better foods are another group that M&S's "Good Food" programmes are aimed at. They want to attract a growing group of people who value healthy, high-quality food choices.
Econsultancy (2020) says that M&S's targeting approach works for both traditionalists and people who are open to new ideas. This is done so that the business can meet the changing needs of the market. If M&S wants to stay in business in the tough retail market, it can lower its exposure to market risk, get more customers, and focus on different types of customers.

Positioning strategies of Mark and Spencer
"Quality at a fair price" is what Marks and Spencer's slogan says about their business. The main idea behind this placement strategy is to offer affordable prices without lowering the standards of quality or honesty (Marks and Spencer, 2023). Some of M&S's unique selling points are its creative food items, commitment to ethical sourcing, efforts to protect the environment, and long past. These unique selling points help M&S connect with its customers and stand out in a crowded market. M&S needs to show that it's modern, reliable, family-friendly, and trustworthy. When this picture talks about people's values and goals, it makes a deep emotional connection with them. M&S's image as a reliable brand makes it easier to get new customers who value companies with high standards of quality and ethics and to keep loyal customers (Marks and Spencer, 2023). However M&S has a hard time keeping its value and premium image current with younger people. To stay ahead in the market, M&S needs to change with the times and adapt to what customers want. This is especially important as more and more people shop online. M&S's positioning strategy does a good job of telling its target market about the company's core beliefs and what it can do. This helps build a strong brand personality that meets customer standards.

[image: ]
Figure 2: Positioning map of Marks and Spencer
(Source: O’Brien, 2019)
[bookmark: _ros8zv78pymr]3.3 Marketing Mix (4 Ps)

	Product
	Price
	Place
	Promotion

	Marks and Spencer's product plan is based on selling a lot of different high-quality things, such as clothes, food, and home goods  (The Strategy Story, 2023). People in their target market are middle-aged and older and like how they focus on classic styles and good quality goods. Many people like M&S because it shares their values by focusing on sustainable product development and fair sources. Modern names like "Limited Collection" have also been made to appeal to younger people  (The Strategy Story, 2023).
	Marks and Spencer aims for the mid-range to high-end markets with prices that are a good mix of low cost and high quality. This strategy makes sense since their target market is workers and families who are on a tight budget (Bhasin, 2023). The way M&S sets their prices is in line with its mission to provide cheap, high-quality goods to a wide range of customers. When it comes to competing in a market where cheap sellers are growing in popularity, the company needs to stay true to its brand by selling high-quality goods and honestly making them (Bhasin, 2023).

	Marks and Spencer's location plan includes both a big network of physical stores and an online presence that is growing all the time (Bhasin, 2023). They mostly sell to middle-aged and older people, and their shops are carefully placed in suburbs and cities to attract those kinds of customers. Because M&S knows that more and more people are shopping online, it has been improving its online platform. This is especially important when trying to reach younger people. This digital approach makes sure that their products are easy to find and use, and it also fits with how their different types of customers are changing the way they buy things (Bhasin, 2023).
	M&S uses both digital marketing and more traditional types of advertising as part of its general plan to get the word out. More and more people, especially younger people, are using technology more and more, so they use social media and internet marketing. The "Sparks" loyalty scheme is a smart way to get people more involved with and loyal to the company (David, 2023). By going this route, they're sure that their ads will do two things: raise awareness of their brand and strengthen their image as an honest and moral business (David, 2023).



[bookmark: _oue3mg8or0if]4. Future Recommendations
· M&S needs to keep making its online presence better, especially when it comes to mobile shopping and customising the web. It is important to put money into data analytics and artificial intelligence if you want to connect with younger people and compete with online stores. Insights into customers will be better gained, and marketing will be more targeted.
· Sustainable practices are becoming more important to consumers, so M&S would be smart to expand its "Plan A" programmes in this area. It can strengthen its image as an honest brand by making products that are better for the earth and supply chains that are easier to understand.
· M&S might be able to attract younger customers by adding more modern and stylish things to its clothing and home goods lines. As people look for healthier food options, the company may be able to make more money by offering more healthy food options.
Implementation Considerations
Resource allocation: For the plan to work, a lot of money needs to be spent on marketing and technology. M&S should put money into digital infrastructure and environmentally friendly practices, taking into account both the short-term and long-term costs and benefits.
Change management: To fully accept digital transformation and sustainability efforts, organisations may need to change. This brings up the question of how to handle change. It is important to train workers and change the company culture to match the new goals so that the change goes smoothly.
Market Analysis: To keep these strategies up-to-date and effective in the retail world, which is always changing, it is important to keep looking at market trends and how customers act.
[bookmark: _bgsqxrupm310]5. Conclusion
Mark and Spencer's success depends on how well it uses technology, is environmentally friendly and comes up with new ideas. To stay competitive in today's fast-paced retail market and bring in new customers, they can improve their online profile, ethically buy goods, and add new things.
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