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[bookmark: _Toc133662394]1.0 Introduction
The modern business environment has altered the meaning of digital marketing, despite its vast growth majorly in online channels. Nowadays, integrating both traditional forms of marketing through digital media, and implementing digital marketing principles has become popular. Digital marketing's main aim is to connect customers across the globe, by using the internet as a medium aside from other digital technologies that support that medium. These include the likes of email marketing, social media marketing, and even multimedia exchange through web-based advertising. Mobile-based marketing is also practised in many domains of digital marketing, calibrating processes within traditional stores like permitting 'click and collect' options. In this assessment, the digital marketing context will be evaluated under the lens of the organisation 'Marks and Spencers’ i.e. a British multinational retailer headquartered in Paddington of London. The assignment will look into the particular platforms permitting digital media utilisation in the case of the retailer, along with contributions of these digital technologies that provide perspective to the marketing context. The application of digital marketing based on e-commerce relationships that connect customers through e-businesses will also be discussed. The above explanations will create an understanding towards the effectiveness of digital marketing, by identifying the disadvantages of its prolonged dependence. The digital marketing experience might be showcased through the below ERP systems, which become the crux of dependence centred on the organisation. 
[image: ]
Figure 1: ERP systems followed by Marks and Spencers
(Source: https://www.researchgate.net/figure/ERP-system-structure-Source-own-elaboration_fig1_322860913)
The above prospect of Marks and Spencer’s will help to compare the retail growth experienced in the world, which before 2021 showed a massive rebound with revenue growth of 12.1%, especially compared to 2020 when retail growth slumped up to 2.6% (Oberlo, 2023). The second part of the assessment will evaluate the growing age of artificial intelligence and machine learning that has created an influence on an enterprise's return on investment. As a result, the argument will base its analysis on Marks and Spencer’s only. The overall assessment will be served through recommendations and a summary. 
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Figure 2: Global revenue distribution within the retail sector
(Source: Oberlo, 2023)

[bookmark: _Toc133662395]2.0 Digital Assets 
[bookmark: _xtore6n2o4w7][bookmark: _Toc133662396]2.1 Platforms Involved in digital media
The retailer Marks and Spencer have always preferred to keep connected communication, not only between suppliers and themselves but also themselves and the customers. Due to the current optimisation of the process, customers might be able to directly discuss their requirements with suppliers as well (Kingsnorth, 2016, p 245). This is better managed using platforms that shape the digital media channelling for the company. Some of these platforms can be discussed in the below manner.
Social media platforms: It emphasises ways through which a business might find alternative means to reach out to parties that might serve an interest towards the company. Many supplier pages on Facebook and Instagram share contact details, types of product offerings, and current stock-related information that can be relayed through chat via messengers, and also understand its reputation by ratings (Vizard, 2015). Similarly, customers can reach out to the retailer via these platforms to know if their preferred items are available and if there is any scope for home delivery instead of direct store purchases. Moreover, direct store features like digital checkouts are also verified by users. Marks and Spencer chiefly use Instagram, Facebook, and LinkedIn as social media platforms for driving their marketing.
Media sharing platforms: Another way of integral platform usage is seen through media sharing platforms that branch out a different appeal through marketing. A visual attraction along with a derived meaning generally takes any marketing effort a long way. Thus, Marks and Spencer have tried to use the above factor in their favour. For instance, it has managed to equate its digital advertisements by inspecting the statistics presented on platforms like YouTube (Mayes and Chambers, 2023). This allowed them to thresh out better management of words, pictures, and even videos before collaborating with them in their platform channels. Over the years, the approach has benefited the retailer to a large extent.
Service-based platforms: Unique thinking on the part of Marks and Spencer’s, has allowed them to grant more time in planning digital marketing initiatives. The employees working within the company always prove to be an asset, especially with the majority of these executives directly associating themselves with customers. Therefore, service-based platforms through acknowledgement of third parties provide means of using software applications. That transcends the application's role (Microsoft Customers Stories, 2021). This serves as a different form of appeal in the minds of the customers and suppliers, where they feel that the organisation considers their mutual association important. That allows them to bring forth applications similar to Microsoft Teams. 
In terms of contribution, Marks and Spencer have identified their dilemmas about marketing and have managed to execute means for achieving well-thought-out digital marketing plans. That compliments the online markets and gets together with the brick-and-mortar stores, for accelerating ways to catch the fancy of customers. Some of these can be discussed in the below manner.
In terms of contribution, Marks and Spencer have identified their dilemmas about marketing and have managed to execute means for achieving well-thought-out digital marketing plans. That compliments the online markets and gets together with the brick-and-mortar stores, for accelerating ways to catch the fancy of customers. Some of these can be discussed in the below manner.
Usage of iPads in stores: Although still in the trial phase, but equipped to ensure that high-demanding stores of the retailers are ready to respond to digital purchases. For instance, in the London Marble Arch store, the company will see their sales executives equipped with these devices (Baker, 2012). That will provide a choice to customers in specifying their requirements under homeware sections, beauty and accessories, or clothing.
Digital Kiosks: The portable products of the company like cosmetics, fragrances, hair care brands, and others will experience a change in terms of distribution. As the majority of customers in the UK, still prefer to explore the stores but try to execute purchases via online mediums. M&S has installed several digital kiosks for supporting its home brand in the form of 'Style Online' (Baker, 2012). This boosts almost 10% of the online sales that the organisation normally poses an interest in their brick-and-mortar stores (Baker, 2012).
Touchscreen displays at stores: A more poignant consideration for digital marketing initiatives as performed by Marks and Spencer’s, is in granting multiple touchscreens for visiting customers in their brick-and-mortar stores. This allows the visiting masses to differentiate as to which brands they managed to select online, and if it is served within the traditional markets. The touch screens are powered by artificial intelligence and cloud programs that work in tandem to create the utility of the application. Many fashion brands have wider styles, fabric quality, and colour differences. Some of these brands like Autograph, Per Una, and others require prior deliberation among customers before buying (Baker, 2012). The interests related to the same brands allows suppliers to also know which products should be manufactured in bulk. This introspection can provide longevity of digital marketing impressions for the customers who regularly visit M&S stores.
[bookmark: _Toc133662397]3.0 Digital Marketing structural flows 
[bookmark: _Toc133662398]3.1 Internal Analysis
Since covid-19 ruled the fates of many retailers in the UK and overseas countries. Vast businesses have turned their attention towards e-commerce which was a key internal digital means asset, and simply associating past e-business strategies with the former (Hemann and Burbary, 2018, p 516). The same can be analysed in the case of Marks and Spencer. 
Firstly, Marks and Spencer’s managed to affect their e-commerce strategy by launching 46 websites in overseas markets. It features countries like Iceland and Uzbekistan. This was part of their strategy to take the online business to almost 100 or more countries. That might create a way through which M&S can reduce their upfront costs. The company has also given rise to countless flagship websites, with the primary means of operations extended from the UK (BBC, 2021). However, the expansion might have achieved a low-cost means of getting business conducted but lost more than 7000 workers in the process (BBC, 2021).
Secondly, the e-commerce push allowed the retailer to create a new line of products. That featured 750 varieties representing sections like clothing, homeware items, beauty and other accessory items, groceries and others. The online markets further added over 10 languages and additional currencies that support customers in different ways. Moreover, the retailer managed to connect its offline stores to help the consumers get better facilitated around e-commerce platforms (BBC, 2021). For instance, digital kiosks, touchscreens, and other iPads with executives enable the customers to surf the e-commerce websites of the company. This serves in helping them decide on their respective purchases.
Thirdly, connecting e-commerce with e-business schemes has enabled Marks and Spencer to affiliate with more brands related to products. For instance, the clothing segment creating 75% of the sales occurring online, reducing recurring losses by up to £87.6 million. Recently, the company announced the onboarding of brands like Ted Baker, Superdry, Musto, and Lyle and Scott among others. Aside from the 17 menswear partner brands that serve the company through offline markets, there will be a rise of 250 menswear products available on e-commerce channels reflecting growth opportunities (Douglass, 2022). This further accelerated sales from the clothing division by adding 14% to its existing sales of £70 million, in the form of additional revenue. Certain aspirational clothing brands came together with the company that showcased a different brand of style thereby bringing both new and old customers into the fray. 
Other internal considerations that can be separately viewed in the case of the retailer can be seen below.
M&S has made considerable progress in utilising digital technologies for securing an interactive marketing communication flow. In 2018, the company collaborated with the third-party company Twilio to improve the customer relationship response of M&S support systems (Twilio Inc, 2018). Communication with customers is integral for businesses to be successful in a market such as the retail sector, where front-end interactions with customers drive the majority of sales performance. For M&S, this meant over 640 stores and Contact Centers of the company were routed through in-house technology provided by Twilio (Twilio Inc, 2018). This included intelligent systems that routed voice calls with a greater than 90% accuracy to the respective departments, stores or contact centre agents (Twilio Inc, 2018). Twilio also utilised digital technologies like cloud storage to allow M&S the advantage of resolving issues quickly regarding their customers; over 100 switchboard employees were summarily moved to front-end customer-facing roles (Twilio Inc, 2018). The strategic actions employed in developing this digital competency took under 6 months from conception to delivery, leading M&S to become digitally empowered in creating an interactive marketing communication flow with its customers through Twilio technology.
[bookmark: _Toc133662399]3.2 External Analysis
[bookmark: _Toc133662400]3.2.1 Situational Analysis
Apart from the digital platforms and technologies which enhance the value of Marks and Spencer’s, as an enterprise that maximises the potential of digital marketing. Its application by the company is undertaken through a planned approach. This can be configured through an external analysis by implementing the PEST framework.
Political Factors: An India-UK foreign trade association has recently been billed creating larger benefits for both organisations. As it will regulate bilateral trading by up to 28 billion till the year 2035 (The Times of India, 2022). It will also likely influence online-based sales activities as well. Meanwhile, in the domestic country, a hike in taxation schemes that includes corporation tax associated with retail business is likely to rise from 19% to 25%, making it difficult for online-based retailers in bringing better revenue through their operations (Financial Times, 2023). 
Economic Factors: Recently, the inflationary pressure that is predominant within the UK has created ample losses in retail revenue. This is courtesy of a fall of 13.6%, with prices of random retail products going up by almost 5% every two months (Bloomberg News, 2023). That has also affected the inventories of majority retailers by reducing their volume in taking by 1.7% (Bloomberg News, 2023). 
However, due to the intervention of online markets as created by retailers, at least 3 million people found employment through services rendered via online platforms. This occurred beyond the year 2020, which might be considered a boon for retail workers (Partridge, 2023).
Social Factors: There exists a plethora of topics circulating from news media, social media, and other forms of media that deal with information. Some of these topics are at times borrowed by Marks and Spencer’s, in branching their video promotions. For instance rising debt in a country, inflation, generation x to z's stylised choices in a current retail environment and carbon footprints. Such factors become a part of the clips, long-duration videos, or YouTube shorts. That touches on the topics but tries to ensure that customer sentiments are not violated (Mayes and Chambers, 2023). For instance, Marks and Spencer have come under fire for violating Youtube terms and conditions, especially by expressing support for terrorism and embracing anti-Semitic thoughts. As a result, many British Banks and other hosts of retailers together flagged the promotion as inappropriate. In short, the content was also seen in many countries as offensive. That proved to be a learning experience for a company like M&S. 
Microsoft teams allow Marks and Spencer's executive teams to closely associate themselves with the business. The app's feature allows frontline workers to exchange insights with the in-office executives. As a result, the ideas for creating new digital marketing strategies double. A former statistic of the company indicates that up to 5000 suggestions are created when a digital marketing channel is relied upon over time (Microsoft Customers Stories, 2021). 
Technological Factors:  A fifth of the M&S media budget goes directly to social media platforms like Facebook, Instagram, and occasionally LinkedIn. The organisation focuses on content creation through the management of personalised messages and targeted messages. This enabled the company to create multiple initiatives like 'Follow the Fairy', which allowed users and consumers to participate in mystery gifting of M&S products with each other. Also, sustainability activities like 'Shwopping' and 'Big Beach Cleanup' allowed sustainable habits to thrive among communities taking the marketing activity's berth wider (Vizard, 2015). The platform is preferred by the company because any ideas centred on promotional advertisements, snippets, gifs, pictures, posters, and others get focused on customer touch points. That ranges from mobile to television, and finally print media as well.
[image: ]
Figure 3: PEST Analysis
(Source: https://www.researchgate.net/figure/PEST-Analysis-tool-Source-own-elaboration_fig6_318215790)

[bookmark: _Toc133662401]4.0 Digital Marketing Plan and its Implementation 
[bookmark: _Toc133662402]4.1 SOSTAC Analysis
[bookmark: _gbntycs0782y][bookmark: _Toc133662403]4.1.1 Key Goals and Objectives
Numerous relative objectives impact the digital marketing plan of Marks and Spencer. Some of these can be indicated in the below manner.
Firstly, to enable the M & S marketing team to get familiarised with the digital channels, especially by interacting with customers, suppliers, third-party clients, and others. The organisation provides a greater deal of leeway to commit mistakes but also learns from the mistakes with versatility in digital marketing strategies executed by the retailer. Especially by focusing on the key districts and sub-districts of the UK cities (Business Standard India, 2022). These can include the likes of Birmingham, Manchester, Surrey, and others.
Secondly, to ensure that the clothing and homeware section thrives, as the same sections failed to perform when M&S was interacting with digital marketing separately from its traditional business models. The retailer requires to allow the above division, in drawing one-third of the sales from online markets rather than depending on offline markets (Business Standard India, 2022).
Thirdly, to focus on new products by visually appealing to consumers with interactive brands especially centring the non-essential items, that might allow the digital marketing team of the company to popularise campaigns on social media platforms like Facebook and Instagram. For instance, a recent initiative undertaken by the enterprise was to popularise its 'Must-Have' products. These included must-have satin blouses, and must-have checked blazers, among others.
Fourthly, to create an Omni channel experience for consumers that includes both offline and online platforms. Each platform, channel, or technology is supported to complimenting each other's activities. This might give customers better access to clarity in their respective thought processes, rather than dealing with multiple scenarios of purchasing.
[bookmark: _3n6axbmohwfa][bookmark: _Toc133662404]4.1.2 Strategy
Firstly, the retailer will like to go through the statistics and data related to retail customers operating in the market. Before, engaging the digital marketing team for initiating strategies. For instance, the product division sales will be compared, future sales to be assumed, and average growth spanning from these will be considered in the end (Morris, 2021). Based on these factors, the executives of the digital marketing teams can occupy positions for utilising social media channels, offline digital kiosks, mobile applications, and others.
Secondly, Mark and Spencer’s have also decided to nurture the knowledge of its customer base mainly attracted to the homeware division and clothing division. Therefore, trusting SEO-generated content in online markets might influence organic sales. For this consideration, approximately 1900 MS 2 digital team workers will be used, for ensuring the contact catches the consumers fancy relating to different product segment brands (Parr, 2022).
Thirdly, partnering with different third-party distributors Stylewise and others. Marks and Spencer can manage to use its strategy that was successful in a developing nation like India. Whereby urban consumers residing in districts and sub-districts were targeted by the company. This allows the company to focus on greater homeware items and clothing items because the popularity of day-to-day required items is growing in the country. Thus, a new collection might see the company launching bedding, bathroom accessories, wellness and dining necessities, and other collections.
Fourthly, almost 1500 locally situated stores of M&S within the UK might favour digital means of purchasing for the consumers. This is likely to enable them in seeking a better lifestyle, by balancing their professional and personal life while conducting purchases (Wolny, 2022). M&S can even have executives guide consumers through the use of its applications, including explaining to them about certain brands and products.
[bookmark: _jo2onxchkqch][bookmark: _Toc133662405]4.1.3 Tactics using 8ps of the marketing
Application of the marketing mix strategy in understanding the tactics of the retailer can be an effective way to engage customers. The concept was popularised during the 1950s and now can be used in the case of Marks and Spencer.
Product: For supporting consumer tastes, M&S will be aggressively using environmentally friendly materials for its key product divisions. For instance, for clothing items, the retailer is said to use a greater degree of organic cotton for all its knitwear, jerseys, sweatpants, and others. Also, recycled polyester will be used by the organisation for supporting trimmings, buttons, and even interlinings (Bhanushali, 2021). Such features are likely to engage customers to a large extent in accessing the clothing items in the long run.
Price: The retailer has decided to curtail the prices of clothing items and homeware items. The affected divisions will be aided by such price cuts, and after the organisation applies a 12% curtailment. Customers might be willing to purchase the products representing both divisions to a large extent (Pope, 2023). However, competitors Tesco have also applied price reductions on their own homeware and clothing divisions by 22%. This can negatively impact the digital marketing tactics of M&S.
Place: Certain key districts and sub-districts will be chiefly targeted by Marks and Spencer, to influence sales related to their clothing and homeware brands. These areas might be chiefly spread out among cities like Manchester, Birmingham, and Surrey. Based on the sales from these divisions, Marks and Spencer can cling to continuity in terms of their digital strategies (Kingsnorth, 2016, p 354).
Promotion: M&S-related platforms that include the company websites, mobile applications, social media, and AI-driven Sparks programme campaigns will be enforced by the retailer to enable greater sales of its products (Parr, 2022). It will also depend on creating video-powered live retail shopping experiences for newcomer customers as well.
People: Generation Z aged around 21-24 years featuring both male and female consumers is the target audience for Marks and Spencer’s. Mainly because these younger generation consumers essentially spend 334 million pounds using the Instagram platform of the organisation (Highley, 2019). Throughout, the marketing strategy they are an integral part of the marketing plan. Bringing these customers together are the customer relationship executives assigned within the company. 
Processes: In this case, Marks and Spencer will look to deliver their products via online markets that include primarily their website, and then social media marketplaces like Facebook and Instagram (Highley, 2019). The latter is the main platform of consideration. 
Physical Evidence: As a form of experience, the M&S brand represents quality with its practices embedded within websites, mobile applications, and others (Morton, 2022). Authenticity is also guaranteed when the retailer requests a review based on consumer experiences. 
Productivity: Given the above criteria, a surge in online sales was represented by a 55.6% rise in annual revenue (Morton, 2022). Whereas, the in-store revenue's fall of 11.2% was adjusted over time through the online markets making up for a 10.1% market increment (Morton, 2022). 
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Figure 4: Marketing Mix 8ps
(Source: https://www.researchgate.net/figure/SOSTACModel-Source-PR-Smith-2005_fig1_331377268)
[bookmark: _2wyh7vcddg5h][bookmark: _Toc133662406]4.1.4 Action administration
Some of the specific actions taken by Marks and Spencer, about executing digital marketing strategies can be explained below manner.
Firstly, the company will enforce key changes within the M&S website, especially by implementing flagship experience building for customers looking to purchase products via a multichannel initiative. For instance, customers can buy products from mobile applications, through clickable links provided on social media, blogs, and others, and directed through websites.
Secondly, all M&S products will be taken out of third-party-run e-commerce websites like Amazon. This will allow the company to focus keenly on their Omni channel initiatives, through which products from brands like 'Style & Living' could be sold from a primary hub.
Thirdly, a shop assistant AI program will be inhibited in all the channels through which M&S can distribute their products. 24% of the customers rely on guides before continuing their shopping experience, and another 76% prefer to know more about the company website before proceeding ahead with their purchase.
[bookmark: _9qafkzfoobcv][bookmark: _Toc133662407]4.1.5 Control
A few ways through which Marks and Spencer’s likely to exhibit control of its digital marketing strategy can be determined below manner.
Firstly, online sales regulated by Omni channel platforms have shown a surge of 23% in revenue. However, there are still 14.5 million consumers who prefer not to purchase retail items from the M&S website (Vizard, 2014). Hence, this factor has to be monitored closely by the company and a reduction in the number of unwilling parties targeted.
Secondly, promotional content-related statistics need to be closely studied by M&S management. Certain shopping-worthy print magazines might create interest among the masses interested to try products sold by the retailer. This is bound to increase the visits made by consumers to the website, via multiple channels regularly (Vizard, 2014). The data received can be closely compared with the previously acquired data that could indicate a change in the experience building of staff.
Thirdly, Different segments of Mark and Spencer’s, which includes homeware, groceries, beauty and fashion-related products, electronics, and others can be compared through respective revenues. Also, M&S digital marketing team can identify which product representing which segment has managed to show a gradual performance improvement (Vizard, 2014). This will allow the company to isolate products that have demonstrated underperformance in terms of catching interest, propelling sales, and creating brand loyalty for the customers. 
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Figure 5: SOSTAC Model 
(Source: https://www.researchgate.net/figure/SOSTACModel-Source-PR-Smith-2005_fig1_331377268)
[bookmark: _Toc133662408]5.0 Part 2: Artificial Intelligence
[bookmark: _Toc133662409]5.1 Introduction to artificial intelligence
Artificial intelligence-based systems comprise a simulation involving both human intelligence and processes integrated by machines or computer-based systems. Certain applications of AI can be determined in the form of expert systems, natural language processing, machine vision, and speech recognition (Morris, 2021). Each of these elements that might be classified within AI systems depends on the retailer in question for execution and implementation.
[bookmark: _Toc133662410]5.2 Introduction to machine learning
Serving as another branch of artificial intelligence is machine learning, which only focuses on data and algorithms for imitating the way humans tend to learn. That gradually starts to improve its accuracy after a period (Morris, 2021). This makes machine learning a growing field in the case of data science that uses both statistical methods and algorithms in unison. 
[bookmark: _Toc133662411]5.3 Discussion in detail about artificial intelligence and machine learning in digital marketing for maximising ROI
Firstly, machine learning is capable of developing core insights into customer behaviour, purchasing habits, broader trends and other insights relevant to digital marketing. For M&S, this can result in machine learning making accurate, customised product recommendations for individual customers through the K-means clustering approach under machine learning technology (Li and Wu, 2012). This allows customers to be matched with their specific product requirements and tastes, thereby increasing the likelihood of influencing their purchase intention outcome.
Secondly, similarly, artificial intelligence also uses focused targeting to create triggers that influence the purchasing outcome of the segmented customer profiles. This maximises the ROI of the marketing spending, as machine learning identifies the customer segments based on big data analytics and determines the segmentation validity for companies like M&S to consider (De Mauro, Sestino and Bacconi, 2022). Another feature of artificial intelligence is predictive targeting, where ads are focused on customers likely to respond to the marketed content (De Mauro, Sestino and Bacconi, 2022). This streamlining and efficiency through machine learning enhances digital marketing as a whole for M&S.
Thirdly, machine learning allows for the forecast and prediction of the lifetime value of customers using existing available data (Sun, Liu and Gao, 2023). Developing this insight allows companies like M&S to gain an understanding of the lifetime value of their existing customers, allowing them to optimise their marketing approaches to meet these customer requirements in particular (Sun, Liu and Gao, 2023). From this identification, approaches such as Google Analytics are used to assess the marketing effectiveness of digital marketing campaigns. Customers with a higher lifetime value are also routed through push-based notifications across SMS and email approaches, making them engaged more thoroughly with the company's product offerings as well as promotional schemes such as exclusive discounts.
In summary, artificial intelligence like machine learning provides a range of approaches for M&S to use while performing digital marketing activities. This allows M&S to maintain its marketing performance through the use of common technologies, thereby maintaining its competitive edge and performance. It also positions M&S as a future-ready organisation where it increases the company’s resiliency owing to the multi-fold efficiency and productivity arising from digital marketing. The recommendations incorporate a strategy towards deploying machine learning that will be optimally suited for M&S, based on the aforementioned discussion of the various use cases of machine learning in digital marketing performance.
[bookmark: _Toc133662412]5.3.1 Forecasting in Machine Learning
Firstly, M&S must utilise emerging technologies in the commercial environment such as ChatGPT towards developing its digital competencies in marketing. Artificial Intelligence programmes like ChatGPT are contemporary developments that make AI as software commercially accessible to businesses across different user roles (Altaf, 2023). Its capability for generating new and innovative marketing approaches makes it valuable for creating perceptual awareness of the brand through the use of AI-empowered marketing suggestions.
Secondly, machine learning must be incorporated into marketing to customise the customer-end experience through data analytics. Machine learning will empower M&S to gain an understanding of customer behaviours, habits, broader consumption trends and other personalised information through big data analytics. Machine learning algorithms such as K-means clustering are capable of delivering customised recommendations for customers, increasing the likelihood of customers buying products that they are interested in (Li and Wu, 2012).
Thirdly, M&S must develop its core competencies across all areas of digital technology as found under the Industry 4.0 framework (Vaidya, Ambad and Bhosle, 2018). Technologies such as Artificial Intelligence and data analytics are found under this framework, and M&S can develop its core competencies here through internal research & development or external collaboration through different industry partners. The net benefit of digital marketing will be in allowing M&S to position itself to meet Industry 5.0 requirements in the future, as Industry 5.0 focuses on enhancing the customer experience through digital technology (Maddikunta et al., 2021).

[bookmark: _Toc133662413]7.0 Conclusion
The assignment concludes that digital market strategies enabled Marks and Spencer to regulate product popularity for retail items like groceries, furniture, electronic items, and others. Mainly the products revolving around homeware segments and clothing segments, have been influenced gradually with the company continually focusing on their multichannel campaigns. This ensures that more consumers gather around the websites, and their interests get piqued over time. It enables M&S to consolidate its digital marketing initiatives to a large extent. However, the retailer is quite behind in comparison to its competitors like Tesco plc, Morrisons, ASDA, and others. Their anticipation of market-centric developments is better realised through assumptions, but M&S is trying to improve their strategies for satisfying digital marketing-related strategising. The assignment also concludes that Marks and Spencer have attempted to connect offline markets and online markets that accelerate the sale of products around key segments. Many offline mediums have been installed like kiosks, touchscreens, and iPads to regulate interventions in digital markets. The same can be seen by transporting the consumers via clicks to the primary hub, from where purchases can be undertaken by the company in the long run. Meanwhile, this posed different challenges for the company, whereby they had to find a substitute for lacking talent controlling digital mediums. The SOSTAC framework laid the ground for these developments, and the discussion on digital marketing approaches at M&S underlined the effectiveness of the company in becoming digitally robust. Instances like collaborating with Twilio showed M&S as a successful beneficiary of open innovation in the corporate environment today. The use-case scenario of enhanced digital marketing through machine learning presented an insight into the different customer-centric marketing approaches that can be empowered through machine learning for M&S. Lastly, the recommendations developed marketing recommendations for M&S through the scope of digital marketing, using contemporary advancements in digital technology to present grounded recommendations for improving its digital marketing approach.
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