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[bookmark: _Toc122644659]Introduction: 
Marketing is important because through marketing customers are aware regarding the services and products, it engages the customers towards the services or products of the business, and it also helps the customers to make the decision to buy the service or the product. A marketing plan is the part of the business plan which helps to maintain and create demands, reputation, relevance, competition, etc. Through brand awareness trust leads, which means more regulation on the brand, to make the business or brand more successful. It is a fashion foundation which acquires the audience's customers and also helps them to become comfortable and to understand with the service and the product of the brand which means the quality of the brand is increased by this (Marks and Spencer, 2022). In the year of 1884 Marks and Spencer was founded by Thomas Spencer and Michel Marks in Leeds. Recently Marks and Spencers have almost 959 stores all over the U.K. The vision of Marks and Spencer is to make aspirational quality which is easy to access for everyone, through the range and depth of their products. A family business is operated by Marks and Spencer, and their selling quality is high, and a great value is owned by the products brand in the U.K. and 62 other countries.( Marksandspencer.in.2022) Almost 66,000 employees are workers in Marks and Spencer. In the following module, the marketing strategies for raising the awareness of marks and spencer will be discussed, and the tools which are used to innovate the brand will be also discussed moreover it can be said that in this project marks and Spencer market-related strategies to make the customers aware or communication channel will be discussed.
[bookmark: _Toc122644660]Marketing goals and objectives:
· To enhance customer engagement for a minimum of 20 to 25 years 
· To increase sales by 15% within the next 5 years
· To create brand awareness and enter a new international market of fashion retail
· To spread their product more in the market and to create a new market.
[bookmark: _Toc122644661]STP analysis:
Segmentation:
The segmentation of Marks and Spencers should be, to divide the consumers into various categories which are based on the distinguished categories of the brand.

Targeting: 
For target marketing Marks and Spencer must choose teenagers, they should be provided with stylish clothes so that teenagers are attracted and buy the products. This means the target of Marks and Spencer will be to provide clothes to 11- 15 years old people.

Positioning: 
There are various types of position strategies but Marks and Spencer must use position for price strategy. Through this strategy, the position of the service or the product is competitive pricing. The aims of the brand will be the cheapest in the market and the value will stay in its position.

[bookmark: _Toc122644662]Marketing Strategies of Marks and Spencer for raising brand awareness:
The marketing mix are,
Product: 
Tangible things are not only referred to as a product, intensive aspects are referred to as a product like marks and spencer and product service. It is also believed that if the product is good then it will vend itself. For this Mark and spencer must be focused on the product creation and service, because it will give satisfaction to the wants and needs of the consumer. The product characteristics of Marks and Spencer must be defined with the calibre, assurance, performance, hold up, and service of Marks and Spencer.(Sudari, et al., 2019) The performance of all products must be shown to the customers so that customers are attracted and buy the products. The assurance of all products must be shown because it helps the customer to compare the product with other companies and then they took a decision to buy the product.
Price:
The tactics regarding the pricing of the Marks and Spencer company's products must be based on the needs and wants of the customers, who are prepared to pay the cost like manufacturing, other surveys and retailing. The marketing mix of Marks and spencer can be included with the discounting program of membership and contribution or Vend and encouragement through email marketing. Outcome-related entire costing methodology is enclosed by this. For Marks and Spencer Skimming is the best pricing strategy. (Ali, et al., 2021)In this strategy, the price of the product is firstly set high, and when the competitive companies are entered in the market at that time the rate of the product becomes low subsequently.
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Figure 1: Skimming Pricing Strategy
(Source: conjointly.com,2022)
Promotion:
The entire set of Marks and Spencer's activities is referred to by the Promotion. In the successful management strategies of Marks and spencer must be included all types of promotional activities towards the marketing mix. (Lahtinen, et al., 2020)Preparing of a template, promotional activities which is in store, advertising, activities which create a relationship with the public and direct marketing are meant by promotion. Digital encouragement probability is limited only through the marks and spencer's imagination and it can comprise chats, online events, live streams, and social media groups. There should be some intention such as the strength of Marks and spencer, products which are differentiated, and the preparation of the building. Buy one and get one free offer is a very common promotion strategy, which helps to draw the attention of the customers. The main aim of Marks and Spencer's promotion must be to produce various types of products of marks and spencer and it must increase the demand regarding the product of marks and spencer. Social media platforms like Facebook, Twitter, Instagram, youtube etc, are the very popular way for promotion which must be followed by Marks and Spencer to promote their brand.
Place:
Through the consumers of Marks and Spencer, the place must be informed where, and how the product of marks and spencer will vend and established and in which place will be informed by them directly. Aside from standard and price, the scattering place must be taken into the consideration also, while the correct marketing strategy will be created like a garment industry is always primarily based on the insight.( Sudari, et al., 2019) The place must be consistent in coverage, transportation, location and channel. The focus of Marks and Spencer must be kept on the partners and dispensation, without which excellent products can to be passed, they will fail. In the Marks and Spencer's business, big insurrection has come about through the location, changing of the place, the inspiration of the channel, members of the channel and logistics should be taken in the consideration. This is the process, of the exporting products from the producer or Marks and Spencer to the customers. As marks and spencer's produced quality products so they have to promote them in France, because in France good quality clothes are used, so it means that they have to find the place where customers are needed these types of products so that they can make a huge market.
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Figure 2: 4Ps Marketing Mix
(Source:nelipattel.com,2022)
[bookmark: _Toc122644663]Innovative Tools And Techniques:
The technologies and tools which are used in fashion industries and which should be used by Marks and Spencer to develop themselves are,
Article Intelligence Use: 
The uses of the article intelligence must be used by Marks and spencer to increase the shopping experience of the customers, to improve the sales through inventory management and trends forecasting, and to analyse the data(Maechler, et al., 2016). Algorithms are also included with AI which safely keeps the journey records of the customers so that they can provide the correct product to the correct people.( Borges, et al., 2021) For example, Truefit which provides online fit features, that help in the fit checking with the new style and brand.
Needle-free Sewing:
A sustainable alternative which is to uses chemicals for the attachment of the onto fabrics which are finishes is Nano Textile. Marks and spencer must be used cavitation process, that helps in the embedding of the finishes directly in the fabric. The product should be able to use in a wide range of antibacterial, water repellency, etc. Moreover by hazardous chemicals are avoided to use.
Blockchain Technology:
Blockchain technology is a good way to get the wort in the innovation part. To reshape Marks and Spencer's process, for the manufacture, sell fashion and procuring of blockchain technology is the potential. (Akram, et al., 2022)Through blockchain technology exchange of information can happen easily and conveniently and it also helps to improve the experience. The issues regarding the supply chain of Marks and spencer are resolved by this technology. 
3D Printing:
More Innovative types of things are deal with 3D printing which is added to the fashion. This technology is focused on the creation of more geometric designs which are complex and wearable art.
Sustainability:
To achieve the end goal of Marks and Spencer with less harm of the environment can be done by sustainability. In today's generation, almost 20 per cent of clothes from all clothes are recycled.
[bookmark: _Toc122644664]Financial requirements
1. Mark and Spencer's financial requirements include having sufficient capital to fund their operations and expansion plans, maintaining a good credit rating, and having a strong balance sheet.
2. They must also ensure their financial obligations are met, such as paying their suppliers, staff, and other creditors on time (Ausloos, 2020).
3. Additionally, they must meet all relevant regulations and laws, such as those regarding accounting and taxation.
4. To maintain a healthy and profitable business, they must also adhere to prudent financial practices, such as budgeting, forecasting, and cost control.
5. Finally, Mark and Spencer must strive to maximize their return on investment through effective asset management, strategic investments, and efficient utilization of resources (Cole, Stevenson and Aitken, 2019).
[bookmark: _yef8rt2obayn][bookmark: _Toc122644665]Marketing channels of Marks and Spencer
Marks and Spencer is one of the UK's leading multi-channel retailers, offering a wide range of fashion, home, and food products to customers across the country. The company has a long history of success, and its marketing strategy has been instrumental in driving sales and increasing customer loyalty.
Marks and Spencer have adopted a multi-channel approach to marketing, using both traditional and digital channels to reach customers. Traditional channels include television and radio advertising, newspaper and magazine advertisements, and direct mail campaigns. The company also takes part in promotional activities such as in-store events, sponsorship deals, and product giveaways. In addition, Marks and Spencer have a presence in the digital world, using social media, email campaigns, and search engine optimization strategies to reach customers (Woodward, 2019).
The company has a strong focus on customer service, providing a range of services such as free delivery, click-and-collect, and in-store returns. This helps to build customer loyalty and trust, ensuring that customers return to shop with Marks and Spencer. In addition, the company runs several loyalty schemes, such as the M&S Club and Sparks, which offer customers exclusive discounts and rewards.
Marks and Spencer also work with influencers and celebrities to promote its products and build its brand. In recent years, the company has partnered with celebrities such as Holly Willoughby, Fearne Cotton, and David Gandy to promote its collections. This helps to create a strong presence in the media and increase brand awareness (Edwards, 2018).
Finally, Marks and Spencer use data-driven insights to ensure its marketing campaigns are reaching the right customers. The company collects data from customer feedback, surveys, and loyalty schemes to better understand consumer behaviour and preferences. This helps the company to create targeted campaigns that are tailored to individual customers, making sure that the right products and services are marketed to the right people (Nyame-Asiamah and Ghulam, 2019).
[bookmark: _w23pos1wzn8r][bookmark: _Toc122644666]Customer journey map of M&S
Marks and Spencer is a leading British retailer that specialises in selling clothing, homeware, and food. Founded in 1884, the company has since established a reputation for producing high-quality merchandise and providing excellent customer service. This customer journey map will look at the typical journey a customer takes when they shop at Marks and Spencer.
Awareness:
The customer's journey begins with them becoming aware of Marks and Spencer. This could be through a variety of channels such as television advertisements, online marketing, or word-of-mouth. As a well-known brand, most customers will have heard of them before and be familiar with their reputation for quality (Jones and Comfort, 2020).
Research:
Once customers are aware of the brand, they may begin to research its products and services. They may look at online reviews, compare prices with competitors, and investigate the range of products and services. They may also look for special offers and discounts.
Interaction:
Customers may then interact with Marks and Spencer in a variety of ways. They may visit a store to browse the range of products in person, may shop online, or may contact customer services. The customer may also use social media to engage with the brand and find out more information (Connell et al., 2019).
Decision-Making:
The customer will then make a decision on what to buy. They may be influenced by a variety of factors, such as price, quality, or availability. The customer may also read customer reviews and seek advice from friends and family.
Purchase:
Once the customer has decided what to buy, they will complete the purchase. This could be done in-store, online, or over the phone. The customer may also use a variety of payment methods, such as cash, debit/credit card, or PayPal.
Delivery:
If the customer has chosen to shop online, they will then wait for their order to be delivered. Marks and Spencer offers a variety of delivery options, such as standard or express delivery.
Experience:
Once the customer has received their order, they will begin to experience the product. If they are happy with their purchase, they may provide positive feedback or leave a review. If they are unhappy, they may contact customer services to discuss their concerns (Joshi, Gabhane and Somashekhar, 2022).
Feedback:
Finally, customers may provide feedback about their experience. This could be in the form of online reviews, social media posts, or direct feedback to customer services. This feedback can help Marks and Spencer to improve their service and provide an even better experience for their customers.
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Figure 1: Customer journey map of M&S
(Source: Joshi, Gabhane and Somashekhar, 2022)
The customer journey for Marks and Spencer is an important part of their success. By understanding the stages of the customer journey, the company can ensure that each step is tailored to provide the best possible experience for its customers.


[bookmark: _rd7v64x3qkdj][bookmark: _Toc122644667]KPIs for performance measurement
Marks and Spencer (M&S) is a British multinational retailer with a wide range of products ranging from food and beverages to clothing and homeware. The company has been a leader in the retail industry for over 120 years and is known for its commitment to quality and customer service. As such, it is important for M&S to measure its performance and ensure that it is meeting its goals and objectives. A range of Key Performance Indicators (KPIs) can be used to measure the performance of M&S. 
The first KPI that M&S can use to measure its performance is customer satisfaction. This can be measured through customer surveys, where customers are asked to rate M&S on a scale of 1-10 in terms of overall satisfaction with the products and services they received. This KPI is important for M&S as it helps them to identify areas where they can improve customer service and ensure that customers are happy with their experience (The Guardian, 2022). 
The second KPI that M&S can use to measure their performance in sales. This KPI can be measured by tracking the number of products sold and the revenue generated from those sales. This KPI is important for M&S as it allows them to understand how well their products and services are performing and if they are meeting their goals and objectives. 
The third KPI that M&S can use to measure their performance is profitability. This KPI can be measured by looking at their net profit margin. This KPI is important for M&S as it allows them to understand how efficient they are at generating profits and if they are meeting their financial goals and objectives (M&S, 2022). 
The fourth KPI that M&S can use to measure their performance is efficiency. This KPI can be measured by looking at their cost of goods sold (COGS) and the amount of time it takes them to process orders. This KPI is important for M&S as it allows them to understand how efficient they are at managing their costs and if they are meeting their operational goals and objectives. 
[bookmark: _5hj25xa18j8o][bookmark: _Toc122644668]Current and future expectations of stakeholders
Marks & Spencer (M&S) has a wide range of stakeholders who have an interest in the company’s operations and performance. These stakeholders include shareholders, customers, employees, suppliers, governments, and the local community. Each of these stakeholders has different expectations of M&S, but they all have an interest in the company’s success.
Shareholders
Shareholders are primarily interested in the financial performance of the company. They want to see M&S grow its profits and increase its share price. They also want to see the company invest in new technology and innovations that can improve its competitive position (RW, 2022). Shareholders typically expect to receive a dividend payment each year and want the company to maintain a healthy balance sheet.
Customers
M&S customers expect a high-quality shopping experience. They want to be able to find the products they need quickly and easily, and they expect excellent customer service. Customers also want to be able to access information about the products they are buying, such as ingredients, prices, and nutritional information (IC, 2022). They expect M&S to offer competitive prices and value for money.
Employees
Employees expect to be treated fairly and have the opportunity to develop their skills and progress in their careers. They also expect to be paid a competitive wage and benefit from a good working environment. Employees expect M&S to provide a safe and secure workplace, as well as opportunities for training and development.
Suppliers
M&S suppliers expect to be treated fairly and to be paid on time. They also expect the company to provide clear information about its expectations and requirements. Suppliers want to be able to trust that M&S will be a reliable customer, and they expect the company to maintain a good relationship with them (Joshi, Gabhane and Somashekhar, 2022).
Governments
Governments expect M&S to comply with all relevant laws and regulations. They also expect the company to be socially responsible and take measures to protect the environment. Governments also want to see M&S take steps to reduce its carbon footprint and promote ethical and sustainable practices.
Local Community
The local community expects M&S to be a good corporate citizen and to make a positive contribution to the local area. This can include supporting local charities and initiatives, providing employment opportunities, and being a responsible employer. The community also expects the company to be aware of its impact on the environment and take steps to reduce its environmental footprint. All of these stakeholders have different expectations of M&S (Ausloos, 2020). The company needs to be aware of these expectations and take steps to address them effectively. This will ensure that M&S can remain competitive and continue to be successful in the future.
[bookmark: _mm9r69gavlbw][bookmark: _Toc122644669]Recommendations
Marks & Spencer (M&S) is a leading British clothing, food, and home products retailer with a strong presence in the UK and international markets. The company is known for its quality products and services, which have earned it a loyal customer base.
In order to remain competitive in the market and expand its customer base, M&S should focus on the following recommendations:
1. Invest in digital transformation: M&S should invest in digital transformation, such as e-commerce platforms, mobile applications, and other digital marketing initiatives. This will help the company to reach a larger customer base, personalise customer experiences, and gain insights into customer preferences (Jones and Comfort, 2020).
2. Improve the customer experience: M&S should focus on improving the customer experience in-store and online, by providing a seamless shopping experience, offering a wide range of products, and investing in customer service.
3. Expand international presence: In order to expand its customer base, M&S should focus on expanding its global presence. This could include expanding its online presence, opening stores in new global markets, and partnering with local retailers to expand its product range.
These are some key recommendations for M&S to remain competitive in the market and expand its customer base (Connell et al., 2019). By implementing these recommendations, M&S will be able to gain a competitive edge and build a strong and loyal customer base.
[bookmark: _fj6mug9as9gd][bookmark: _Toc122644670]Conclusion
M&S has had a successful year, despite the many challenges they have faced. They have adapted to the changing market conditions and moved quickly to ensure that their customers remain satisfied. They have made great progress in their digital strategy and improved their online presence, as well as expanding their reach to new markets. They have also been able to maintain their profitability and are well-positioned for future growth. Overall, M&S has proven itself to be a reliable and successful business and looks set to continue its success for many years to come.
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