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[bookmark: _22zvzu38g0qv][bookmark: _Toc151630329]Introduction
The study aims to outline the development and growth of marketing in building value for customers. The global pandemic COVID-19 has disrupted the operation of businesses globally and has increased the challenges of business in terms of employee shortage, green marketing, development and rise of artificial intelligence, millennials and the increasing social media influence on marketing, the rise of digitalisation and more. However, stakeholders play a major role in addressing all this impact. In addition, marketing function and marketing strategies can enable the business to maintain a competitive edge and obtain the goals and values of the business. Marks and Spencer is a British retailer that offers a wide range of products associated with food, homewares and clothes to a wide range of customers all around the world (Marks and Spencer, 2023). The study will also outline major barriers to digital transformation and a wide range of issues in terms of employee pushback, lack of expertise, organisational structure, limited budget and digital strategy. The study will evaluate the elements of global challenges, megatrends and their influence on the Marks and Spencer business function and operation. In addition, the study will also outline how the business is utilising the marketing strategies to maintain and obtain a competitive edge and develop the business for the long term. Further, the study will also identify the core organisational stakeholders and their major influence towards the firm's business function. To conclude the study will outline a wide range of techniques and recommendations for marketing strategies for addressing the associated challenges of the business.




[bookmark: _p4zm595azxe][bookmark: _Toc151630330]I. “Based on a Global Organisation of your choice”, “Critically Analyse and Evaluate the global challenges it faces and the megatrends which impact its marketing functions during the COVID-19 pandemic”. 
According to Marks and Spencer (2023), Marks and Spencer is a global retailer that offers a wide range of products in terms of clothes homewares and food to millions of customers globally. The business has also well well-reputed brand image and competitive edge. Despite of this Marks and Spencer has also experienced a wide range of challenges during the face of a global pandemic influenced by numerous megatrends. The rise of digitalisation was one of the prominent challenges of the business as this has resulted in a shift in the behaviour of customers towards online shopping (Mattsson and Reshid, 2023). Digitalisation has supported businesses to enhance operational efficiency which outcomes in better productivity. In addition, digitalisation has also outcomes to improved overall business processes as it has provided the business with the capability to lower manpower, enhance overall quality and save time. By leveraging emerging digital technologies Marks and Spencer is able to raise the amount of product and service value, align the business model to meet the needs of the customers, lower the extra cost of the operation and identify a wide range of opportunities for business to maintain the competitive edge. The digital business model has also provided the business to eliminate any kind of human error. However in response to the rise in digitalisation Marks and Spencer has a mandate to rapidly adapt and invest towards promoting the digital landscape by investing towards user-friendly platforms, digital marketing strategies and e-commerce infrastructure. This factor has enabled the business to stay competitive even during the COVID-19 phase. In addition, this also leads to a major barrier to digital transformation as it leads to a wide range of issues in terms of employee pushback, lack of expertise, organisational structure, limited budget and digital strategy.
 In addition rise in digitalisation has also affected High Street retail as physical stores have been challenged with reduced customer visits which even leads to the closure of business. This factor has affected the traditional business model of Marks and Spencer. Thus the challenge towards changing customer preferences and maintaining the balance in between offline and online presence was one of the major issues that disrupted the business function and operation during the Covid 19. In addition, the rising cost of energy was another critical challenge for Marks and Spencer as the pandemic has increased the operation cost and disrupted the supply chain. However, this has enabled Marks and Spencer with the ability to manage its resources and function efficiently by adopting energy-efficient solutions and sustainable practices for addressing the influence of the global Pandemic. Further staff shortage was majorly seen as the increasing challenge with the pandemic has outcomes to the labour market. Marks and Spencer while operating in the retail sector has experienced high fluctuation towards the availability of skilled and talented labourers which has influenced every operation of the business (Chervoni-Knapp, 2022). Despite this challenge, Marks and Spencer by implementing effective strategies of human resource management such as employee retention programs and promoting remote work options have played a vital role in addressing these challenges. Moreover, the pandemic has also disrupted the working pattern of numerous retail employees as increasing safety concern and the rise of digitalization has increased the need for an employee to demand more flexibility towards work. However, it was one of the major challenges for Marks and Spencer to fully promote flexible working as it has majorly affected the quality and motivation of the employees. In addition, this factor has also increased the risk of mental health issues. However, Marks and Spencer had necessitated adopting an inclusive and collaborative organisation culture to foster collaboration and remote work as they played a major role in maintaining employee engagement. Marks and Spencer due to this shift has required more innovative approaches to team building and communication for addressing the well-being and productivity of the overall workforce.
As per the opinion of Sumaedi et al. (2022), millennials have also played a distinct role in influencing the market trend during the Pandemic. Millennials or generally the person who were born between "1981 and 1996". Millennials are generally defined by their pattern of consumption which directly reflects their sustainable values and eco-friendly values. This makes them more interested in purchasing locally sourced sustainable and organic products. Marks and Spencer to address this challenge have to incorporate marketing strategies that emphasise ethical sourcing CSR strategies and sustainability to meet the requirement and demand of the millennial customer base. In addition, the challenge of the collapse of the High Street has provided Marks and Spencer with the opportunity to raise its brand awareness and reputation through digital channels. This has allowed the business to invest and focus towards social media and digital marketing channels to maintain a competitive edge and reach customers globally. Leveraging digital marketing strategy and technological innovation has contributed the business to overcoming most of the challenges and barriers of the organisation in terms of improving digital strategy and maintaining the business business.
In addition, promoting green marketing was another concern Marks and Spencer had to look into. This element has made customers more aware of sustainability and environmental consciousness. Further Marks and Spencer during this phase had also integrated a wide range of sustainable and environmental practices to attract eco-conscious customers. Some of the green marketing initiatives in which Marks and Spencer has integrity include the re-design of packaging transparent communication and product innovation.
With the development of technology, the rise of artificial intelligence has presented both opportunities and challenges for the marketing of Marks and Spencer. However artificial intelligence has provided Marks and Spencer to offer personalised shopping experiences, streamline operations and improve customer insights (Rajput et al., 2022). Despite this benefit development of artificial intelligence also requires significant adjustment and investment to the existing process which was one of the costly decisions for the business.
[bookmark: _i36tu24iw2ct][bookmark: _Toc151630331]II. “How is the organisation evolving in derive marketing strategies to take advantage of the new developments and gain a competitive advantage”? 
Marks and Spencer while going through the transforming and challenging phase of Covid-19 was also able to build ability and strengthen its marketing strategies to obtain competitive advantage and lead new development.  This factor has made it crucial for Marks and Spencer to adopt new marketing strategies in the emerging and developing business environment. Digital transformation is one of the major factors which has supported Marks and Spencers to promote marketing effectiveness. The use and effectiveness of digital media and tools enabled the Marks and Spencers to interact and commute with global customers to raise their customer base and sales. The collapse in the high street has pushed the ability of Marks and Spencer to invest and focus towards digital technologies (Jacobson and Harrison, 2022). Marks and Spencer has recognised the significance of digitalisation which the business has been investing towers e e-commerce infrastructure and online platforms to ensure a user-friendly and seamless experience of shopping. In addition, social media channels and mobile applications have contributed to the business to robust its marketing strategy to improve customer engagement.
In response to the challenge and concern of green marketing concern, Marks and Spencer has also increased its concern and focus on promoting green marketing. This marketing strategy involves the practice of advertising and developing products based on perceived and real environmental sustainability. This marketing strategy also includes implementing and planning campaigns to generate interest towards sustainable services and products. This marketing strategy can be utilised by Marks and Spencer by demonstrating social responsibility and implementing eco-friendly business practices (Kaur et al., 2022). This strategy can attract a wide range of environmentally conscious customers. Omni channel integration can support Marks and Spencer to integrate both offline and online channels. This can support the business to meet the requirements of the customers in both in-store and digital manner. The balance between digital platforms and physical platforms can support the business to maximise sales opportunities and foster brand loyalty. This marketing strategy can enable the business to foster its customer engagement and customers which is crucial for business success. Influencer marketing and social media engagement, this marketing strategy can enable the business to increase its digital customer base of the customers. Marks and Spencer can leverage these digital media channels for promotions of the brand and marketing campaigns. In addition, influencer marketing can support the business to reach global customers and foster brand credibility. Further, collaborations and partnerships with the influencers can support to incorporation of the brand goals and values. Social media engagement and the effectiveness of influencer marketing can support fostering online presence and reaching younger demographics easily and effectively (Atiq et al., 2022). Marks and Spencer has posted more than 2000 posts while collaborating with numerous creators and influencers to present a kind of kindness and performance to present the products and services of the brand (Joshi et al., 2022). In addition, Marks and Spencer also posts a wide range of promotional and creative videos created by its store employees across various social media platforms such as TikTok, Facebook and Instagram. The report also states that the posts and videos reached over 3 million views every week on its social media page (Marks and Spencer, 2023. This marketing strategy enables to promotion of the brand's services and products through paid recommendations and endorsements. Collaborating with influencers allows the company to access the target segment prospect directly. In addition, this can also encourage other customers to share images and post their products. Innovative product offerings can be another effective marketing strategy in which Marks and Spencers can introduce services and products which can meet changing customer trends, sustainable and eco-friendly products and options and a new range of product categories with the support of technology-driven solutions (Atherton, 2023). The organisation is also adopting a flexible working trend by adjusting the marketing approaches and strategies to meet the demand and changing behaviour of the customers. This approach includes offering flexible delivery options and, a marketing campaign that outlines products and services for the home-associated lifestyle.



[bookmark: _7l4ek3wbuvbm][bookmark: _Toc151630332]III. “Identify key stakeholders of the organisation and their impact on the marketing functions of the organisation.”
Stakeholders are individuals or groups who have the power to impact or be impacted by a business's choices and activities (Alvarez and Sachs, 2023). They can include customers, investors, employees, suppliers, regulatory bodies, competitors and NGOs. These stakeholders play a role, in ensuring the long-term success of Marks & Spencer by influencing the company's functions and strategic direction.
Customers: Similar to every business customers play an important role in generating funds for Mark & Spencers (Newmeyer et al., 2020). Their choices, demands and feedback are the key to driving marketing campaigns, business strategies and product development. 
Investors: The main role of shareholders is to supply financial backing to Mark & Spencer and expect a return. Shareholders have a direct impact on marketing initiatives, allocation of budget and evaluation of economic performance.
Employees: Marks and Spencer's daily functioning is handled by its workforce. The Employees serve in a wide positions from front-line customer dealings and behind-the-scenes functions. The level of employee engagement and satisfaction has a direct impact on the quality of customer service, which later turns and affects the overall experience of the customer.
Suppliers: Suppliers provide essential goods and services which enable Mark & Spencer to carry out its operations. Marketing products through the supply chain requires maintaining reliability standards and high quality to avoid product availability and consistency (Foster and Gardner, 2022).
Regulatory Bodies: Regulatory bodies establish and implement standards, laws, and regulations to provide ethical business practices (Majone, 2019). Mark & Spencer's compliance with these regulations is essential for its operations and influences marketing strategies to align with ethical and legal standards. 
Competitors: Competitors operating in the same market area as Mark & Spencer, challenging it in different measures like pricing, customer experience, and product varieties. Understanding rival strategies is essential for Mark & Spencer in making its marketing strategies to remain competitive.
NGOs: These stakeholders showcase the wider societal scenario, whereas NGOs are focused on social and environmental issues similar to that communities are also impacted by Mark & Spencer operations. Their role is to support responsible business approaches, and Mark & Spencer engages with them through corporate social responsibility initiatives, which can contribute to a positive brand image and customer perception.
The marketing functions of Marks & Spencer are impacted by the different stakeholders who are involved and play a unique role in forming the company's marketing strategies (Morgan, 2022). The direct impact arises from the customers as product development, marketing campaigns, and the overall consumer experience are all influenced by their feedback and preferences. Mark & Spencer relies on understanding customer preferences and needs to customise its marketing promotions, and product offerings. Customer satisfaction is outstanding, affecting brand loyalty and advocacy, which, as a result, impacts the effectiveness of marketing efforts. The financial factor is the main problem for investors when it comes to Mark & Spencer's marketing function. Their desire for a return on investment has a significant impact on marketing budgets and decisions (Homburg et al., 2020). Shareholders give priority to initiatives that have a direct impact on profitability, which leads marketing efforts towards strategies that offer measurable financial returns.
The role of employees in marketing is mostly underestimated. Employee satisfaction and engagement are crucial for delivering constant and positive brand messages. Well-motivated and informed employees can serve as brand representatives, positively impacting the perception of Mark & Spencer in the eyes of customers. Reliable suppliers are essential for Mark & Spencer's product offerings. Disruptions in the supply chain can directly impact product availability, affecting marketing campaigns (Ghadge et al., 2021). Collaborative relationships with suppliers are essential to ensure a smooth flow of goods, influencing the marketing function by maintaining reliability and consistency in the market. Compliance with regulations and laws is crucial for Mark & Spencer. Government and regulatory standards impact marketing approaches, ensuring commitment to ethical and legal norms (Demirel and Kesidou, 2019). This includes truth in environmental regulations, advertising, and fair trade practices. Disagreement can lead to legal issues and damage to a brand's reputation, highlighting the role of regulatory bodies in shaping marketing strategies.
Marketing strategies are significantly impacted by the competitive landscape. To differentiate itself, Mark & Spencer needs to understand its competitors' strategies. Mark & Spencer's pricing strategies, promotional activities, and product positioning are all influenced by the actions of competitors, which impact how it positions itself in the market. Engaging with communities and NGOs through corporate social responsibility initiatives influences Mark & Spencer's marketing function positively. Socially responsible practices contribute to a positive brand reputation, influencing consumer perceptions and purchasing decisions. Aligning with community values and addressing environmental concerns can uplift brand loyalty and provide a unique selling concept in the market.

[bookmark: _g3jekn656rix][bookmark: _Toc151630333]IV. “Provide Recommendations of marketing strategies for some of the challenges identified.”
Mark & Spencer faces a range of challenges that demand smart marketing strategies to tackle successfully. Below are some of the recommendations for addressing these key challenges:
1. Digitalisation: Develop a digital marketing strategy that covers all appropriate networks, like social media, search engine optimisation, and email marketing. Using data analytics to gain insights into customers' preferences, allows to creation of targeted and personalised campaigns (Sestino et al., 2020). Consider using emerging technologies like virtual reality or augmented reality to enhance customer engagement.
2. Rising Energy Costs and Sustainability: Demonstrate dedication to sustainability through your marketing communications. Combining eco-friendly practices into the supply chain and sharing these efforts with consumers in a transparent manner, can showcase company commitment. Highlighting energy-efficient product qualities and exploring the possibility of including renewable energy sources in company operations can also contribute to environmental efforts (Tien et al., 2019). Positioning the brand as environmentally conscious can attract a growing number of consumers who are environmentally aware.
3. Staff Shortages and Flexible Working Conditions: Using technology to automate repetitive tasks, releasing employees for more strategic roles. Invest in employee training programs to enhance skills. Align with flexible work arrangements to attract a diverse talent pool. Highlight the positive aspects of the company's work culture in recruitment efforts, which showcase work-life balance and professional development.
4. Collapse of High Street: Combine both online and offline experiences to create a seamless omnichannel approach. Utilise interactive technologies to improve the in-store experience and provide customers with a unique and unforgettable journey. Consider partnering with complementary brands or opening pop-up shops to maintain a physical presence. Use digital channels to attract customers to physical stores.
5. Increasing Brand Awareness: Create a comprehensive content marketing strategy to create and share valuable content across its platforms. Collaborate with influencers to expand its reach. Invest in search engine marketing to boost online visibility (Cheung et al., 2019). Participate in relevant events and sponsorships to increase brand recognition.
6. Green Marketing: Demonstrate the brand's environmental responsibility by implementing sustainable practices in product development, packaging, and operations. Communicate these efforts through marketing campaigns to educate consumers about the company's commitment to environmental protection. Consider eco-friendly certifications to establish trust and credibility.
7. Development of Artificial Intelligence (AI): Merge AI into marketing processes to enhance efficiency and provide customised customer experiences. Use AI-driven data to gather insights, predict consumer trends, and optimise marketing campaigns. Implement chatbots for real-time customer interactions, improving engagement.
8. Cyber Issues and Marketing Implications: Prioritise cybersecurity efforts to protect customer data and brand reputation. Communicate security actions to build trust with consumers. Provide educational resources to both employees and customers on cybersecurity best practices. Regularly audit and update security engagement to stay ahead of potential cyber threats (Olson et al., 2021). 
To succeed in marketing regardless of facing numerous challenges, it is important to adopt various approaches that merge technology, sustainability and an in-depth understanding of changing consumer behaviours. By remaining adaptable, embracing innovation and prioritizing the needs of their customers, businesses can not only overcome obstacles but also establish themselves as leaders in a constantly evolving market.
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[bookmark: _vqaparyck8lg][bookmark: _Toc151630334]Conclusion
The study has showcased the development and growth of marketing in building value for customers and also the different global challenges and megatrends which impact marketing functions during the COVID-19 pandemic. Additionally, it will reflect how Marks and Spence are evolving in deriving marketing strategies using Omni channel integration, Influencer marketing and social media engagement to take advantage of the new developments and gain a competitive advantage. 
The study has outlined major barriers to digital transformation and a wide range of issues in terms of employee pushback, lack of expertise, organisational structure, limited budget and digital strategy. Also, the study has identified the core organisational stakeholders and their major influence towards the firm's business function. To conclude the study has outlined a wide range of techniques and recommendations for marketing strategies for addressing the associated challenges of the business.
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