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[bookmark: _Toc59807183]Introduction 
Marketing is one of the core functions of every business organisation. In the contemporary business environment aided with digital technology, the significance of marketing has been increased drastically and significantly (Satryo, 2018). Marketing is now so significant that business success of a company depends on marketing function largely. 
This report is going to demonstrate knowledge on how the marketing process is carried out. Specifically, the report will analyse marketing process of Marks & Spencer, a renowned clothing and food business of the UK. 

[bookmark: _Toc59807184]Organisational Review: Marks & Spencer 
Mark & Spencer is a UB based multinational company which mainly sells clothing as retail form. This public limited company also sells food and home products. Archie Norman is the current CEO of the company who conveys business motor of two founders Michael Marks and Thomas Spencer (Marks & Spencer, 2020). 
Marks & Spencer was established in 1884. Currently it has 959 stores across the UK and more than 1300 stores across the world. The company has a wide range of established sub-brands such as Per Una, Telegraph, Rosie etc. (Marks & Spencer, 2020). The number of employees currently working at M&S is 80,000. 
[image: ]
Figure 1: Official Logo of Marks & Spencer (Marks & Spencer, 2020)


[bookmark: _Toc59807185]A brief discussion of marketing 
Marketing, as a very common word, is frequently misinterpreted. People use the ‘word’ marketing to describe a narrow segment of marketing (Peterson, 2007). For instance, marketing is often considered as brand promotion. But promotion is a part of marketing. 
Marketing is defined as the process of identifying market opportunities, designing product/service, determining appropriate pricing policy, applying promotional policies and communicating with potential customers, so that the business can satisfy its customer base. In a nutshell, marketing is the process of dealing a product or service in terms of its effectiveness in market (Peterson, 2007). It should be noteworthy that, marketing is different from selling as well. While selling process only deals with selling a product to customers, marketing responsibilities range from market identification to market retention. That means, the range of marketing function is broader than the selling function. 
Marketing is very significant function for every business organisation because the business environment is very competitive. In that very competition, a business needs to shows the evidence that product it offers to customers is of high quality. Even, if any market structure is monopolistic, the significance of marketing function is still relevant (Sánchez Buján, 2005). Because, the function performs all responsibilities regarding how a business interacts with customers of a specific market. If marketing function does not work properly, a business fails to inform customers that the product it offers to its customers have a strong competitive advantage over its substitutes. In that case, the core purpose of a business organisation, which is profit generation, might be seriously hampered. 
[bookmark: _Toc59807186]The process of marketing including the role of marketing mix, positioning, targeting and segmentation
Before describing how the entire process of marketing is executed, at first marketing core activities should be discussed here. As a business function, marketing involves in following activities: 
1. Conducting market research is an important marketing activity because it supports the business by identifying market opportunities (Sánchez Buján, 2005). For example, market research informs Mark & Spencer that it can expand its business in Italy or Belgium. 
2. Another core activity of marketing is selecting market segment. Selecting appropriate market segment or dividing the entire market into various market segments is very important for any business because it supports the business design the right product for right market segment (Hundekar, 2010). For example, Mark & Spencer applies demographic market segmentation to design its products (Hollensen, 2019). 
3. Designing product and services for each market segment is another core activity of marketing function. Product or service design should be in such a way that, it can create value to product. In that case, value creation is another core activity of marketing. 
4. Another core activity of marketing is to build customer experience. Identifying target customers, development of a vision for providing better customers experiences, establishment of emotional connection between customers and designing marketing team and strategy are included in building customer experiences. 
5. Marketing function also deals with how the product is distributed to customers. That means, designing appropriate distribution channel is an important function of marketing. For example, Mark & Spencer distributes its product by offline and online retailing (Hollensen, 2019). 
6. Promoting a brand is a core activity of marketing. It includes brand awareness, lead generation, communication etc. Even, the marketing function deals with setting appropriate pricing policy. 
[bookmark: _Toc59807187]The process of marketing 
The marketing process or the process of marketing indicates how the marketing process is executed (Hollensen, 2019). The marketing process of comprises of five sequential stages. They are: mission, situational analysis, marketing strategy and plan, marketing mix, and implementation and control. All these stages are equally important and malfunctioning of a single stage might affect the entire marketing process negatively. 
[image: Here's How the Marketing Process Works | Smartsheet]
Figure 2: The process of marketing (Armstrong, Kotler and Opresnik, 2019)
1. Mission: It includes two sections. They are: mission statement and corporate objectives. 
a) Mission statement: In the process of marketing, mission statement plays a crucial role because mission statement is the foundation of every marketing activity of a business. For instance, Mark & Spencer’s mission statement is to make accessible and quality products (Armstrong, Kotler and Opresnik, 2019). The mission statement shows the core value of the business. The business prioritises quality and innovation in every part of its marketing process, ranging from product design to post-purchase communication. 
b) Corporate objective: It is defined as the goal that a company wants to accomplish at company level. Mark & Spencer, as a renowned company, has sets its objective as to establish a sustainable business. That is why, the company strives to secure profitable growth along with performing responsibilities to wider community. The relationship between these corporate objectives and marketing process is that, Mark & Spencer designs and distributes products to its target customers in such a way that the marketing process does not collude with its objectives. 
2. Situation analysis: A business needs to analyse market situation before devising marketing strategy. In case of situation analysis, a business needs to at first identify market opportunities. In marketing process, identification of marketing opportunities is very important because it reveals the information of potential market and expectation of target customers. Also, the situation analysis must include external environment and internal environment to critically evaluate whether the market opportunity is feasible or not. 
a) External environmental analysis: PESTEL model 
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Figure 3: PESTEL framework (Armstrong, Kotler and Opresnik, 2019)
External environment is defined as the business environment which comprises of factors that a business cannot control. For example, a business organisation cannot control political incidents but political and government decisions impact an organisation. That is why, every business needs to analyse external environmental impacts on it. PESTEL model is used to conduct external environmental analysis. 
i) Political: Marks & Spencer had great opportunity to expand its market throughout the Europe because European Union law but BREXIT referendum lessened the opportunity (Armstrong, Kotler and Opresnik, 2019). The business is not certain about whether new laws and regulation due to BREXIT would be beneficial or not for marketing across the EU region. 
ii) Economic: The COVID-19 pandemic has severely impacted the UK economy. Clothing sector is one of the affected sectors among UK’s industries. Mark & Spencer has incurred a loss of 87.6 million GBP during the first lockdown (Marks & Spencer, 2020). 
iii) Social: Globalisation has significant impact on society and culture. On the other hand, one of the shapers of customers’ taste and preferences is culture. As there is a significant difference between Generation X and millennials, Mark & Spencer has to conduct extensive market research to keep updated with consumer trends. And obviously, these trends must be reflected on product design of Mark & Spencer. 
iv) Technological: Undoubtedly, technology is one of the factors which impacts marketing decision pointedly. For example, using social media and assuring visible presence in the digital landscape in term of digital marketing are mandatory for attracting and retaining customers (Boshoff et al., 2019). For this reason, Mark & Spencer has introduced various digital marketing campaign and it always strives to develop new plan to promote its products and sub-brands by using social media. 
v) Environmental: Mark & Spencer is clothing-based retailing and the clothing industry is considered as one of the culprits for environment pollution. From that perspective, the business is trying to remedy the situation. For example, collaborating with Better Cotton Initiative and implementing company’s own Green Policy are part of M&S’s environmental concern (Marks & Spencer, 2020). These activities support the company to increase brand value and make more appealing to customers. 
vi) Legal: Every business needs to maintain marketing law and regulations and M&S is no exception of it. The business maintains data protection act strictly. Also, the business’s promotional contents do not contain such information or message which might violate community standards. 
External environment analysis of Mark & Spencer shows how external environment affects marketing process of the business. For example, current economic situation of the UK is not so supportive for business which narrowed marketing opportunity of M&S. On the other hand, the lockdown situation has proved that digital platform is going to be the mainstream media for marketing and promotional activities. It is however considered as a great opportunity for Mark& Spencer (Marks & Spencer, 2020). Besides, economic and social factors must be considered for targeting and segmenting. For instance, M&S targets those customers as its potential customers who prefers quality products as well as who have good tastes. Also, the company applies demographic market segmentation criteria and designs its product based on what customers of each segment wants. For instance, one of the market segments of M&S consists of customers whose age is 30 (Sheehan, 2018). The company has identified that customers of these market segment mainly want for formal and casual dresses. Also, the company applied geographic market segmentation for its international business because the company is well aware of that Asian cultures are considerably different from European cultures which makes their taste and preferences different. 
b) Microenvironmental analysis: SWOT framework 
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Figure 4: SWOT analysis framework (Sheehan, 2018)
	Strengths 
1. High brand recognition 
2. A wide range of products 
3. An extensive number of physical stores
4. Significant presence in offline and online marketing channel 
5. The business has many well-established brands such as Per Una, Autograph, Blue Harbour etc (Sheehan, 2018). 
6. Mark & Spencer has successfully developed its digital and traditional marketing. 
	Weaknesses 
1. Mark & Spencer has been often criticised for missing contemporary trends. 
2. Although automated technology is now being popularised, the company is still dependable on manual working which increases the manufacturing cost and ultimately increases the product price (Sheehan, 2018).  

	Opportunities 
1. The company has great opportunity to establish its footprint in the digital marketing landscape (Armstrong, Kotler and Opresnik, 2019). 
2. It has opportunity to extend its market, especially in the international market. 
3. The company has opportunity to applies a wide range of market segmentation criteria. 
	Threats 
1. SMEs are threats to the company because these businesses are highly innovative and captures local market segments. 
2. Biggest competitors of M&S are John Lewis Partnership, Next, Waitrose & Partners etc. These competitors are always threatening M&S to leave market share. 


Table 1: SWOT analysis of Mark & Spencer
The internal environment analysis of Mark & Spencer shows that the company has notable strengths such as good brand values and high brand recognition. These strengths are very effective for M&S to utilise opportunities such as business expansion, applying new market segments etc. On the other hand, the SWOT analysis has identified that the company sometimes fails to integrating contemporary trends. The weakness is very notable in case of executing its marketing process because if M&S could not identify contemporary trends, it could not gain competitive advantage over its competitors such as Next or John Lewis Partnership.   
3. Marketing plan: Based on the opportunity identification in the situation analysis stage, a business needs to devise a comprehensive marketing plan which must include target audience. Also, the marketing plan must include setting measurable goals and budget planning. 
a) Defining target audience: The first step of devising marketing plan is to define appropriate target audience (Hollensen, 2019). Target audience is important because the entire marketing plan is based on taste and preferences of target audiences. Market segmentation is very relevant in the context of defining target audience. There are four kind of market segmentation criteria and they are: geographic, behavioral, psychographic and demographic. For example, a business needs might divide a market based on age, income, religion, education etc. if the business applies demographic market segmentation criteria. Climate, region, culture etc. are to be considered in the application of geographic market segmentation. The fact is that, if a business does not apply market segmentation criteria properly, it cannot actually target potential customers and cannot develop brand positioning. Mark & Spencer applies geographic and demographic market segmentation which helps the company to design appropriate product for specific market segment. 
b) Setting measurable goals: The marketing plan should also set specific measurement by which success of marketing plan can be measured (Winer and Dhar, 2014). The measurement standard allows a company to analyse the success of a marketing plan. 
c) Marketing budget: Budget is also important for marketing plan and the budget should must include the way of funding. Also, marketing budget needs to concise and realistic. 
4. Development of marketing mix: Marketing mix refers to marketing elements which are designed combinedly to apply marketing plan devised in the previous stage. In case of marketing mix, appropriate combination of marketing mix’s elements is very essential (Winer and Dhar, 2014). Marketing mis has four elements and they are known as product, price, place and promotion.
a) Product: A business needs to develop product/service based on the marketing goals and market segmentation criteria. For example, Mark & Spencer applies demographic segmentation and therefore it delivers different kinds of products for kids, men and women. Also, the company considers ‘age’ is an important market segmentation criterion and therefore it produces different product for teenager and old aged people. Besides, the company always ensures high quality in its clothing section as well as in food and gift item sections. 
b) Pricing: In case of marketing, pricing plays very significant role because every customer has a specific budget. If a price of a product is expensive for a customer or expensive than business’s competitors, customers will not buy that product (Wright, Harker, Sarmaniotis and Wickens, 2014). On the other hand, excessive low price cuts off business ‘s profit. Therefore, pricing strategy should be set in such way that it supports the business in both profit generation and increasing sales volume. Mark & Spencer applies competitive pricing strategy because of intense market competition. Also, the company offers discounts on price seasonally to attract customers. 
c) Place: Every business needs to determine appropriate distribution channel because distribution channel is the way by which a business delivers its products to customers. The distribution channel should be cost-effective and it must be ensured that the channel can create value to delivered product (Lamb et al., 2015). For instance, Mark & Spencer has more than 1300 physical store to sell products to customers. These stores are designed well so that customers can easily find what they want. Also, the company is currently using online channel as a part of the extension of distribution channel. 
d) Promotion: In the context of marketing, promotion refers to the process by which a product is promoted. Promotion includes advertising on various media, communication etc (Lamb et al., 2015). Promotion is very significant for brand positioning. As promotion is the way of communicating with customers, a business needs to design its promotional policies in such way that brand can be established in target customer’s mind. Mark & Spencer uses both traditional media and social media for the purpose of advertising as well as it offers discounts on price in various occasion. Another example of the company’s promotional activity is that it regularly updates fashion tips and others fashion related concepts on its websites. 
5. Implementation and Control: It is the last stage of marketing process. In this stage, all plans and proposed techniques should be implemented. But the marketing process is not limited to plan implementation (Satryo, 2018). Rather, it must deal with applying various measurement techniques to ensure that implemented plan meets business’s mission and corporate objectives. 
[bookmark: _Toc59807188]Stakeholder engagement and their impacts on marketing activity of Mark & Spencer
Stakeholder is defined as the party which affects a company or which is affected by the company. In other words, stakeholder refers to a group of parties which has interest to activities of an organisation. For example, customers have interest to the business organisation which delivers their expected products/ services. Stakeholders have very strong impact on every business organisation (Satryo, 2018). Besides, a company must satisfy its stakeholders as dissatisfied stakeholders might cause various issues unfavourable to a business. For instance, if a business cannot ensure expected amount of return for its shareholders, shareholders might lose interest investing in the company. However, stakeholders are classified into two major groups; they are: internal stakeholders and external shareholders. Internal stakeholders of Mark & Spencer are: employees, shareholders and managers; and external stakeholders of the company are: customers, suppliers, government, wider community etc. 
[bookmark: _Toc59807189]How Mark & Spencer communicates with stakeholders 
When a company devises it marketing plan and applies it to market, communication with stakeholders is very important. Also, stakeholder engagement is a primary concern of corporate social responsibilities. In order to communicate with internal stakeholders, Mark & Spencer needs to enable an internal communication system that connects all internal stakeholders (Satryo, 2018). Regular meeting between managers, shareholders and employees might be arranged as a part of internal communication system. Besides, employees are significant shareholder whose contributions to marketing plan and implementation are essential for Mark & Spencer. Therefore, Mark & Spencer should regularly communicate with employees to keep them updated. 
On the other hand, different processes should be applied to communicate with external stakeholders. There are many ways to communicate with customers, for example. Marketing contents should be coherent and comprehensible so that customers can get connected with business. Also, Mark & Spencer should enable direct communication process by using social media, email and digital technology. Besides, the company should enable an effective communication system with communicating with suppliers. In that case, digital technology also would be an effective tool (Lamb, Hair and McDaniel, 2012). Besides, the company needs to regular communicate with government in form of its CSR activities and other responsibilities to wider community. Media should be integrated in such activities so that the company can inform mainstream media what actually it is doing. Lastly, the company should engage wider community to its activities as parts of both communication and CSR activities. While communicating, Mark & Spencer needs to focus on that it cannot develop its business without engaging stakeholders. Therefore, stakeholder engagement should be prioritised while communicating with stakeholders, regarding their power and interest to the company. 
[bookmark: _Toc59807190]Impact of internal and external stakeholders on Mark & Spencer Marketing activities 
Mark & Spencer is a multinational company and it has its operation in many countries across Asia and Europe. That is why, its shareholder base is extensive (Boshoff et al., 2019). This extensive base of shareholders impact marketing activities of Mark & Spencer. 
First of all, Mark & Spencer always prioritises customers’ expectation and wants while devising marketing activities. In point of fact, customers are main target of the company. That is why, the company design and delivers clothes, foods and gift items in such a way that it can deliver value to customers. 
Second of all, suppliers have also impact on marketing activities of Mark & Spencer. Mark & Spencer are connected with numerous suppliers across the world. For example, the number of Chinese suppliers is 300. Mark & Spencer always maintains a good relationship with suppliers so that best raw materials could be procured (Boshoff et al., 2019). Procurement is very important for marketing because low quality raw materials cannot be transformed into a good quality product. Also, price of procurement is an important aspect. Excessive price of raw materials increases the final cost which affects pricing strategy of Mark & Spencer. 
Third of all, government has also impact on M&S’s marketing activities. Mark & Spencer must follow rules and regulation regarding marketing activities regulated by various governments. For example, the company cannot provide any false information in its marketing contents to gain competitive advantage in market. 
Fourth of all, Mark & Spencer must show its concern to environment in terms of CSR activities to improve brand recognition (Hundekar, 2010). Also, positive activities engage wider community to business. If Mark & Spencer is not concerned about environment and wider community, the business cannot improve its brand image. 
Last of all, employees are very significant stakeholder of M&S. In case of marketing, employees are actually executors of marketing plan. If employees are not engaged with marketing plan and if they don’t have enough competency to execute marketing plan, M&S cannot actually execute the marketing process. That is why, M&S should ensure anticipated competencies of employees and engage them highly to marketing plan and strategies. 


[bookmark: _Toc59807191]Conclusions 
The marketing function comprises of numerous activities and all these activities should be carried out carefully to attract target customers. In the competitive business environment, every business should highly prioritise on extensive market research and proper marketing plan. The report has identified that M&S applies its marketing strategy quite successfully but the company really needs to focus on product innovation and contemporary trends to meet fulfil its mission statement. Although M&S has good brand recognition and strong brand value, if the business cannot make progress of its marketing plan, it might lose its competitive advantage and leave its market share to John Lewis Partnership, Tesco, Waitrose or new small businesses.  
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