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[bookmark: _Toc141018858]Introduction 
The following blog will provide an analysis of the market segmentation and marketing strategies of Marks and Spencer. This is a UK-based company that started its journey in 1884 in Leeds, England, UK. Now, the headquarter is in London, UK (Corporate.marksandspencer, 2023). Therefore, for selling these products, the company has been starting a specific population. For knowing this, an STP analysis of M&S will be done. The way M&S uses marketing strategies to promote their products will be described using a marketing mix. 
[bookmark: _pp2ts7v0kdh2][bookmark: _Toc141018859]The segmentation, targeting and positioning strategies of Marks and Spencer 
As stated by Kotler and Armstrong (2014) segmentation, targeting and positioning are three parts of designing a customer-driven strategy. The first two stages are for selecting the people that will be served by the company and positioning is the process of deciding on the value proposition. 
[image: STP Marketing: Segmentation, Targeting, Positioning Model | Sender]
Image: STP Analysis
Source: (Mackeviciute, 2023)
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According to Andaleeb (2016) segmentation can be done in different processes based on the products or services of a company as there is no single particular way of identifying the market segments. The marketer of a company should continuously evaluate the relationship between the market and products. This is done to show the group of people that are offering to be targeted. There are four ways that the grouping can be done such as demographic, geographic, behavioural and psychographic. 
Marks and Spencer uses demographic segmentation for dividing the marketplace into some parts based on their own characteristics. Demographic segmentation is the process in which people are known to be distinct through their gender, age, income, occupation, marital status etc. This enhances the chance for M&S to have more actionable, accessible and profitable solutions to sell their items. M&S segments the population based on their age and socio-economic status. The company has products that have a huge range in terms of suitability with age and income. Therefore, they need to segment the population of different ages. Along with that, there are also products of high price and also of a lower price range. Therefore, they tend to divide the population into some sections to promote the right products to the right customer segment. 
[bookmark: _aewti9pm9fzq][bookmark: _Toc141018861]Targeting 
As stated by Nadube and Didia (2018) targeting is a strategy through which the people or organisations are identified toward which the promotional strategies are directed. It is necessary for every organisation to target a particular population through which they can understand how to serve the people. Through targeting specific markets or personas are identified and from this companies can learn more about their consumers. This helps the companies to make sure that they are only developing promotional strategies for that particular population which helps in saving money.
As Marks and Spencer does demographic segmentation and age along with socio-economic status are the main characteristics for segmenting the population, they target people based on these characteristics. The company targets people over 45 years of age. 
However, there have been many issues seen with their products and targeting. People have complained that M&S does not appeal to a generation as they have wanted to be everything to everyone. It has been seen that they have promoted clothing with a 25-year-old model to target a 65-year-old woman (Russon, 2020). For this reason, the company has focused on their targeting more and targeting people based on affordability. They target the ABC1 population to promote their products based on the process. In A, the upper-middle-class people are included who are targeted with the products of higher price range. B is the middle-class people and C1 is the lower middle-class people, who are targeted for the products of lower price range. 
[bookmark: _ueq6vqbto9ng][bookmark: _Toc141018862]Positioning 
In accordance with Saqib (2020) positioning is one of the important paradigms in marketing through which decisions are made to determine how the products, or services would be marketed to the targeted population. This is also known as the process of creating an image or identity of the products, services or brand name within the target population's minds. By adopting the correct positioning strategy, companies can influence the perceptions of people in terms of brands and products relative to their competitors. There are five kinds of positioning strategies such as market, product, competitor-based, price and brand positioning. 
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Image: Brand Positioning of M&S
Source: (O’Brien, 2019)
Marks and Spencer use brand positioning in which they are adding value to the brand that is presented to the customers. This is a positioning strategy where brands make their identity known and they enhance their value proposition. Through using this strategy M&S makes their employees see why their brand is better than their competitors. M&S's brand positioning strategy was introduced in the year 2016 where the statement was that M&S is a premium brand with the highest quality in the market. They have maintained a strategy of making their products unique and of the best quality so that their target customers do not hesitate to buy the products. In this process, they use their brand name and manage the product quality to position the products to their target customers. 
[bookmark: _r3jj6j1me68k][bookmark: _Toc141018863]The current marketing mix strategies of Marks and Spencer 
In accordance with Kotler and Armstrong (2014) marketing mix is a set of four tactical marketing concepts such as Promotion, Price, Product and Place. Through this tool, a company can produce a valid response to their target market. 
[image: Marketing Strategy: Are the 4P's Obsolete? - Hausman Marketing Letter]
Image: Marketing mix
Source: (Hausman, 2021)
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As per the views of Išoraitė (2016) products are the physical items that are developed, manufactured or sold by a company to people for which those people are willing to pay. Products are the materialistic goods or services that companies provide to their customers.
[image: M&S takes £145m hit on unsold stock as clothing sales fall 75% | Marks &  Spencer | The Guardian]
Image: Products of M&S
Source: (Wood, 2020)
In terms of M&S, the products are clothing like nightwear, sportswear, jackets, loungewear, jeans, dresses, shirts etc for women; clothing like shorts, joggers, jeans, sportswear, hoodies etc. are available. Other than that, footwear, accessories, kids’ clothing and beauty products are also available in M&S. Other than these, homeware, furniture, flowers & plants, food & wine are also offered. There are many own-brands of M&S such as Goodmove, Hobbs, Farah, Autograph, DKNY, Dune London, Ghost London etc. and some sports brands like Also Yoga, HOFF, Lilybod, ASICS and many more. There are also some services provided by M&S like M&S Opticians, M&S Energy and M&S Bank (Marksandspencer, 2023). 
[bookmark: _ltf7owt8bgdp][bookmark: _Toc141018865]Price
As stated by Pogorelova et al. (2016) price is known as the factor by which the goods are formed accordingly. When a company sells products with a higher price, the production process changes from the products of lower pricing. It has three different aspects such as competitors, cost and customer value. 
M&S uses value-based pricing through which their customers can perceive the actual worth of the products. The products of the company are unique and have a great quality that differentiates them from their competitors. They also make the products with a customer focus which means that the features or improvements are done according to the customer needs and demands. Therefore, by having value-based pricing M&S sells products of different prices according to their value. 
[bookmark: _1vimnxlbrb9e][bookmark: _Toc141018866]Pace
According to Thabit and Raewf (2018) for selling goods, companies need to present the items in a place from where people can buy the products.
[image: M&S issues devastating announcement to people who shop at 67 of its UK stores]
Image: M&S Food Store
Source: (Pugh, 2022)
M&S sells their items both online and offline. They have a total of 1487 stores and more than 100 websites. They sell the products from their official website where all the products can be seen by people. Here, they can browse the products and select an item to buy from wherever they want. 
[bookmark: _xt75zs489zw1][bookmark: _Toc141018867]Promotion
As stated by Siripipatthanakul and Chani (2021) promotion is the combination of sales priorities like sales channels, advertising, personal selling, direct marketing, several marketing channels etc. 
[image: ]
Image: Digital Promotion of M&S
Source: (Facebook, 2020)
M&S uses TV ads, social media marketing, paid media and Google ads to promote their products and services. There are Both traditional and digital marketing used by the company for reaching out to their target customers more with their products. They promote on their social media platforms like Facebook about their discounts on products. Other than that, they launched TV ads in 2020 for promoting their clothing items. 
[bookmark: _bptjrhbogva9][bookmark: _Toc141018868]Conclusion
[bookmark: _fa071stwquwc]The blog has been based on the marketing strategies of Marks and Spencer which is a UK-based retail company. This company has been selling their products and providing services in the UK and beyond for which they have made proper marketing strategies. In this blog, using STP analysis, the segmentation, targeting and positioning strategies that are used by M&S have been discussed. M&S uses demographic segmentation where they consider age and socioeconomic characteristics. In this context, they target ABC1 groups in which they target people with different incomes with products of different prices. It has also been known that they use a value-based positioning which is also the strategy for their pricing. They sell their products both offline and online and use both digital and traditional promotional strategies for making the brand and products well-known.
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