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[bookmark: _Toc503639103]Abstract
It is very important to understand the fact that the customer satisfaction has been considered as one of the most important factors which needs to be looked by the management of M&S. M&S should be trying to develop branding awareness with the elimination of the challenges which is expected to be getting it from the business environment by M&S. The companies or the organizations should be trying to deliver the best quality service at M&S in order to keep the customers really very much happy and satisfaction is made at the highest level. They should be trying to improve in the profitability and the sales of the company with the elimination of the recent challenges to be faced by M&S when operating within the multi retailing industry of UK. With the development of the globalisation M&S will be able to operate in the different countries across the globe and should be enhancing their brand awareness with their innovation in the marketing strategies to be made. There is the development of the communication channels in order to ensure the best possible communication channel for interacting and reach the touch points of the customers at the end. 
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[bookmark: _Toc503639104]Introduction
This study has been critically reflecting on the understanding and evaluation of the how marketing systems and the effective processes could help in reaching the end to end journey of customers of M&S. The study has been focusing on the marketing systems and the functions of M&S who have been operating within the multi retailing environment of UK. It is also focusing on how the development of the innovative marketing strategies has been useful in raising the brand awareness among the customers of UK who favour the products and services to be taken it from this company as well (Morgan and Hunt, 1999). It should be critically analysis of the different models and theories to be done for understanding of the customers end journey towards the M&S and ensuring that whether there should be effective sales to be determined by the internal and the external management of M&S. 
It should be also evaluating the end to end journey of the customers as well. It is also reflecting on the models like STP and the marketing mix which is ensuring how the marketing process should be useful in delivering and ensuring the best for the customers of M&S. The marketing mix and the STP evaluation should be helping in the analysis of the target market and the right selection of the customer’s needs and demands through which they could be able to develop innovative marketing strategies (Morgan and Hunt, 1999). The report should also be focusing on the identification of the best marketing strategies which is important for raising the level of brand awareness for M&S within the business environment. It should also be important to evaluate the needs and demands of the stakeholders and their relationship with the customer end to end journey so that the journey might be successful in the future as well. 
[bookmark: _Toc503639105]Organizational Overview
M&S is considered as one of the most promising and leading UK retailers. They have been committed in making every moment special for the customers with their highly effect9ve and high quality services to be given (Morgan and Hunt, 1999). They have been developed their own brand food, clothing and the Home products. They have around 1433 stores in this entire world and slow they have the stores which are operating online. With the rapid development of technology and the high end use of the internet people or the customers are tend to be purchasing and getting their services mostly online and the physical presence in their stores have been turning it to be quite low. 
The company has the main aim of developing effective marketing systems and processes so that the customers would be able to get their products and services whenever they needed it and they could be able to sustain their brand image. They also have the vision of developing the competitive advantage and would like to maintain that competitive advantage with their effective and innovative marketing strategies to be developed for the promotion and marketing of their products and services as well. They also have the vision of getting sustained within the competitive business environment. 
It is also seen that M&S would like to make the every food special for the customers which accounts for 60 percent of the UK turnover. With the great innovation in the marketing strategies, the innovation in their rage of services and products and the high quality services to be given they could be able to maximize their sales and have increased their market share at the best possible way (Morgan and Hunt, 1999). They have been selling food through 942 UK stores which includes 253 owned and 383 franchises based stores located in the different parts of the world. 
They have been selling beautiful designed, high quality, own branded clothing and the homeware products with their active 343 full line stores and the outlets they have it. The products of M&S accounts for 40 percent of the turnover in UK which is a very rare scene for the other retailers top see it. The company has been providing value proposition with their high end and effective services and customer centric approach they have in their business they do (Morgan and Hunt, 1999). The company has also been exporting the best of the products of M&S around the world .They also has the stores in the different parts of the world which includes Europe, Asia and the Middle East. They have also the online business which is slowly but steadily growing with the innovation in the marketing strategies to be developed as well. The M&S in the future will be trying to develop their own stores and look to work in partnerships and joint venture as well so that they can be able to enhance their business still in Africa and would like to invest huge amount further in putting up innovation in the marketing strategies as well. 
[bookmark: _Toc503639106]Marketing Mix
The marketing mix is defined s the integration of the different components which has been useful in understanding and reviewing of the marketing activities to be made for ensuring that there should be increase in the sales of the company6 to be taken place. The elements of the marketing mix has a profound effect on the purchasing and the buying behaviour of the customers of M&S as each of the elements in the marketing mix could be useful in the setting up of the innovative marketing strategies for the company (Dahlén et al, 2010). This innovation in the marketing strategies should be helping M&S to determine the perception of the customers towards the products and services of M&S. The elements of the marketing mix has been underpinned and evaluated below
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Product- A product is defined as the element which should be fulfilling the needs and desire of the customers. This has been developed in such a way that the customers should get attracted towards the element and should be able to purchase that at any cost. In this study M&S has been developing and have quite a heavy range of products to offer for the customers. They have the huge product portfolio with them. They have the cooking items, food and non food items, clothing items, homeware items as well the garments which include both for the men and women as well for the kids, food and beverage items, grocery items as well could be found and delivered by M&S to the customers (Dahlén et al, 2010).  The company has been providing superior quality products to the customers and its high and differentiated range of products actually opened by different options to select from as well. M&S has been spending huge amount in making the marketing strategies and communication channels to be innovative so that the products should be distributed properly and it should be able t reach millions of customers by which maximization of sales could be possible for them. 
Price-The Company M&S has been setting the prices of the products and services in an effective and logical way. The price is the most important factor in determining how much the customers should get attracted towards their services and products developed and delivered by M&S (Dahlén et al, 2010). M&S has been developing a competitive pricing strategy in order to compete with the other retailers like Tesco, Morrison and ASDA. This is actually making the company M&S to continuously improve on their products and services which they have been providing it to the customers with no compromise at the quality of the products and services. 
Place- The place is also one of the most important element of marketing mix. This will eventually indicating that how the products and services given by M&S could be able to distribute and communicate towards their customers. M&S has the full line stores of around 343 and other outlets located across UK and also in the other parts of the world like Asia, Africa and Europe and Middle East (Dahlén et al, 2010). Sao with the outlets developed and their stores located in different countries they have been able to reach millions of customers. They also have the online stores to be developed and with the development of the websites and ecommerce platforms they have been able to distribute their products towards the customers. The company has also distribution of their products in out of town retail parks and have around 468 international stores located around the globe
Promotion
M&S for the promotion of their products and services should be developing the advertisements campaigns with digital marketing and in store strategy as well. M&S has been using the print media, TV ads, mobile ads and social media campaign as well for the promotion of their products and services (Morgan and Hunt, 1999). The company has been using their own website for promoting its brand. The customers could be able to found out fashion tips and blogs on their website. M&S also promotes the products through season sales and running a loyalty program Sparks as this reward point help the customers to purchase more with less amount as well. 
[bookmark: _Toc503639107]STP of M&S
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Segmentation- There is basically three type of segmentation to be involved for M&S to operate in this competitive business environment. This includes the demographic, behavioural and psychographic segmentation. 
Demographic- In this type of segmentation the market has been segmented according to the demographic characteristics of the customers which include the age, income level and the gender. So this segmentation is important for segmenting the market demographically. 
Behavioural-It has been seen that most of the products and services of M&S has the division as they have the huge product portfolio which provides different perception towards the customers regarding the different products (Dahlén et al, 2010). The products of M&S provide high end value to the customers. The perception of brand for the products of M&S has been quite innovative and demanding for the customers so there has been change in the attitude and perception of the customers when they have been purchasing the products offered by M&S.
Psychographic- M&S has been providing products to the customers who have basically high social status and income level. So the brand offered by M&S for their customers delivers high class personality for the individual using the brand in M&S. So M&S is actually segmenting the marketing psychographically as well. 

Targeting-The approach of targeting the market has been the multi segment targeting rather than the concentrated targeting approach. The middle aged women are the prime revenue generator of the company but even 80 percent of the customers have been bringing on the sales (Dahlén et al, 2010). They have been basically targeting the middle class young people, middle aged women and men and also the kids. So they have been mainly focusing on the multi segments targeting with good educational and socio economic class and who have the high income level as well. 
Positioning-M&S has been an international brand and for sustaining its brand image they need to position basically their brand and not their products and services. The innovation in the marketing strategies developed by M&S and the superior quality and huge product portfolio has actually positioned their brand. The comfort and the expansion of the company in the different parts of the world have actually positioned their brand in a proper way and also in the near future. 
[bookmark: _Toc503639108]AIDA Model
AIDA model has been considered as the marketing model framework which helps in enhancing the satisfaction level of the customers. This is the model which is useful in converting the potential customers of the company into the final customers. The company M&S should be implementing the AIDA model for ensuring that the customers should get attracted towards the company in an effective and efficient way (Kanagal, 2009). The implementation of AIDA model has been illustrated below
[image: Image result for aida model in marketing]
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Attention: With the huge portfolio of products to be developed and offered by M&S there is huge attention or attraction to be gained by the customers of UK and the other other parts of the world. The company has been doing innovative promotional practices like the advent of the digital technology, the use of the loyalty programs and the TV ads and print media has been useful in drawing the attention of the customers towards the products and services of M&S (Kanagal, 2009). The company has also been trying to develop the social media or the social networking sites in order to promote their products and services in such a way that it should be communicated in front of the customers around the globe. 
Interest-The interest needs to be gained by the company for the customers with the help of the superior quality products and affordable pricing to be done. The interest could be aligned with the customer friendly and highly responsive website to be used for the customers getting the interest of getting the products and services from this company only and the decision making itself becomes good (Kanagal, 2009). 
Desire-The company should be developing innovation in their communication channels, the transportation and promotion of the products in the near future will help in enhancing desire among the customers to make the purchase of the products and services for the company. 
Action: This is the final; action which should be implemented for the company to achieve its business objectives. The company M&S has been developing marketing strategies for making the purchase of the products and services at the best level. They have been offering seasonal discounts to the customers by which they could be able to draw attention and the desire for the customers towards the purchase from M&S only. The company need to provide effective sales team who have been helping the employees out there to deal with the customers at the right way (Kanagal, 2009). The customer service representatives were also there inside the outlets who have been solving the queries and demands of the customers by which the customers should have the reliability and confidence among the employees and managers working in M&S. So this is helpful in raising the brand awareness and sustaining competitive advantage over the other retailers in UK. 
[bookmark: _Toc503639109]
Marketing strategies of M&S

M&S has been now focusing in the value added treats and the customer loyalty programme Sparks and trying to eliminate the method of providing discounts on the products and services for the marketing of their products and this will help in reviving their brand. The CEO of the company Steve Rowe has been trying to make the customers move towards the outlets of M&S two times in year with the development of emotional and psychological appeal to be generated from their own brand products they have been offering it to the customers helps in the marketing (Baker, 2014). . For the marketing of their products they need to be very much customer centric and would like to listen to the customers more and more in order to meet their needs and demands. This helps in the proper communication with the customers which helps in the marketing process to be right resulting in right marketing of their products and services introduced by M&S. 
It is also seen in the near future that the CEO of the company Steve Rowe want to add huge investments in the development of the It and digital infrastructure. The company want to build in new technology and the processes by which the customer needs and demands could be met in a convenient way (Baker, 2014). They want to market their products by making the IT stronger and the online system will get much more focused for the promotion and marketing of their products and services towards the customers. M&S is trying to improve the in store experience for the customers by making the refurbishment of their stores and by developing and implementing new concepts like coffee-to-go. 

M&S will be marketing their products and customers by gathering the heaps of data which has been quite accurate and valid. There should be an extensive market research to be developed and introduced by M&S so that proper evidence could be there before developing the marketing strategies for M&S. 
[bookmark: _Toc503639110]


Impact of marketing strategies on competitive advantage of M&S

The company has been developing the marketing strategy which helps in reviving the brand image of M&S. It is also important that the marketing strategy helps in developing the communication channels which is satisfying the customers by making the products and the services to be reached at the customers conveniently and with ease. The development of the marketing strategy is useful in enhancing the sales of M&S. The marketing strategy of M&S helps in the proper financial and strategic planning to be developed so that sustainability could be maintained for M&S and there should be the revival of the brand to be take place as well. It is also important to understand the fact that with the development of the marketing strategies the target customers and the market segmentation could be made easy by which the company can be able to stabilise their position within the retail industry of UK (Quester et al, 2007). It is also import at have marketing strategies of M&S to be developed so that it should be improving the strong reputation of the company as well. The marketing strategies of M&S also help[s in enhancing the sales and p4rofitability of the company as the customers would get those opportunities to purchase the products and services which has been providing high value for them as well. This is having an impact on the competitive advantage of M&S with the other retailers like Morrison and ASDA operating within the retail industry of UK. 
[bookmark: _Toc503639111]Analysis of the stakeholders in relation to M&S

With the expansion of the operations of M&S within UK and other parts of the world there has been stiff competition to be taken place. There have been different challenges which the company have to face when they were having their expansion in the different parts of the world and for sustaining competitive advantage the challenges like globalisation, changing perception and needs of the customers, supply chain management, changes in the IT infrastructure has increased the expectations of the stakeholders (Baker, 2014). The company need to be developing effective strategies in order to meet the needs and demands of the stakeholders so that sustainability in the business could be maintained for M&S. So the stakeholder analysis of the M&S should be underpinned below


Internal Stakeholders
The internal stakeholders are the individuals who have been directly involved with the company and they have been the responsibility of doing the internal operations only. 
Employees- The employees of M&S should be given proper training opportunities so that they can be able to provide high quality services to the customers. The employees should have the requisite skills and knowledge in order to obtain competitive advantage for the company. 
Shareholders- The M&S should have the powerful shareholders who have purchased the shares of the company and would like to get good amount of return from the shares in the market. This will help in increasing the market share of the company within the retail industry of UK. 
Investors- The investors has been investing good amount of money for the marketing spending and other spending for developing the proper online infrastructure in order to get good return on investment. 
External Stakeholders
The external stakeholders have been the type of stakeholders who have been involved indirectly with the company operating in UK. The external stakeholders are as follows
Customers- It is important that the customers should be provided with huge portfolio of products and services and there should be no compromise with the quality of products given by M&S and value addition is most important as well. 
Government- The government of UK should be supporting the local authorities of the different regions to support and coordinate with M&S by which they can be able to extend their business globally for sustainability to be maintained. 
[bookmark: _Toc503639112]Society- The products and services which is providing by M&S need to be accepted by the society in order to have long term relationship with the customers and for sustaining their business as well. 


Conclusion

[bookmark: _Toc503639113]From the study it has been evident that the M&S is trying to focus on the development of the innovative marketing strategies so that they can revive their brand. They have been staying in competition with the other retail organizations operating in UK and trying to become customer centric in their approach for maintaining sustainability in their business (Graham, 2008). It is concluded that M&S is having the financial resources intact for their expansion to be made globally and keep their brand alive irrespective of the challenges they have been faced for their operations in UK and other parts of the world. 
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