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[bookmark: _Toc122028438]Introduction
This report will analyse and evaluate Marks and Spencer with the help of internal and external analysing tools. PESTLE and SWOT analysis will be conducted together with Porter’s 5 forces model, and it will determine segmentation, targeting and positioning for M&S taking in consideration the impact from Covid 19. It will conclude with recommendations.
Since its founding in 1884, Marks and Spencer (M&S) have grown from a single market stall to a multi-channel, international business. One of the leading shops in the UK is M&S, which has more than 1,330 stores worldwide.
Food, which accounts for 57% of M&S Business's revenue, and general merchandise, which accounts for the remaining 43%, are its two business segments. M&S is a market leader in the lingerie, menswear, and womenswear industries as well. (Integrated Reporting, 2022)
Their future aims include that 67 of Marks & Spencer's larger locations will close during the next five years. However, the business now hopes to finish the adjustments sooner than anticipated. Additionally, Marks & Spencer announced that 104 additional Simply Food locations will be opening and by the beginning of 2028, the retailer hopes to operate 180 "full-line" stores retailing food, apparel, and home goods. (Simpson, 2022)

In business and society across the world, marketing is a professional field that is continually evolving. It permeates every aspect of our daily existence. Nowadays, businesses and organisations have no option but to become skilled and successful in the field of marketing if they want to prosper (and, in some circumstances, live). In essence, marketing is a discipline that researches and seeks to take advantage of developments. Consumer preferences, demography, society, economic development and decline, technology, corporate structure, and income distribution are a few examples of these changes. (Doyle, 2016)



[bookmark: _Toc122028439]Analysis and evaluation
In order to analyse the chosen business Marks & Spencer, the use of macro and micro analysis will be essential. Macroenvironment analysis is a component of a company's strategic management, allowing it to look at and pinpoint prospective business opportunities and risks. (Team, 2022)
This type of analysis will be conducted using PESTLE.  Also, this report will look into microenvironmental analysis which will be conducted with the help of SWOT analysis together with Porter’s 5 forces.
PESTLE Analysis
Political
The expansion of free commerce between nations is one of the best features of contemporary politics. This would be quite advantageous for Marks & Spencer, which primarily operates in the United Kingdom but also has locations internationally. Due to free trade and a substantial profit margin, Marks & Spencer may import goods from other countries at lower prices for sale in their stores. Free trade has always existed, especially for European firms, but "Brexit," the United Kingdom's decision to leave the European Union, is a political factor that has had a big impact on Marks & Spencer's commercial enterprises. Several of the possible results for trade laws and customs post Brexit are not favourable for UK retailers. End customers would probably pay more for goods following the "hard Brexit," which resulted in the termination of many free trade deals with European producers. (Bush, 2019)
Economic
Although cost has always been an important role in the retail business, many low-priced shops have come up in the UK during the past several decades. By persuading customers to purchase comparable products at far lower rates, those new rivals are snatching market share from more expensive businesses (like Marks & Spencer). In fact, it's conceivable that such affordable competition encouraged Marks and Spencer's 1999 decision to transition to employing suppliers. (Bush, 2019)
Social
In the UK, Marks & Spencer is not a brand-new name. The reputation of Marks and Spencer as a stylish brand among consumers, especially younger people, may deteriorate given the yearly appearance of new and inventive big-box stores.
Although it's unclear how much of the company Marks & Spencer really owns, the firm is said to be one of the top 10 UK producers of prepared meals. To rule this market has long been Marks & Spencer's objective. (Bush, 2019)
Technological
Self-checkout is one of the biggest innovations in contemporary retail, particularly at grocery stores. In its stores, Marks & Spencer has already installed a variety of self-service checkout systems, like the majority of other grocery retailers in the UK. Online purchasing is another significant advancement in the retail industry. Nearly all of Marks and Spencer's items, including apparel, food, and home goods, are now available online. M&S adopts the conventional idea of client-direct delivery when selling clothes online. It appears that Marks & Spencer does not transport food products, in contrast to certain other significant UK grocery chains. (Bush, 2019)
Legal
Marks and Spencer has been embroiled in a number of legal battles throughout the years. Over the course of its several centuries of existence, the brand has battled to maintain its reputation as a result of these legal issues. The recent court battle in Experiencing with the landowner was one such argument. The Brexit-related shift in British trade laws, which would significantly impact the brand, is another legal concern. A company strategy won't be able to change this for the better. (Farooq, 2019)
Environmental
The selection of fair trade goods by Marks and Spencer benefits the environment as well. Marks & Spencer has constantly promised to expand their business in a more sustainable way in order to keep their reputation as a premium brand. This relates to a number of ecological aspects that consumers take into account while choosing food, clothes, and household goods. Even if other other UK shops have made comparable decisions, Marks & Spencer's decision to become a more sustainable business is not particularly noteworthy. (Bush, 2019)
SWOT Analysis 
 Strengths
Operating globally: Global brands are seen as powerful because they don't rely on just one market and can reach a wide range of consumers around the world. Because they make Marks and Spencer financially robust, their international activities are regarded as a strength. The firm, that started off with only one stall in the UK, now has 1,035 sites as well as 452 shops internationally. It engages with its clientele overseas through online markets like Amazon in addition to its physical locations. Being so widely present across the world allows Marks and Spencer to be less reliant on a particular market.

Happy customers: Customers are the centre of any business's success. Therefore, a firm is deemed successful if its consumers are happy. One of Marks and Spencer's greatest assets is its satisfied customers. Marks and Spencer has so far been able to remain in business for more than a century because it has been pleasing its customers over the years by rewarding them with alluring discounts. In a recent poll, respondents named Marks and Spencer as their preferred in-store supermarket in the United Kingdom.

Experience: If you want to excel in the field, experience is essential. Companies may experience absolutely unexpected difficulties. Since Marks and Spencer initially joined the retail industry more than a century ago. It has experienced wars, monetary collapses, epidemics, and other calamities. Such knowledge enables the retail industry to manage challenging situations and thrive during challenging times. (MOMIN, 2022)


Weaknesses
Public perception: The majority of citizens believe M&S doesn't provide apparel for kids and teenagers. This perception may not be true, but the company has paid a significant price for it. (Shaw, 2020)
Sales: Businesses look for strategies to increase sales in order to increase profits. Marks & Spencer has seen a fall in sales for a sizable length of time. The primary reason for this decline is Marks and Spencer's poor management. Additionally, there was supply issue around Christmas 2017 that had a negative impact on sales. (MOMIN, 2022)
Operating costs: For businesses to make the most profit, their operational costs must be minimal. Without it, firms risk having financial issues. Currently, Marks and Spencer is having problems as a result of its high operating expenses. Marks and Spencer did not mechanise its processes in order to boost their effectiveness. Instead, the company uses a number of time-consuming manual methods. In the end, this results in higher expenses and decreased profitability. (MOMIN, 2022)

Opportunities
International expansion: Marks & Spencer is an internationally recognized global brand that has opened stores in countries including India, Russia, Brazil, Poland, and Indonesia. Now the company needs expand in those countries. The brand will be forced to participate by opening more and more locations in those countries.

Online shopping: Marks & Spencer furthermore has an ecommerce website. But when we compare the position of the business to other world giants in online retailing, like Amazon or eBay. Then, M&S is miles ahead of its competitors in the market. Considering the business's experience, breadth of knowledge, and reputable history. Because customers are overworked and favour private locations over crowded ones, e-commerce is the way of the future for the retail industry. As a result, the company should focus on growing the ecommerce website. (Shaw, 2020)

Threats
Competition: The retail industry is becoming increasingly intense on a global and UK level. Amazon, Tesco, John Lewis, ASDA, Debenhams, Sainsbury, Sports Direct, Morrisons, Gap, and Next are a few of Marks & Spencer's primary rivals. The business would progressively vanish from the industry if it didn't alter its approach because its rivals are highly potent. The brand graph is declining, if the company's worldwide standing is any clue. (Shaw, 2020)

Pandemic: COVID-19 has an impact on business organizations all around the world. As a consequence, business fell tremendously. Even if the world has opened up and is making an effort to function properly, new COVID-19 variations continue to represent a threat. Marks and Spencer experienced major losses during COVID-19 lockdowns, just like any other business. If COVID-19 reappears in fresh waves, the industry will suffer tremendously. (MOMIN, 2022)

Porter’s Five Forces
Threat of new entrants:
Similar to other popular brands in similar industry, Marks and Spencer has a high level of brand loyalty. Due to the industry's age, the leading firms work to keep their current market shares. Additionally, it takes a significant financial investment to build a network of stores with the type of exposure that Marks & Spencer has. The brand equity that Marks & Spencer has built up over these 138 years has made it possible. The scenario is same for all other important market participants. The lack of knowledge and experience will be another roadblock to entrance for this sector. For each of these factors, the threat of new rivals is quite serious.
Threat of substitutes:
The two most important need for human life are clothing and nourishment. However, they might be swapped out for products offered by other companies. In the garment industry, Marks & Spencer has amassed a large amount of brand equity over the years and consistently makes creative investments to differentiate itself. However, this company's brand equity helps in the sale of its products. In addition, there are additional options, such as Waitrose, to Marks & Spencer's food selections. In light of all the aforementioned issues, we can get to the conclusion that the danger of replacements is serious.
Bargaining power of customers:
Clients are those who make purchases from Marks & Spencer. Additionally, customers have access to a wide range of alternatives. Other competitors provide both distinctive and similar goods. Both expensive and affordable choices are available that are accessible. Clients ultimately have a wide range of alternatives available to them without paying any switching costs, which strengthens their negotiation position.
Bargaining power of suppliers:
Suppliers are the businesses from which Marks & Spencer obtains its raw materials. It obtains its input materials from a number of sources rather than from a single one. Since the firm makes its own products rather than purchasing finished goods, which would not be feasible if finished goods were acquired, the company enjoys a competitive edge over rivals. Furthermore, there is little potential for provider shipping collaboration because Marks & Spencer now makes orders from a number of different vendors, and switching between them is free of charge. M&S has the authority to ask for purchases with lower margins because of the volume of business it conducts with its suppliers. All of the factors mentioned suggest that suppliers do not have a lot of negotiation power.
Competitive rivalry:
As was already said, the retail industry is highly competitive. The advent of online retail and the entry of large corporations into the retail sector have increased competition. Marks & Spencer positions itself in the market as a quality brand that sells goods for reasonable pricing. The firm benefits from Marks & Spencer's loyalty card personalization. 
(Team, 2022)

[bookmark: _Toc122028440]Marketing mix of M&S
A marketing mix includes numerous areas of attention as part of an all-encompassing marketing strategy. The four Ps, which originally stood for product, price, placement, and promotion, are widely referenced in this expression. (Kenton, 2022)

Product: Customers of all ages, including both adults and children, may find a variety of goods at Marks & Spencer. It comprises clothes and shoes for men, women, and children. In fact, M&S includes a Food and Wine section that allows you to get all of the dishes for lunch and dinner, wine, appetisers, and more. Marks & Spencer now sells florals in addition to other presents. M&S primarily sells its own brand; it does not sell other international brands. Additionally, the company donated to individuals in need who had been impacted by Covid in 2021. (Team, 2021)

Price: Marks & Spencer adopts a competitive pricing strategy in its marketing mix for its product selection. Marks & Spencer sells clothing under its own private labels in categories for men, women, and kids. These in-house brands frequently have pricing in the mid- to elevated due to their superior quality. Marks & Spencer is also under risk from large retail chains and online retailers. The company also uses a dynamic pricing approach, whereby it offers bigger discounts on particular things during specific seasons and frequently advertises older stock at a cheaper price than freshly arrived stuff in order to draw in more customers. (Team, 2021) For example, reporter Emma Gill took a trip to Aldi and M&S to see how their products compare. It turns out that some of the 'cheapest' items from both chains are pretty cheap. Some of them are even cheaper than Aldi's standard tier. (Gill & Malloy, 2022)

Places: There are more than 1500 M&S outlets spread over 62 different nations (Marks and Spencer, 2020). M&S invested £750 million for a 50% share in Ocado's UK retail division in order to develop the first online food delivery service. On ocado.com, more than 6,500 M&S food products are currently offered for sale. This was an important decision to make because every UK competitor of M&S has a website. (David, 2020)

Promotion: Millions of pounds are spent by the company on advertising and other forms of marketing. The company is currently focusing more on social media. M&S runs a number of promotional promotions to increase sales. Actually, one of its product categories is called "Offers." There is usually a 30% discount on some products. It also offers buy one get one free in a similar manner. (David, 2020) The Dine In for £10 offer from Marks & Spencer has won recognition in the promotional marketing area. Since then, M&S has modified the campaign for special events and expanded it to run twice every month. It now offers a family roast for Mother's Day for £15 and a champagne and chocolates deal for Valentine's Day. (Baker, 2022)

People: About 70,000 people are employed by Marks & Spencer overall. The company takes great care of its employees. The company has a competitive compensation plan to maintain its employees. In addition to basic pay, the company rewards its workers with success awards to raise individual accomplishments. Additionally, Marks & Spencer provides a learning and development programme for its new trainees in addition to specialised courses for higher positions. The company also provides flexible scheduling as a service to working parents and employees who wish to explore other career possibilities. The firm suffered losses and job cuts as a result of the outbreak for the first time ever. (Team, 2021) 
A study found that the average M&S customer is over 50 in 54% of cases. Moreover, it has separated customers into the "odd random," "core," and "top" groups. Brand aficionados who visit more than 100 stores each year fall under the last group. More customer connection is desired to convert more "occasional" consumers into "core" ones. (Rigby, 2022)

Process: Marks & Spencer stores can be found in malls and outlying areas. These stores are stunning and efficiently laid up when compared to others like Pantaloons, Wills Lifestyle, etc. The Marks & Spencer stores' floors are divided into areas for clothing, presents, flowers, furniture, and other home items. Within each area, there are distinct subsections for adults, adolescents, and kids. Men's, women's, and children's clothing may be found on the ground floor. On the 2nd floor, there are gift shops and furniture stores. The third story has food and other goods. Each shop has a check-out counter where customers may pay for their purchases after selecting what they want. Customers may access the M&S website and make purchases there, just as on other e-commerce platforms. Customers may also receive bonus points if they have a Marks & Spencer special Sparks card as part of their loyalty programme. (Team, 2021)
Physical evidence: In more than 50 countries, there are more than 1000 Marks & Spencer stores. Since Marks & Spencer has more than 850 sites there, the majority of the company's activities are carried out there. It exists in Turkey, Spain, France, Ireland, Hungary, and Finland in addition to other nations. Additionally, Marks & Spencer offers a variety of goods, including clothing, furniture, gifts, and home decor. The company's website allows customers to place orders and have products delivered right to their homes. The Marks & Spencer marketing strategy is over. (Team, 2021)
[bookmark: _Toc122028441]Segmentation, targeting and positioning
M&S utilizes demographic segmentation to decide which markets to offer its products to. M&S splits their customer base into many categories based on factors including age, revenue, social position, and occupation. M&S focuses especially on those over 30 with high earnings and executive roles. It also depends on how valuable the parts are. (Marketing of marks Spencer, 2022)
The "most important goal" for the firm right now is to "expand on the strength of the M&S brand" and its product proposition. "We will consistently support our commitment to trustworthy value across all of our categories with our offering of style in clothes, home and beauty, and exceptional taste in food. Quality and creativity follow," remarked Machin. Machin stated that M&S will also concentrate on addressing business areas that require "modernization," such as the retail estate and supply chains. In the meanwhile, M&S is creating a customised internal solution to strengthen client connections and spur additional growth through personalization. Scaling this up will allow for the transition from targeted marketing to product presentations that are tailored to the specific consumer. (Jefferson, 2022)
Industry professionals viewed the M&S fashion division as outmoded and muddled in comparison to the M&S food selection, which has been positioned as premium, contemporary, imaginative, and even "exciting". M&S executives said that the company was "schizophrenic" and lacked a solid brand approach. (Adamska, 2017)
[bookmark: _Toc122028442]Conclusion
A successful marketing plan is required for every firm that deals with goods and services in the sector of trade and business to be developed and maintained in the market, according to the information thus far presented. We can determine the most accurate and proper strategy for a store like M&S to have more consumers, high sales, and expanded aisles by analysing the firm using SWOT, PESTLE, Porter's five forces, and marketing mix in conjunction with marketing segmentation, target, and positioning. 
Despite being a well-known brand both domestically and abroad, M&S has seen a series of setbacks as a result of the Covid, Brexit, Ukraine War, and cost of living issue. The causes for the sales fall, new rivals, the strengths and weaknesses of the firm, and solutions to the problems for the future were all learned via research into the external and internal environments.
[bookmark: _Toc122028443]Recommendations
Despite its many years of expertise and the reputable brand M&S, the firm requires changes and novel ways in the market in England and overseas following Covid, which I advise: 
· It is important to invest more money in this area because clothes, footwear, and accessory sales and revenues are smaller than those of food goods. 
· Should just employ finances that are now accessible instead of ready money for marketing and supplies. 
· Applying a new marketing plan will allow you to assess the outcome immediately, i.e., whether your strategy is working or not. Then, you can decide whether to stick with it or try something new to draw in more clients and generate more sales and income.
· More money is being put into ongoing demographic, regional, and psychographic research and analysis to help businesses choose the best customers. 
· Offering something fresh while letting the buyer know why they should pick you over your rivals. 
· Bringing in more equipment and spending money on cutting-edge new equipment that will speed up and improve the efficiency of item creation.
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