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Today, Mark and Spencer are facing the same challenges of many retain brands today as business condition change. This report will explore whether or not Mark and Spencer will survive and thrive through current conditions around the world. The report will discuss and analyse, Mark and Spencer through PESTLE analysis and SWOT analysis. 
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Michael Marks was a Jewish refugee who left Russian Poland in 1880 to work as a licensed hawker who sold his wares, like lingerie and other household items. By 1884, Michael Marks established his business as ‘Mark’s Penny Bazaar’ in Leeds, which sold good quality clothing for an affordable price. He is known for his store sign which states “Don’t ask the price- it’s a penny” Today we know Mark and Spencer as a staple in both British and International Markets.

In 1894, Thomas Spencer became his business partner which helped with the expansion of the brand we know today. Mark’s son, Simon Mark helped the transition from various outdoor stores in northern England into a few number of shops indoors. The launch of St. Michael products, known for its popularity through decades provided quality brand image perhaps differentiating itself from their ‘penny priced’ brand image. 

Mark and Spencer were able to investigate international markets due to the strong support of the home market. During the early millennia, Mark and Spencer has established over 300 retail stores throughout UK. As well as expanding to neighbouring market in Europe, opening stores in France, Germany and Spain as well as expanding to Asian Markets. (The Editors of Encyclopaedia Britannica, n.d.)

Mark and Spencer now have over 1300 stores worldwide, operating outside the clothing sector, delivering quality foods, financing services and home products as well as their high-quality brand image as a clothing retailer. (Reuters, n.d.)
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Mark and Spencer offer services from different sectors of the market. Their food retail brand Simply Food is known for selling high quality own branded products from bakeries, ready-made main dishes for lunch and dinner, as well as wine and other grocery products from other well-known brands that are commonly found in other grocers. 
Their success can be found with their own labelled ‘premium’ goods. M&S is able to cater to customers who desire the ease of preparing for lunch and or dinner parties. Their website https://www.marksandspencer.com/c/food-to-order allows customer to order from cakes, sandwiches, wraps, salads, cold meats, desserts and more. Their website offers a variety of choices catering to customers with special dietary needs (i.e. Gluten free, vegan food). Their food caters for different occasions and purposes. M&S has a menu for children’s parties, Afternoon tea, dinner parties, Sunday roast, picnics, buffet and office lunches.  (Mark and Spencer, n.d.)
[image: ]The diagram bellow shows Mark and Spencer’s official annual financial report 2018 according to their performance review in food. (Marks and Spencer, 2018)

Mark and Spencer reacted to competitive pricing through the sale of their eggs. M&S reduced the prices of eggs by 18% and saw a rise in sales by 48% which shows to prove customers demand for the value of money. M&S even states that the market of Food in UK is going through an “extraordinary period of change. Inflation may benefit M&S for a short period of time as signs show some growth but because of this, inflation has created an opportunity for discounted stores. M&S analyst expects a 15% growth in the discounted sector if inflation continues. (Marks and Spencer, 2018)
Mark and Spencer aim to appeal to Families with their new line of Detroit Pizza which introduces 6 new pizzas. They are attempting rebrand their image slightly to cater to a wider income demographic, selling the new line of pizza from £6.
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Mark and Spencer’s clothing line has kept their brand quality through decades after Michael Marks. M&S now offers a variety of clothing to cater men and women, clothing items like: coats, dresses, Jeans, Jeggings, knitwear, shirts, blouses, shorts, skirts, trousers, sportswear and lingerie/underwear. Their retail stress also offers household items from furniture as well as other home accessories like curtains, kitchen ware, and more. 
The statistics bellow shows Mark and Spencer’s annual report for 2018 which visualises their performance in clothing and home sector. (Marks and Spencer, 2018)
[image: ]Mark and Spencer’s report suggest that their clothing line accounts for their loss in total revenue. Revenue from clothing and home sector has decreased by -1.4% in 2018, achieving a gross profit of £3.95b in comparison to 2017’s gross profit of £3.99b. (Yahoo Finance, n.d.)
M&S’ report addresses the decreased revenue from their clothing and home sector. However, Marks and Spencer’s argue that the business has recovered profit margin through the sale of full priced products. 
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Inflation affects all sectors of the market but especially the food market as discount stores like Aldi and Lidl has been emerging due to uncertain economic climate here in UK. Consumers have changed their attitude in grocery shopping as the hunt for “better value for money” has become a budgeting habit to consumers. This is affecting Mark and Spencer as their brand image has been distinguished for its high-quality food but does not necessarily appeal to consumers due to other competitive prices. It has been argued that M&S products cost more than the average price of goods in comparison to discounted stores and even the big 4 leading the market.
M&S admitted that through time they have lost their food range that cater to family-age shoppers. This suggest that M&S has essentially overlooked the middle to low income range of consumers who are more cautious in spending their money. 
Other pressures come from competition themselves imitating the quality and innovations of M&S. Supermarkets like Tesco and Sainsbury has launched their own ‘premium’ brand goods competing directly against M&S. 
There are also other external factors that brings issues to Mark and Spencer’s Food sector. There have been reports of underperformance in terms of utilising cost. There has been an increase in operating cost as well as an increase in waste and markdowns. Future problems will further occur as there will be an increase in utility cost (Marks and Spencer, 2018)
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Mark and Spencer acknowledge they have lost their position in the market competing against other retail clothing brands especially with the emerging new online market which underhand M&S for the ease and convenience of online shopping.  Their reputation in the fashion industry has slowly eroded due the rise of online shopping essentially giving customers a variety of options in design which Mark and Spencer cannot fully compete against. Despite this, the brand is still known for their ‘strong, latent brand credentials’ which suggest that the business still has confidence in their clothing line. 

Due to the rise of new competitors like Amazon and ASOS, they pose threats to M&S as they are essentially behind their market leaders in terms of market share. Mark and Spencer barely keeping up with competitors and only acquiring 18.5% of market share in sales. This further proves evidence that Mark and Spencer are in a difficult position to compete against emerging markets especially through online transactions. (Marks and Spencer, 2018)
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M&S are attempting to mitigate competitive issues with their new marketing team in hopes to provide more access to customers. M&S are also planning to improve their communication delivering their “unique product credentials in freshness and traceability.” This suggest that M&S are aiming to attract and retain new customers with their brand image. They also aim to drive their products to more mainstream and popular family products perhaps in hopes to gain market share. (Marks and Spencer, 2018)
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M&S are looking to build confidence in terms of technical skills and customer understanding. The new Managing director of Clothing and Home, Jill McDonald has announced new teams to implement new changes in their clothing line. M&S are hoping to appeal to family age customers perhaps to compete against the likes of ASOS and Amazon. M&S are also preventing further loss from this sector by reducing promotions whilst still offering affordable clothes through their “Love it for less” campaign. (Marks and Spencer, 2018)
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Strengths – Mark and Spencer have always been renowned for their quality food products.  Because of this they are able to retain loyal customers thus helping them keep their profit margin levels sustainably. They also have a good reputation in terms of their brand image as ‘premium’ quality both in food and in clothing. 
Weaknesses – Due to new emerging markets M&S has been struggling to stay competitive and gain a strong market share. M&S are not able to cater to a wide range of consumers therefor unable to keep a consistent number of customers. Their Food sector aren’t able to compete against price to supermarket pricing. Their clothing line lack consumer appeal especially with competition like ASOS who are leading the market in terms of online retail of clothes. 
Opportunities – With the new marketing team, M&S are hoping to improve their sales and cu their loss. They are also hoping to attract and retain customers through the launch of product line that are meant to be affordable to consumers within the middle to low income demographic. M&S also has a new team in the clothing and home sector in hopes to appeal to consumer fashion trends.
Threats – New emerging markets may drive M&S out of the competition if M&S are not able to keep up with the current conditions of the market. M&S is simply behind against their competitors online and in the physical market. M&S is also unable to keep up with consumer taste and income conditions. Their premium brand image poses problems as consumers today value discounted prices. 
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Economical – There has been a history of unstable fluctuations in terms of economic conditions. M&S must be able to react to the peaks and lows of the economic conditions. There is evidence of growth especially in the food sector however is caused by inflation. M&S should acknowledge the discounted pricing trend with competitors as these businesses cater to the average consumer.
Social – Consumer taste changes through time and should be focused more as M&S may find an opportunity in the future. M&S needs to acquire to consumers with different ranges of income. it seems as though M&S main focus currently is to attract a family-based demographic which suits the business ability to cater to food parties. 
Technological -  Due to the advancements of consumer technology, their access to the internet also allows access for other competitors to take advantage of this. M&S has yet to take full advantage of the online market.  M&S also need to address internal technological problems in relation to their logistics and delivery system. 
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· Competition – competition especially in the online market are intense. M&S are unable to compete against the giant, Amazon due to their lack of resources. M&S are looking forward to drive new innovations to regain their original brand image of quality products at affordable price.
· Customers – M&S’ attempt to compete online proved a rocky performance. For instance, being unable to deliver at the expected time. Their brand loyalty however remains strong. 
· Investors – it would be understandable if investors sought to seek new changes in management thus the adaptation of the new head of clothing and home sector, Jill McDonald. The new team are their hopes in revamping M&S in the mainstream market. 
· Suppliers – M&S cooperates with suppliers like Fair trade in hopes to tackle modern slavery. Their relationship further influence as they continue their work in the area of modern slavery. M&S also acknowledges the importance of keeping healthy relationships British suppliers for fresh home-grown goods.
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M&S faces issues revolving the changes of business conditions. M&S was unable to take advantage of the changing market, thus making them behind the competition. M&S is unable to compete against other grocers in terms of competitive pricing especially with the rising popularity of discount stores, M&S could face problems surviving in the market if they continue to drop their sales share.
Their lack of resources in investigating consumer preference caused them to loss their position in the fashion industry. With new emerging markets like ASOS and Very, M&S will find it hard to gain shares in the online market considering how theses online retailers have close relationship with other clothing brands, M&S cannot replicate that relationship with their source. M&S has lost its competitive edge in the fashion industry. 
With the new implementation of change in the marketing team including the new head of clothing and home would hopefully bring new innovation to retain some of M&S shares back. With a more focused goal, M&S is aiming to target consumers with a family income wage range in hopes to attract and retain customers. M&S would benefit by trying to rebrand as their image aims to encourage sales through lower pricing in response to discount stores in hopes to gain consumers with families back in M&S stores. 
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PERFORMANCE REVIEW

FOOD

“Beginning the turnaround in Food”

REVENUE +3.9%  LIKE-FOR-LIKE SALES CONTRIBUTION TO UK REVENUE  SIMPLY FOOD STORES

€5.9bn -0.8% 61% 696
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PERFORMANCE REVIEW

CLOTHING & HOME

“Restoring value and style in Clothing & Home”

REVENUE “1.4%  LIKE-FOR-LIKE SALES CONTRIBUTION TO UK REVENUE  CLOTHING & HOME SPACE -1.3%

£3.7bn -1.9% 39% 11.1m sq ft
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