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Task 1
[bookmark: _Toc122960712]Ⅰ. Executive summary 

This report examines Marks and Spencer's strategic development and external and internal influences on its present and future strategies using Porter's five forces framework, PESTEL, and SWOT analyses. The significant finding is that Marks and Spencer's culture continues to drive its strategy today, as demonstrated by its target demographic still being 55 and older. Despite focusing on high-quality products, the company did not seem to have considered the importance of innovation, which led to customers being unable to purchase fashion-forward clothing. Marks and Spencer adopts an innovative and customer-oriented strategy by continually developing its internal competencies and employing effective marketing segmentation to target profitable segments efficiently.

[bookmark: _Toc122960713]Ⅱ. Introduction

1. [bookmark: _Toc122960714]Customer relationship marketing (CRM) of Marks and Spencer

[bookmark: _Hlk120012136]Creating a strong sense of trust and respect between a business and its most important stakeholder – the customer – is vital in customer relationship marketing (CRM), which aims to increase sales by retaining customers rather than constantly targeting the same market. The retailer Marks and Spencer has had success with this approach. The company's reputation generates such trust, according to a recent YouGov survey commissioned by Baber Smith.
                         Source: (https://manifestedmarketing.wordpress.com, 2022)



2. Service quality of Marks and Spencer (ServQual)

A. Reliability

· Providing excellent service to customers is a hallmark of Marks and Spencer. Customer service is handled by the company with dependability, making sure that services are performed correctly from the start




· Improved omnichannel services, click-and-collect and returns, and RFID use for stock management are among the ways that new stores use technology to reduce the cost to serve

· Increasing growth through the App: Almost a third of M&S's sales are generated by customers using the App, and the App allows the company to maintain a more timely and relevant dialogue with customers about all products and services


B. Responsiveness

· By posting information on their website and magazine, Marks and Spencer keeps customers informed about when service will take Place

· In addition to providing prompt service to customers, the company is willing to assist them if they need assistance


C. Assurance

· Customers feel safe when interacting with Marks and Spencer employees because they instil confidence in them


D. Empathy

· Customers at Marks and Spencer receive individual attention from their employees, customer service professionals who care for their customers

·  A company that understands the needs of its customers, employees who have their customers' best interests at heart



E. Tangibles

· Located near the East Midlands Airport, the Castle Donington site is M&S's biggest distribution centre for its online business


· In order to ensure the accuracy of delivery, the Castle Donnington site is fully mechanised, including automated storage and retrieval systems, sophisticated warehouse control systems, and warehouse management systems

· Their operations are supported by great technology, monitored and controlled by the right people. The Flow team at Marks and Spencer comes into its own - a highly technical, systems-oriented team. Managing workflows and possible maintenance issues is all part of their responsibilities together


Figure 1: Marks and Spencer's Castle Donnington distribution centre has 900,000 square feet
[image: ]
                                  Source: (https://www.business-live.co.uk, 2022)


The company's own-brand semi-prepared dishes, supported by high-profile TV advertisements, have become a market leader. Consequently, its brand is no longer perceived as inferior, thereby increasing its reputation and trust. The retail industry has direct contact with customers and uses management information systems, which use data from loyalty cards and direct feedback to develop products that meet consumers' needs. By tapping into unfilled niches, own-brand labels have differentiated themselves.



[bookmark: _Toc122960715]Ⅱ. Main body

1. [bookmark: _Toc122960716]Company context

1.1 [bookmark: _Toc122960717]A remarkable story of Mark and Spencer

Founded in 1884 by immigrant Michael Marks at Kirkgate Market in Leeds, Marks and Spencer was launched by a young immigrant. Since he arrived with little money and limited English, he built his business around the slogan, "Do not ask about the price; it is a penny." As a result of this simple idea and his hard work, his homeware stall soon flourished.


Figure 2: 1930s M&S store on Oxford Street. A photograph by Marks & Spencer
[image: ]
                 Source: (https://www.theguardian.com, 2022)

Figure 3: Marks and Spencer Customer service
[image: ]
                               Source: ( https://jobs.marksandspencer.com, 2022)





[bookmark: _Toc122960718]1.2 . Problem with customers 

A. The clothing at Marks and Spencer's does not appeal to any generation

· Despite recent improvements in M&S' food sales, its fashion sales remain stagnant. There is a long history of retailers being criticised for being boring or conservative and not knowing their target demographic.

· "By trying to please everyone, they ended up pleasing no one," says Natalie Berg, retail analyst at NBK RetailRetail 


· "They typically use a model who is twenty-five years old wearing garments designed for someone sixty-five years old, who would not feel included," says Kate Hardcastle (customer) 

· The company claims to be changing. M&S.com recently hired Richard Price, who previously led Tesco clothing, as managing director and Stephen Langford, who was formerly with Asda, as director


· According to M&S, more than 700,000 new downloads of its App have occurred since the lockdown - proving that it is on track to become a "digital first" business.
[bookmark: _Hlk119413446]                                                               Source: (https://www.bbc.co.uk, 2022)


Figure 4: Marks and Spencer's clothing
[image: ]
                    Source: (www.thisispaddington.com, 2022)



B. Marks and Spencer ignore its customers


· According to some retail experts, M&S' central problem is that it does not listen to its customers and it does not engage with any demographic

· "Their lack of contact with customers leaves them unaware of what the customers want; the over-forties, particularly, feel neglected by M&S," says Ms Hardcastle (customer)


· The decision by M&S to remove the free biscuits it offered with tea and coffee caused consumers to accuse the company of being "stingy."

· It claims that biscuits will still be accessible to anyone who asks for them and that it was merely trying to reduce food waste.
                                                                        Source: (https://www.bbc.co.uk, 2022)




Figure 5: Marks and Spencer's Cafe
[image: ]
                  Source: (www.thisispaddington.com, 2022)


C. Investments in its stores need to be increased

· "I would never dream of recreating the M&S model if I were starting a retail business today," M. Berg explains. "Department stores are no longer a part of our lives." Meanwhile, Mr Fields says that shopping at M&S has become an unpleasant experience: "I do not understand how old men's clothes can be displayed next to men's suits, next to pants, next to children's clothes." The intense competition in retail poses a worry, he says


· A crucial part of M&S's transformation plan is "creating a store estate for the new world" it is expected that the business will specialise more in food than clothes in the future. Retailers have proven to be open to change in the past. The organisation launched its "Never the same again" programme in May in response to the pandemic to accelerate its future transformation plans.
                                                                          Source: (https://www.bbc.co.uk, 2022)


D. An iconic figure who is not immune to criticism

· While most retail experts contacted by the BBC expressed frustration and confusion with Marks and Spencer, none denied that it was still a powerful brand. "They were loved and admired for what they stood for

· Marks and Spencer capitalised on this emotion, but their brand has been neglected for so long, and people feel sad and angry about it. All that goodwill needs to be used to sharpen the offer," Mr Field says

·  Despite their agreement, Marks and Spencer must learn hard lessons to survive. "The company is an iconic brand, but they are not immune to the sector's problems. In the future, it will have much fewer stores, but better stores", Marks and Spencer's customer says                                       

                                                              Source: (https://www.bbc.co.uk, 2022) 













Figure 6: Number of consumers visiting and shopping at Marks & Spencer in the United Kingdom in 2021

[image: Marks and Spencer consumer visits by channel 2021 | Statista - Google Chrome]
                                     Source: (https://www.statista.com/statistics, 2022










2. [bookmark: _Toc122960719]External factors affected Marks and Spencer's quality systems and controls for customers 


[bookmark: _Toc122960720]2.1 . PESTLE analysis 

Figure 7: PESTEL analysis
[image: Diagram
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                                        Source: (https://www.proprofs.com, 2022)



A. Political factors

In several countries, Marks & Spencer has a strong brand presence. In addition to its headquarters in the UK, the brand operates more than 1300 stores worldwide. By utilising the trade agreements of the EC, the company has been able to decrease sourcing costs. In the EU, Marks & Spencer has access to a large market with no tariffs or taxes, allowing its products to travel freely between countries. 
The pricing regulations of other countries, such as whether consumer services are subject to any pricing regulations. A company's legitimate interests should be protected by working closely with the government and interacting with them. Political stability and taxes are two main factors affecting the company; if taxes increase, it will further increase the price of Marks & Spencer products, negatively affecting the company's sales. 





B. Economic factors

Economic factors influence economic growth, such as inflation rates, interest rates, foreign exchange rates, and foreign exchange rates. A major economy like the United Kingdom has an open economy as well. Inflation has been kept low by the government of the United Kingdom by managing its fiscal and monetary policies effectively. The company focuses on providing quality products to its customers as part of its overall strategy. Marks & Spencer may face a decline in sales because of the financial crisis resulting in consumers purchasing fewer luxury or clothing items because of lower disposable incomes. As a result of the crisis, Marks & Spencer had to lay off 2% of its 70,000 staff. As a result of the recession, the company could not offer discounts, such as a 20% discount on Christmas. 


C. Social factors
Stuart Rose, CEO of Marks & Spencer, wanted the company's brand name to evolve with the market's changing trends. It has significant implications for how Asda and Marks & Spencer deal with current market issues because they appeal to different demographics and classes. Changing cultural, social, psychological, and personal factors influence consumer purchases. In recent years, the cheap clothing industry has provided lower-priced versions of clothes in the market due to changes in market trends. In order to meet the needs of the millennial generation and generation X, firms need to alter their strategies. Locality and demographic determine what clothing lines are sold and how much space they receive.



D. Technological factors
The technology Transformation Programme announced by Marks & Spencer will enable the company to become a digital-first business and deliver diverse customer experiences. The aim is to establish a technology function that is agile, faster, and commercial so businesses can grow. Marks & Spencer is focusing on developing a new Technology Operating Model for the company using industry-agility methods, which will significantly help them leverage new technology. 


E. Legal factors
All countries have ever-changing legislation. To stay updated on current laws and legislations, Marks and Spencer conducts health training sessions and updates them yearly. A public investigation found that the brand failed to protect its employees and workers from asbestos exposure. A ceiling tile containing cancer-causing material fell on the floor as Marks & Spencer was remodelling its store on Broad Street. Unfortunately, the company turned a blind eye to the whole issue and failed to address the whole problem. The two were eventually convicted of two charges, one of which was establishing norms to ensure worker safety under the Health and Safety at Work Act 1974; both offences resulted in convictions and fines of half a million pounds.


F. Environmental factors
Television, magazines, and newspapers regularly promote issues related to current climate conditions; the Green Policy at Marks & Spencer is now known as "Plan A". Having a positive impact on the well-being of the communities and the environment is an initiative the company has adopted. In collaboration with Better Cotton Initiative (BCI), they have developed sustainable practices for cotton procurement and processing in order to support sustainable practices. 


[bookmark: _Toc122960721]2.2. Porter's five forces


Figure 8: Porter's five forces
[image: Chart, bubble chart
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                  Source: (https://www.edrawmind.com, 2022)


A. The threat of new entrants
Since the market is mature, existing players are looking to maintain their market share. Marks and Spencer has a massive presence in the market, but even with tremendous capital investment, it does not guarantee high sales revenue. As a result of Marks and Spencer's 138-year brand heritage, it is possible. In the same way, all other major players are doing the same thing. New entrants will face another barrier to entry due to a lack of knowledge and experience. 



B. Bargaining power of suppliers
The suppliers who supply Marks and Spencer's with their input materials are called suppliers. Globally operating, the company has a presence across multiple countries and has high brand equity. Input materials are procured from multiple suppliers, not just one. There is little differentiation in the materials they supply. By manufacturing them rather than purchasing finished goods, the company can sell at higher margins, which would not be possible if they purchased finished goods. Marks and Spencer procure from multiple suppliers, which means there are fewer opportunities for forwarding integration from suppliers. In addition, their switching costs are low because they already procure from multiple suppliers. Marks and Spencer can demand lower margins due to the large scale at which it purchases from suppliers.



C. Rivalry among existing competitors

Many players are in the retail market, and customers are price sensitive. As mentioned previously, competition is very high in the retail industry. A wide variety of retailers are available to customers, and there are virtually no switching costs. Customers have a good variety of alternatives as well. This competition is further aggravated by large companies diversifying into retail and the growth of online retail. Market positioning for Marks and Spencer is to offer quality products for a reasonable price. It operates both in the clothing and food verticals. Despite increasing online sales values, the company still has a long way to go. Having a loyalty program that includes personalisation is excellent for Marks and Spencer. 

D. Threat of Substitutes

Products offered by other companies can substitute the company. As for the apparel industry, there is a good amount of brand equity that Marks and Spencer have developed over the years and that it continuously spends on designing to differentiate itself. However, as it is not hard to plagiarise the designs and make a similar product available for a cheaper cost, brand equity helps sell its products. Many substitutes are available for the food products that Marks and Spencer offer, such as Waitrose. Considering all these factors mentioned above, we can infer that the threat of substitutes is high.



E. Bargaining Power of Customers

Retail is a highly competitive industry, and Marks and Spencer's customers are prices sensitive by nature. Since switching costs for customers are minimal, it is challenging to retain them, and high customer concentrations exist. There are affordable and expensive alternatives as well as offering differentiated and similar products. Customers have an array of options with minimal switching costs, meaning they have a lot of bargaining power.


3. [bookmark: _Toc122960722]Internal factors affected Marks and Spencer's quality systems and controls for customers















[bookmark: _Toc122960723]3.1. SWOT Analysis


Figure 9: SWOT analysis
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Source: (https://www.rhythmsystems.com, 2022)



1. Strengths 

A. Extensive experience
Since 136 years ago, Marks and Spencer have been in business as one of the largest retailers in the UK. At Kirkgate Market, Penny Bazaar began the company's retail journey. Globally, the brand has made many extensive partnerships over the years, and with a wealth of experience, the company is in a great position.


B. Brand of Reputation
Customers have come to expect quality products from Marks Spencer, and because of this, when people go shopping in the streets of the UK, they prefer Marks & Spencer. Statista ranked Marks & Spencer as the UK's number two supermarket.


C. Company with international operations
The M&S Group has an online store and offline stores in Europe, the Middle East and Asia. An estimate indicates that there are 1463 outlets worldwide, out of which 1035 are in the UK; the company has expanded its business worldwide through online stores and offline physical outlets. 


D. Various products available
 Customers can choose from a wide variety of products offered by Marks and Spencer. The company has offered a variety of vegetables for more than 40 years out of 136 years. In order to serve fresh products to customers, the brand has developed excellent relationships with local farmers. "Suppliers management" indicates that the company has approximately 400 suppliers with 800 locations across 44 countries. A variety of 500 types of prepared vegetables, salads, and fruits are available from the brand. In comparison to other supermarkets, Marks and Spencer offers a wider variety of products to its customers. 


E. Brands of famous designers
Many famous designers of different brands have been featured in Marks and Spencer stores. The collection includes North Coast, Autograph, Collezione, Big & Tall, Blue Harbour, Indigo, Portfolio, Classic, Per Una, and Limited Collection, among others. It has made M & S stronger than ever since many brands have been brought under one roof. 


2. Weaknesses 

A. Sales decline
There were problems with the supply chain system, and products were unavailable; it happened again during the Christmas season of 2021. The company had trouble meeting the demand for food and clothing, and as a result, the company's reputation suffered greatly.


B. Public perception

Marks and Spencer are perceived as not offering clothes for young and teenagers by the general public. The company is perceived by many as serving only older people; even though this perception is incorrect, it has cost the company a lot of money. Having a significant number of elderly customers does not mean that the establishment caters exclusively to the elderly.


C. Manual processes lead to high costs

Marks & Spencer relies heavily on manual processes, a significant drawback. The process is time-consuming and costly. The latest technology has already been adopted by many old companies and organisations in order to automate various processes. Getting the brand to adopt the latest technology would save time and cost and make the brand more efficient. 


3. Opportunities 
  

A. Expansion globally
Marks and Spencer operate stores in India, Poland, Brazil, Russia and Indonesia, making it a multinational brand. Those countries now need to be expanded by the company. Increasing more and more branches in those countries is the key to playing an active role. 


B. Store online
Online shopping is also available at Marks & Spencer. The company is much less competitive than the world's top e-commerce retailers like Amazon and eBay. As a result, Marks and Spencer lag behind its competitors. Although the company is well-established, well-experienced, and has a strong brand image. Increasingly, people prefer e-commerce shopping over public and crowded places because they are busy and avoid crowds. In this regard, the company should focus on growing its online store.



C.  Segmentation of the market

According to similar groups, market segmentation divides the customer market into different groups. Marks and Spencer followed a similar policy, which opened mega stores everywhere. The company will offer customers products based on their needs if it follows a customer segmentation policy. The company would benefit from a customer segmentation policy in many ways. Similarly, smaller stores have lower management and maintenance costs and, consequently, higher profits.



4. Threats 

A. Competitive environment
Globally, retail markets are becoming increasingly competitive. Marks & Spencer primarily competes with Amazon, Tesco, John Lewis, Debenhams, Sainsbury's, ASDA, Sports Direct, and Next. The company will likely fade away slowly from the market if it does not change its strategy. Because the competition is robust, the company will gradually fade away from the market. A brand's graph moves downward if the company's position on the global scale is declining.



[bookmark: _Toc122960724]4. Models review 

[bookmark: _Toc122960725]4.1 IDIC Model

According to Peppers & Rogers (1995), the IDIC is a four-step model to identify, differentiate, interact, and customise customers. It helps assess the value of customers to the business as well as their expectations.



Figure 11: Customer relationship management based on the IDIC model (Buttle, 2009)
[image: ]
                                                   Source: (https://www.projectguru.in, 2022)





A. Identify customer expectations

· Quality of product or service: Based on customers' prior experiences with Marks and Spencer

· Customer perception of the brand is based on their interactions with other people and their perception of the brand in the future

· Customers usually expect Marks and Spencer products and services to be reasonably priced. Customer expectations will be higher if the products are more expensive

· Delivery speed: Customers expect all orders to be delivered quickly

· The quality of products is essential to customers, as they expect them to meet their expectations and perform as advertised

· When customers purchase products from Marks and Spencer, they expect high value for their money






B. Differentiate customer expectations

· The Castle Donnington Distribution Centre has always been an impressive facility, with the latest technology and a capacity to process 2 million orders every week

·  Investing £15 million to make our North Leicestershire site even bigger and better, this is an excellent example of the transformation they are undergoing to be all in for their customers

· Castle Donnington ensures that the customers get what they want when they want it by offering them a wide variety of clothing and home products. Using the Mezz, we can store around 1.6 million more items and ship an additional 74,000 items daily.









Figure 12: The Castle Donnington Distribution Centre 

[image: ]
                   Source: (https://jobs.marksandspencer.com, 2022)




C. Customer interaction

· Marks and Spencer won the survey for their stores, receiving five stars in various areas. The included 'Speed of dealing with the issue' and 'Efficiency of resolving the issue


· The survey revealed that 86% of Marks and Spencer customers were pleased with the solution they received, suggesting that its 12-hour phone line was part of the reason.



D. Product customisations and creative strategies

· Marks and Spencer is now focusing on creating an environment that fosters a customer-centric culture as well as supporting and empowering employees

· A new design for their website, improved product imagery, simplified checkouts, and improved delivery

· Navigation on the site and personalisation is the company's top priorities

· Style Finder, a visual search tool from Marks and Spencer, is one of the company's investments in mobile-first experiences

· Customers are now primarily visiting Marks and Spencer via mobile devices, and conversion rates are high. The company has upgraded its in-store Wi-Fi system to offer customers and employees a better experience

· By deploying applications to accelerate self-checkout, the goal is to reduce long queues

· Customers' preferences, pain points, and feedback will now be accessible to front-end employees

· Management, stocks, profits, and losses can be explained more clearly by store staff

· The management of supply chains for products that sell quickly

· Make shopping experiences easier by tinkering with prices so that buyers have limited but better alternatives to choose from

· Improve alignment of size ranges to meet the needs of diverse customers


· Enhancing the shopping experience in-store and online

· Provide a hierarchy of prices from good to better to best to highlight the value of designer products like cashmere coats and leather jackets

· Reduce store clutter by offering fewer, better, and more relevant products

· Provide a destination shopping experience at their top 20 stores


· A social media strategy enables a company to market to its customers more effectively and efficiently

· To attract young shoppers and move a third of its sales online, Instagram is now at the centre of its social media marketing strategy

· Food brands use social media to drive organic brand awareness. By stitching together customer-generated posts, they have used innovative creatives to drive engagement

· In order to increase sales, the clothing line strategy focuses on sponsored posts, clear call-to-actions, and conversion-based advertising













6. Task 2

[bookmark: _Toc122960726]6.1Marks and Spencer's background 

London is the headquarters of Marks and Spencer, a British multinational retail corporation with approximately 1463 locations worldwide. Marks and Spencer sells a wide range of products, including household items, edibles, and clothing. In addition to its brand name, the company sells products under its label. The company is listed on the London Stock Exchange. The company will employ approximately 80000 people in 2020. The covid-19 pandemic, however, caused the company to cut 7000 jobs in August 2020. A total of 10181.9 million pounds were generated by the company in 2020. The company earned 27.4 million pounds in net income.


7. [bookmark: _Toc122960727]Models Selection and Application

[bookmark: _Toc122960728]7.1. 7 P's Marketing mix


Figure 12: 7 P's Marketing mix 
[image: ]
                       Source: (https://www.optimizely.com, 2022) 





A. Strategy for product development

· Marks & Spencer's marketing mix includes a wide range of products for men, women, and children of all ages. Women can choose from a variety of clothing at Marks & Spencer, including Blazers, Cardigans, Cashmere, Jeans, Linen, shirts, skirts, and more

· The women's footwear section has boots, sandals, loafers, pumps, heels, and more. Its numerous bags and accessories are available for women, such as handbags, beach bags, jewellery, sunglasses, and many more. Among the most popular brands for women are Autograph, Classic, Indigo, Per Una, Twiggy, and Footglove

·   Pyjamas, socks, and gowns are all included in the Underwear and Pyjama section. In addition to home accessories, the company also offers furniture for the living room, bedroom, dining room, and lighting


B. Strategies for pricing

· The retailer has clothing brands for women, men, and children. The premium quality of these in-house brands generally results in a price range between the medium and upper categories

· Since there are now more options for customers to choose from due to increased competition, the company follows a competitive pricing strategy. Besides online retailers, other big retail players compete with Mark and Spencer

· The company employs a dynamic pricing strategy, offering a more significant discount on products during seasonal times to attract more customers and generally selling the old stock at a lower price than new stock





C. Distribution and Placement Strategy

· Marks and Spencer operate in over 50 countries and has more than 1000 stores. With 850 stores in the United Kingdom, Marks and Spencer is the company's largest market

· Since it began operating in India in 2001, it has expanded to more than 50 stores in Turkey, Spain, France, Ireland, Hungary, and Finland. Customers can order products from the company's website and get them delivered to their homes


D. Advertising and Promotion Strategy
· The marketing strategy at Marks and Spencer is carefully chosen so that its advertisements are aligned with digital marketing and in-store advertising campaigns

· The company emphasises communication across all mediums. In addition to print ads and TV ads, Marks and Spencer uses mobile and social media campaigns in addition to print and TV ads. Customers can find blogs and fashion tips on the company's website, as well as clothes for women, men, and kids

· The company offers special discounts to its loyal customers during the sale and runs a loyalty program called Sparks, which adds points to customers' accounts based on the amount they spend. Purchasing future items from their stores will reward you with these points



E. The people

· Marks and Spencer employees are around 70,000 in over 1000 stores located in over 50 countries. The company pays special attention to its employees by using competitive pay policies to retain employees. To boost individual performance, the company rewards its employees beyond just basic pay
· A training and development program is available for new trainees, and specialised training programs for higher positions. Workers who want to build a career elsewhere or who are working parents have the option of flexible working hours at their company 


F. The process

· Compared to other stores like Pantaloons, Marks and Spencer's stores are beautiful and well-organised. Each floor of Marks and Spencer stores has sections for clothing, flowers, gifts, furniture, and home accessories

· The ground floor generally consists of home and personal accessories, while each section has separate sub-sections for men, women, and kids. Women's, men's, and children's clothing can find on the first floor, furniture and gifts are on the second floor, and food can be found on the third floor

·  Each store has a checkout counter where customers can pay for their chosen items. In the same way as other e-commerce websites, Marks and Spencer allows customers to make purchases online. As part of their loyalty program, Marks and Spencer offers special "Sparks" cards that can be used to claim reward pints



G. The physical evidence

· Over 1000 Marks and Spencer stores are located in over 50 countries worldwide. Its primary market is the United Kingdom, where it has around 850 stores; other countries where it operates include Turkey, Spain, France, Ireland, Hungary, and Finland

· In addition to selling clothes and home accessories, gifts and flowers, and furniture, Marks & Spencer sells a wide range of products that are physical evidence of the company's existence. Customers can order products online and have them delivered to their homes








[bookmark: _Toc122960729]7.2. Marketing Communication mix


Figure 13: Marketing Communication mix
[image: ]
            Source: (https://saylordotorg.github.io, 2022)


A. Advertising 

· Marks & Spencer aims to provide a consistent message across all media; advertisements are run in print, TV, mobile devices, and social media. The website of Marks and Spencer promotes the company's brand, clothes for women, men, and children. On its website, customers can find fashion tips and blogs

· TV celebrity Holly Willoughby began working with the company. Holly appeared with David Gandy in their Christmas MustHaves advertisement. They designed the ad to be mobile-first and shared it across all of our platforms

Figure 14: Holly Willoughby for M&S

  [image: ]
 Source: (https://www.thesun.co.uk, 2022)



· A new Instagram feature showcasing M&S colleagues' style credentials has been launched - 12 colleagues have been selected from 400 applicants


· During the COVID-19 pandemic, the company highlighted its support for NHS charities

· The company launched the Rainbow Sale, which donated 10% of purchase prices to NHS Charities Together as part of its All In This Together t-shirts campaign.


B. Sales promotion

· The company have a short-term marketing campaign that offers limited-time discounts, coupons, contests, freebies, prizes, and product samples in order to increase sales

· Customers and brands will benefit from Marks and Spencer's loyalty card, which adds to the sales promotion. Customers who are loyal and repeat purchasers are rewarded with discounts or special offers

· Marks and Spencer are offering dine-in for 10 pounds as part of their unique promotion. To help customers get a good deal when they celebrate, the company extended the promotion twice a month and adapted it for special occasions and seasonal celebrations


C. Events and Experience 
  
· Since 2001, Marks and Spencer have supported breast cancer charities, sing an impressive £33.6 million through employee fundraising and customer donations. Women can be comfortable while resting and recovering after surgery with the inclusive post-surgery lingerie range developed by them

· The Charity Together network comprises over 24 NHS charities across the UK that work together to provide additional support to NHS staff, patients and communities. To support local communities with much-needed grants, they helped launch the Neighbourly Community Fund


· The company responded quickly to the humanitarian crisis in Ukraine by supporting NGOs providing aid to victims. This business donated £500,000 to UNHCR, provided 12,000 coats and jackets through UNHCR, and matched employee fundraising for UNICEF with £500,000


D. PR and Publicity 

· Marks and Spencer are featured in magazines, news publications, websites, and blogs, to increase people's interest in their brands


· Marks and Spencer's presence on social media platforms where its audience likes to hang out. Social media helps the company to increase brand visibility, spread its message further, and avert potential PR crises by correcting the narrative and taking control of the situation in real-time

· Marks and Spencer's events provide excellent opportunities to promote the brand, network with prominent media personalities like Holly Willoughby, and interact with customers




· The community in which Marks and Spencer's customers and colleagues live and work is an essential part of them. In the communities they serve, the company takes action that makes a meaningful difference. Partnerships and collaboration create mutual social, environmental, and business benefits for Marks and Spencer


· Marks and Spencer collaborate with several charities. In the past few years, these partnerships have evolved substantially to provide a wide range of benefits to communities as well as to the people living there


E. Direct marketing


· Marks and Spencer intend to keep its marketing costs down by focusing on direct marketing through its Sparks loyalty program

· It attributed the drop to focusing marketing spending around Sparks' launch, which saw Marks and Spencer's marketing budget fall by 9.7% to £84.1m.

· In 2017, Sparks planned to refocus on fashion advertising, with CEO Steve Rowe suggesting Sparks could be an excellent alternative to expensive above-the-line campaigns

· According to Rowe, five million people now have Sparks cards, enabling us to market differently. "By using Sparks, we can keep marketing costs down and do more direct marketing. Our customers also use it to get closer to us and understand their habits and needs."
                                                         Source: (https://www.marketingweek.com, 2022)




F. Interactive marketing 

· The company invested in interactive marketing on their website, M&S.com, designed to offer a "flagship experience" of M&S's products. The project has been in development for more than three years, led by Laura Wade-Gery, former CEO of Tesco.com 


· In addition to moving M&S off Amazon's platform, the company has completely redesigned its website and mobile and tablet apps. Content is a significant focus, with a central hub called "Style & Living", where customers can find out about new fashion, homeware, and food trends


G. Personal selling 

· The bra fitting service offered by some stores is an example of personal selling in which the bra adviser helps the customer buy the best bra suited to their body type

8. [bookmark: _Toc122960730]Artificial Intelligence 

A cloud-based Living Retail Platform from Relex will help Marks, and Spencer better plans their supply chains and reduce food waste simultaneously. In addition to using internal brand data, this Finnish tech company's software models demand based on external factors such as holidays and weather forecasts. Since focusing on luxury food sales is more profitable than traditional clothing stores, Marks and Spencer has been trying to modernise its services. British retail giant Marks and Spencer is integrating AI-based tools from Relex Solutions into its online food delivery and warehouse management systems. The supermarket's online delivery will be smoothed through Relex's platform, which it deployed to its 1,050 stores and 13 distribution centres last month. To modernise the end-to-end supply chain, Relex is an essential component. According to George Wright, commercial director at Marks and Spencer Food, they look forward to achieving exceptional results through this project.



[bookmark: _Toc122960731]Ⅲ. Recommendations

Based on our investigation of Marks and Spencer, we have discovered that the company has an excellent reputation for providing quality products. It is also true that competitors pose a threat; the solution cannot be found by closing down stores. Stores should be opened to meet customers' needs, and the management should segment the customers accordingly; moving forward can only be accomplished this way.


[bookmark: _Toc122960732]Ⅳ. Conclusion 

Although the company has a strong brand and a solid position in the food business and is currently digitally transforming its operations and implementing Plan A, its ethical, social, and environmental business strategy, it is facing severe macro- and microeconomic problems. It remains to be seen whether the company will be able to hold on to its position as the largest food and clothing retailer domestically and overseas.



[bookmark: _Toc122960733]Ⅴ. References

Anon., 2021. [Online] 
Available at: https://www.mbaskool.com/marketing-mix/services/17122-marks-and-spencer.html
[Accessed n 2022].
Anon., 2022. Manifested Marketing - Marketing Blog. [Online] 
Available at: https://manifestedmarketing.wordpress.com
[Accessed 22 November 2022].
Bergeron, B. P., 2002. Essentials of CRM [electronic resource] : a guide to customer relationship management. 1nd ed. New York: Wiley.
Bishop, T., 2012. Principles of Marketing Management. 1nd ed. [Place of publication not identified]: World TechnologiesPUBLISHER.
Buttle, F., 2008. Customer Relationship Management [electronic resource].. 2nd ed. Hoboken: Taylor and Francis.
Chang, C.-W. & Zhang, J., 2016-11. The Effects of Channel Experiences and Direct Marketing on Customer Retention in Multichannel Settings. Journal of interactive marketing, Volume 36, pp. 77- 90.
Grover, V., 2021. Can Smart Marketing Save Marks & Spencer? Tracking the Turnaround. [Online] 
Available at: https://www.spiceworks.com
[Accessed 23 November 2022].
Kaufmann, H. R., 2017. Socio-economic perspectives on consumer engagement and buying behavior. 1 ed. Hershey: Business Science Reference.
Payne, A. & Frow, P., 20051001. A Strategic Framework for Customer Relationship Management.. Journal of Marketing, 69(4), pp. 167 -177.
Pegden, T., 2020. 500 Christmas jobs being created at huge Marks and Spencer distribution centre. [Online] 
Available at: https://www.business-live.co.uk
[Accessed 25 November 2022].
Quadros, M., 2022. 7 Basic (Yet Brilliant) Examples of PR Tactics That Work. [Online] 
Available at: https://prowly.com
[Accessed 24 November 2022].
Russon, M.-A., 2020. M&S: Five reasons the retailer is struggling. [Online] 
Available at: https://www.bbc.co.uk/news/business-53478403
[Accessed 15 November 2022].
Sabanoglu, T., 2022. Share of consumers who visited and shopped at Marks & Spencer in the United Kingdom (UK) in 2021, by channel. [Online] 
Available at: https://www.statista.com
[Accessed 22 November 2022].
Team, M. S., 2019. Marks & Spencer PESTLE Analysis. [Online] 
Available at: https://www.mbaskool.com
[Accessed 16 November 2022].
Team, M. S., 2021. Marks & Spencer Marketing Strategy & Marketing Mix (4Ps). [Online] 
Available at: https://www.mbaskool.com
[Accessed 18 November 2022].

















2

image1.png
#% ] nfysgol Cymru
3N ¥ 0rindod Dewi Sant
\* University of Wales
Trinity Saint David




image2.png
MES




image3.jpg




image4.png




image5.jpg
M&S

CUSTOMER SERVICE AT

[s[a[a[s]
0000

>900

STORES

18

| ST

CUSTOMERS
A WEEK
°

it

55

TERRITORIES
WORLDWIDE

®

CSAT SCORE OF

150,000 | “73

OF THEM ARE OUR LEADING IN
ACROSS THE UK TOP CUSTOMERS | RETAIL SECTOR
>84,000 (5
COLLEAGUES RESPONSIBLE FOR . l
MAKING EVERY MOMENT SPECIAL

S=
-l

15,000
S£10B | resonses
IN ANNUAL | 70 0or costomes
INANNUAL | "0 sacion

SURVEY EACH WEEX




image6.jpg




image7.jpeg




image8.png
€« > C 0 @ statista.com/statistics/1261506/consumers-who-shopped-at-marks-and-spencer-by-channel-uk/

W4 Marks and Spencer consi. X

% % B @ » O@ :

Share of consumers who Vvisited and shopped at IViIarks & Spencer In the United Kingaom

(UK) in 2021, by channel

Visited in-store but  Visited online but
didn't buy didn’t buy

DOWNLOAD

aeorl]

wll aecl @l

Sources
= Show sources information

- Show publisher information

= Use Ask Statista Research Service
Release date

December 2021

Region

United Kingdom

Survey time period

November to December 2021
Number of respondents

2,000 respondents

Age group





image9.jpg
- PESTEL:

:.ﬁ@ﬂ%mwa‘@

Political  Economic Soclal  Technological  Environmental  Legal




image10.jpg
‘ Porter's Five ‘

Forces Model




image11.png
4
<
wi
-4
a5
-





image12.png
Information to the organizaton to

dentify the needs of the customers
Identify Differentiate Differentiate Interact Customize
Customers as Customers by Customers by the Organizations Products and
individuals and value to the needs they have | )| need to interact services of the.
develop relations. organization from the. with customers organization
with them organization on their needs, based on
based on their customers’ their
value to the needs
rganipati T
VALE SIEVE Information to customers, relting o the
Ll process through which their needs are

being addressed





image13.jpg
Ak e RS
&7 R





image14.png
Marketing

Packaging 7 Promotion





image15.jpeg
Personal Sales
selling promotion

Marketing

communications

Events and
experiences

publicity





image16.png




