[bookmark: _Toc30463][image: ]Marketing strategy developed for Marks & Spencer


















Unit name:Strategic Marketing
Module code:BMBM6016
Module Lead:Gwyneth Jones
Student name:Tiantian Gong
Student ID number:2300467
Date submitted:10th May 2024













[bookmark: _Toc8332]Executive Summary

Given the intense market competition, supermarkets must implement innovative marketing strategies to enhance brand awareness and market share. This plan aims to use the SOSTAC model to gain a deeper understanding of the current situation, goals, strategy, tactics, and control. To achieve sales growth, improve customer satisfaction, and brand influence for supermarkets through comprehensive 7Ps marketing theory.
The paper conducts research on the current marketing situation and existing problems of Marks & Spencer supermarket, proposes targeted optimization suggestions, and aims to promote supermarket improvement of marketing plans, enhance marketing efficiency, and enhance consumer satisfaction. The paper first uses the SOSTAC model to develop a marketing plan for supermarkets based on the six steps mentioned above, with a focus on the field of strategy formulation. By optimizing product combinations and differentiated pricing strategies, sales and customer loyalty can be improved, thereby strengthening the supermarket's competitive position.
This article also applies the 7Ds marketing theory and consumer purchasing behavior theory to comprehensively explore and analyze seven aspects of Marks & Spencer supermarket, including product selection, price determination, channel construction, and promotion and communication, to identify the problems in supermarket marketing strategies. To address specific issues, a comprehensive exploration and analysis will be conducted around the current macro environment, competitive environment in the industry, internal and external market demands, and buyer behavior characteristics. Corresponding improvement measures will be proposed in product strategies that focus on changes in customer demand, price strategies based on data analysis, channel strategies that highlight customer value, and promotional and communication strategies that enhance user communication. To ensure the smooth implementation of supermarket marketing strategies, corresponding safeguard measures have been proposed.
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1. [bookmark: _Toc10071][bookmark: _Toc27832]Introduction

With the gradual improvement of the market economy system and the rapid development of science, technology, and social productivity, people's material means of life are becoming increasingly abundant, but at the same time, it has also caused fierce competition in the retail industry. At present, most goods in the retail industry have a trend of oversupply, forming a buyer's market pattern. Faced with the weak demand for certain products in the market and various difficulties in offline store sales, in today's rapidly changing retail technology and models and frequent iteration of various new concepts, the price competition between physical formats and e-commerce platforms often cannot directly improve economic benefits. How can chain supermarkets stabilize their retail market share? At the level of competing with various emerging retail formats for market share, how to use the form of physical retail to establish relative advantages, and how to adjust marketing strategies to adapt to the development of the times are the key to current chain supermarket operations.
As a typical service-oriented retail format, Marks & Spencer  is fundamentally characterized by customer satisfaction orientation. Given this situation, chain supermarkets can optimize customer benefits, maximize customer delivery value, and improve consumer satisfaction by comprehensively understanding their true needs and constantly changing consumer interests. Through this approach, relative competitive advantages can be obtained in complex retail competition.
Using SOSTAC and 7Ps related theories combined with consumer survey questionnaire analysis results, optimization suggestions are proposed for Marks & Spencer marketing strategy from several aspects: product, price, channel, promotion, personnel, process, and environment. Secondly, propose suggestions for optimizing supermarket marketing strategies based on optimization suggestions.


[bookmark: _Toc31261]2. The current situation of Marks & Spencer
[bookmark: _Toc29985]2.1 Product categories

Marks & Spencer has a wide variety of products, including fruits, vegetables and bean products, meat, poultry and eggs, seafood, grain and oil seasoning, frozen pastries, dairy baking, and other areas. In addition, the supermarket will conduct comprehensive research and analysis of consumer preferences and interests based on regional differences, and then provide corresponding types of products. Provide consumers with a unique service experience that can meet the differentiated needs of various types of consumers. But the price is higher(Palmer, 2012).

[bookmark: _Toc28587]2.2 Brand structure
The brand structure of Marks & Spencer includes two aspects: independent brand and supplier brand, with supplier brand as the main focus. Taking self branded products as an example, it refers to products with brand logos produced by supermarkets in internal production bases or processing plants, which are sold within the supermarket(Crane, Kerin and Rudelius, 2017). Such as "seasonal updates" and "Martha" series, etc. The seasonal new series includes a variety of fruits and vegetables, which can ensure the freshness of the product to a high extent, eliminate all overnight dishes, attract consumer attention, and promote a stronger liking for supermarkets.

[bookmark: _Toc32189]3. Use the SOSTAC model to analyze Marks & Spencer
[bookmark: _Toc22823]3.1 Situation Analysis

Before formulating an innovative strategic marketing plan, we must have a deep understanding of the current market environment, internal organizational conditions, and the situation of competitors. This includes analyzing our target market, customer needs, market trends, industry structure, competitive landscape, as well as our own resources and capabilities. Through these analyses, we can identify the strengths and weaknesses of the organization in the market, and thus develop suitable strategies(Smith, 2020).
Marks & Spencer analyzes the current competitive landscape, consumer demand, market size, and growth trends in the market where the supermarket is located. Using SWOT analysis to identify the strengths, weaknesses, opportunities, and threats of supermarkets, providing a basis for strategy formulation. Customer analysis: Gain a deep understanding of the target customer's needs, purchasing behavior, and preferences in order to develop targeted marketing strategies.

[bookmark: _Toc31224]3.2 Objectives Setting

Setting clear and measurable marketing goals is the core of a strategic marketing plan. These goals should be aligned with the organization's long-term strategic goals and effectively guide our marketing activities. For example, we may set goals such as increasing market share, increasing brand awareness, or improving customer satisfaction.
Martha's short-term goal is to increase sales by 5% within the next three months by optimizing product mix and differentiated pricing strategies. Long term goal: Within the next year, enhance customer loyalty and increase the proportion of repeat customers by 10%.

[bookmark: _Toc29319]3.3 Strategy Formulation

After clarifying the situation and goals, we can start formulating specific strategies. This step should focus on how to utilize our core resources and capabilities, as well as how to gain a competitive advantage in the market. Possible strategies include differentiation strategy, cost leadership strategy, or centralization strategy.
Marks & Spencer increases popular and differentiated product categories based on market demand and customer analysis. Reduce unsold goods and increase inventory turnover. Strengthen cooperation with suppliers to ensure product quality and supply stability.
Marks & Spencer can adopt a differentiated pricing strategy, offering a premium for high demand and high value-added products to increase profit levels. Promote pricing for certain products to attract consumer attention and stimulate purchasing desire. Develop different pricing strategies for different customer groups, such as member discounts, elderly discounts, etc.

[bookmark: _Toc23365]3.4 Tactics Development

Tactics is a specific action plan for implementing a strategy. At this step, we need to plan in detail how to execute the strategy, including specific marketing activities, budget allocation, schedule, and responsible persons. These tactics should closely revolve around strategic goals and be able to effectively achieve them.
Marks & Spencer adopts a product portfolio optimization strategy, conducts regular market research, collects new product information, and communicates with suppliers to introduce new products. Establish a team to clear unsold goods and regularly evaluate and clear inventory.
Martha's supermarket adopts a differentiated pricing strategy, establishes a dedicated pricing team, and formulates pricing strategies based on market research and cost analysis. Utilize the supermarket management system to track sales data in real-time and dynamically adjust prices.

[bookmark: _Toc16252]3.5 Action Plan

The action plan is the step of transforming tactics into practical actions. It should clearly list the specific implementation steps, schedule, resource requirements, and expected outcomes for each task. In addition, strategies and measures should be developed to address potential risks.
Marks & Spencer develops a detailed schedule, clarifying the tasks and time nodes for each stage, to ensure progress according to the plan. Assign responsibilities and resources, break down tasks into departments and individuals, and ensure sufficient resources and support.


[bookmark: _Toc13934]3.6 Control, Measurement, and Adjustment

Finally, we need to establish an effective control system to monitor the execution of marketing plans, evaluate their effectiveness, and make necessary adjustments. This includes setting key performance indicators (KPIs), regularly collecting and analyzing data, conducting market feedback surveys, and conducting post evaluation. Through these control activities, we can ensure the effective implementation of marketing plans and make continuous improvements based on actual situations.
Marks & Spencer establishes a monitoring mechanism: regularly tracks and analyzes sales data, customer feedback, and other information to evaluate the effectiveness of marketing strategies(Ferrell, 2016). Timely adjustment and optimization: Based on the evaluation results, adjust and optimize marketing strategies in a timely manner to ensure the achievement of set goals.

4. [bookmark: _Toc10755]7PS Marketing Strategy Theory

The 7P theory of marketing strategy refers to the seven elements of marketing, including Product, Price, Place, Promotion, People, Process, and Physical Evidence. By analyzing these seven elements and formulating corresponding marketing strategies based on market demand and competitive environment, it can help enterprises implement effective marketing (Strong, 2014).

[bookmark: _Toc15476]4.1 Product
Products are the core of meeting consumer needs, including product quality, functionality, design, and features. Marketing strategies should start from product differentiation, bring more value to consumers, and improve product competitiveness through brand building, product innovation, and positioning.
Marks & Spencer can optimize product combinations to meet the needs of different consumers. Introduce new products to enhance their freshness. Strengthen product quality management to ensure food safety.

[bookmark: _Toc6723]4.2 Price
Price is the prescribed payment for exchanging goods or services. Enterprises should develop pricing strategies based on market demand and cost factors, including differentiated pricing, discounts, and package sales. Marketing strategies should also consider the impact of price on brand image, and achieve maximum market share and profit of products through reasonable pricing.
Marks & Spencer can develop a reasonable pricing strategy, considering cost, competition, and market acceptance. Launch promotional activities to attract consumers to make purchases.

[bookmark: _Toc27490]4.3 Place
A place is the circulation path of a product or service from producers to consumers. Enterprises should choose channels that are suitable for their products, including direct sales, retail, e-commerce, etc., in order to provide consumers with convenient purchasing channels. Marketing strategies should also focus on supply chain management to ensure that products can reach consumers in a timely and accurate manner.
Marks & Spencer can cooperate with manufacturers. Establishing direct cooperation with manufacturers can reduce intermediate links, lower costs, and ensure the stability and quality of the supply. This helps supermarkets shape a high-end and professional brand image, attracting consumers with quality requirements.
For the retail industry, selecting suppliers relies on traffic, and in the development stage, the level of supplier management is an important factor. The core of competition in the supermarket industry is product competition under supplier management, rather than simply price wars. Supermarkets select one supplier for each single category, and once the supplier is determined, they will not allow other suppliers to join, eliminating the supplier's concerns about price wars. This can also ensure that the supplier can produce with peace of mind, and to some extent, avoid product quality problems such as substandard products being replaced by high-quality ones for the sake of competition. Supermarkets will also conduct comprehensive comparison and analysis based on sales data collected from different channels, which will serve as a reference for predicting the next day's sales volume, and form a preliminary plan, which will be fed back to the planting base. Then, farmers will be required to make appropriate adjustments and optimizations according to the plan, and finally sent to the supermarket.

[bookmark: _Toc31381]4.4 Promotion
Promotion is the promotion of products or services through advertising, promotion, promotional activities, and other means. Enterprises should choose promotional strategies that are suitable for their target consumer group, including discounts, gifts, rebates, etc., to attract consumer attention and stimulate purchasing desire. Marketing strategies should also focus on the application of emerging channels such as digital marketing and social media promotion(Sharp, 2017).
Marks & Spencer can carry out online and offline promotional activities to attract customers. Utilize social media, advertising, and other means to increase brand exposure. Supermarkets can offer daily fresh discounted products, such as vegetables, fruits, meat, etc., to attract consumers to make purchases. Set a certain day of each month as Member Day, and members can enjoy additional discounts, gifts, and other benefits. Members can exchange points for products or coupons to increase their loyalty and repurchase rate.
On the supermarket app, marketing mainly focuses on discount promotions for various types of consumers. For categories such as fresh produce and fruits that consumers often purchase, discounts are available in special zones and limited time special offers, in the form of directly offering discounts to consumers for promotion (Hunt, 2015). At the same time, supermarkets can launch activities such as ordering and receiving coupons to attract users to place orders while further locking in loyal consumers, and using coupons to attract users to continue making purchases. For newly registered users, corresponding discounts can be provided based on their actual situation, including benefits such as discount coupons. Meanwhile, customers can participate in various promotional activities and enjoy the service of exchanging goods through the app.

[bookmark: _Toc16060]4.5 People
People refer to all personnel inside and outside the enterprise, including employees, consumers, and partners. Enterprises should cultivate a professional sales team and high-quality after-sales service to improve customer satisfaction. At the same time, establishing good partnerships, promoting resource sharing and cooperation, and bringing more market opportunities to enterprises(Crafer, 2015).
Marks & Spencer can improve employee service levels and strengthen training. Supermarket employees should receive good training and always maintain a friendly attitude and smile when facing customers. When customers have questions, actively answer and provide appropriate assistance. Establish good customer relationships and provide personalized services, such as sending birthday wishes to customers and offering discount cards to customers on birthdays, to increase customer loyalty.

[bookmark: _Toc28851]4.6 Process
The process refers to the entire interaction between consumers and businesses, including purchase, use, and after-sales service. Enterprises should optimize the purchasing and usage experience from the perspective of consumers, provide convenient shopping processes and efficient after-sales services, in order to enhance consumer loyalty(Smith, 2017).
Marks & Spencer can optimize the shopping process and reduce customer waiting time, for example, setting up shopping navigation signs inside the supermarket to guide customers to find the location of the desired products. Provide a sufficient number of shopping baskets and carts for customers to choose and use. Provide convenient checkout methods, such as self-service checkout, mobile payment, etc. Supermarkets should train their staff to ensure that they have the ability to efficiently operate cash register equipment and process payments.

[bookmark: _Toc9338]4.7 Physical Evidence
Physical evidence refers to physical evidence related to products or services, including packaging, store environment, product display, etc. Enterprises should pay attention to the design and display of physical evidence, establish brand image and increase the added value of products, and establish trust and a beautiful shopping experience in the minds of consumers(Cartwright, 2022).
Marks & Spencer can improve the store environment and create a comfortable shopping atmosphere. Strengthen in store instructions and signage to enhance customer shopping experience. The lighting, music, and temperature inside the supermarket should be comfortable and pleasant. Moderate lighting can allow consumers to see product information more clearly, music can enhance the shopping experience, and appropriate temperature can increase comfort.

[bookmark: _Toc7509]5. Research and analysis of industry competition environment
[bookmark: _Toc25251]5.1 Analysis of competitors within the industry

The retail industry is closely related to people's daily lives and has an advantage in market size. More supermarkets are gradually lowering prices and providing better services in order to attract consumers, and the market competition is becoming increasingly fierce(Marketing theory : volume II : Major theoretical debates and contemporary issues in marketing theory, 2008).

[bookmark: _Toc32202]5.2 Analysis of potential entrants
The retail industry has high demands for funding and cold chain logistics capabilities. In terms of the ability of cold chain logistics, it is one of the important factors affecting competitiveness. Secondly, most supermarkets establish stable cooperative relationships with nearby agricultural production bases, ensuring quality and quality (Dann and Dann, 2017).

[bookmark: _Toc15116]5.3 Analysis of supplier bargaining power
Due to the fact that Marks & Spencer has always attached great importance to product quality, especially high-end seafood products, which are mainly sourced directly from the place of origin, quality and supply are guaranteed from the root.

[bookmark: _Toc10067]5.4 Threat analysis of alternative products
In terms of traditional vegetable markets, merchants are all self-employed, with advantages in terms of business types and low costs, and more obvious transparency in product prices; However, this market model is difficult to maintain good order and management is difficult, which may affect the consumer experience. With the development of large-scale supermarkets, various consumer needs can be met here, creating a harmonious and good environmental atmosphere, which is one of the competitive alternatives(Fifield, 2022).

[bookmark: _Toc17863]5.5 Analysis of buyer's bargaining power
For Marks & Spencer, the majority of young consumers may be more concerned about quality and experience. Firstly, the shopping philosophy of supermarkets is highly compatible with young people, which has a positive impact on the increase of consumer repurchase rates and provides sufficient protection in terms of profitability(Hill and O’sullivan, 2019). Due to the relatively small purchase volume of consumers, their bargaining power is relatively weak.
Secondly, consumers have a larger range of choices, so their bargaining power can be enhanced in this situation. Finally, considering cost, many supermarkets will adopt the marketing strategy of online ordering and free delivery. Consumers can compare prices on different platforms to gain strong bargaining power.
Based on the comparison of the above analysis results, it is found that the biggest competitive pressure of Marks & Spencer comes from the retail enterprises in the industry, followed by substitutes. The third place is the bargaining power of buyers, and finally the bargaining power of suppliers. The threat brought by potential entrants can be ignored.

[bookmark: _Toc4674]6. Recommendations
[bookmark: _Toc63]6.1 Flexible adjustment of product structure

Marks & Spencer should optimize its product structure based on current indicators such as repurchase rate, and form differentiated business strategies to truly achieve reasonable allocation and scientific layout of platform resources. As for the core category of products, we should create a core target category, improve the product and brand structure, ensure the width and depth of the category, and tilt towards advertising recommendations, traffic attraction, and other aspects(Baker and Saren, 2016).

[bookmark: _Toc6958]6.2 Strengthen the construction of self owned brands
In terms of developing its own brand, Martha Supermarket has achieved ideal results. Its own brand includes daily necessities such as paper products, but it does not have a significant competitive advantage in terms of product differentiation. Firstly, it is necessary to extend and expand on the basis of the types and scope of self owned brands, appropriately reduce unit prices, increase product sales, and finally, emphasize long-term brand building and timely pay attention to consumer after-sales feedback(Baines, Fill and Rosengren, 2018).

[bookmark: _Toc15903]6.3 Promotion and communication strategies to enhance user communication
Supermarkets attach great importance to listening to consumer feedback and suggestions, but there are certain shortcomings in three-dimensional communication with users and online operations(Etzel and Walker, 2019). There are various methods and means of selling goods, which directly affect the final sales revenue. Through friendly communication and in-depth communication with consumers, accurate prediction and analysis of their psychological needs can be made to stimulate their desire to shop and attract more consumers.

[bookmark: _Toc21185]7. Implementation guarantee of Marks & Spencer marketing strategy
[bookmark: _Toc21101]7.1 Emphasize the cultivation of professional talents
Marks & Spencer proposes a scientific and reasonable talent selection and appointment plan. Talent selection mainly involves external introduction and internal cultivation. Considering the actual situation of supermarkets(Cateora, 2022), it is necessary to focus on the cultivation of internal talents and appropriately introduce external talents on this basis.
Secondly, establish a scientific talent training system. The healthy and stable development of supermarkets depends on high-quality marketing talents. Only by focusing on employee training and development can enterprises help employees continuously improve in their work, tap into their work potential, and achieve coordinated and unified development between employee development and enterprise development. Supermarkets need to quickly establish a scientific talent training system, propose appropriate incentive plans, stimulate employee work enthusiasm, and achieve the goals of enterprise development while promoting personal development of employees(Cadogan, 2019).

[bookmark: _Toc14562]7.2 Strengthen the construction of corporate culture
Firstly, pay attention to the construction and development of corporate culture. The construction of corporate culture cannot be separated from the support and assistance of daily business activities, and the relationship between the two should be mutually integrated. As a Martha's supermarket, the construction and development of its corporate culture is crucial for every employee, running through various fields, links, and aspects of enterprise operation and management(Kotler and Armstrong, 2018).
Secondly, establish a correct value system centered around "people-oriented". The success of a company is reflected in whether its employees are respected, understood, and cared for. Only by doing so can we truly stimulate their work enthusiasm, actively participate in work, contribute to the long-term sustainable development of the company, and provide a continuous source of power for the stable development of the enterprise.



[bookmark: _Toc14979]Conclusions
With the gradual improvement of quality of life and the acceleration of consumption upgrading and iteration, the shopping needs of the people are also quietly changing. The rise of the new generation of consumer power is gradually changing the development direction of the retail industry. Chain supermarkets are essential high-frequency consumption places in daily life.
This article analyzes the current situation of Marks & Spencer operation and uses the SOSTAC model to analyze the marketing environment of Martha's supermarket; A description of the supermarket's existing marketing strategy was conducted using seven aspects: Product, Price, Place, Promotion, People, Process, and Physical Evidence. We need to strengthen the construction of our own brand, flexibly adjust our product structure, and enhance promotional and communication methods for users.
In summary, for Marks & Spencer, improving marketing strategies based on the dimensions of SOSTAC and 7PS marketing theory can help provide consumers with more competitive services and products, maximize customer delivered value, and the improvement of customer delivered value can help Marks & Spencer win more customers and achieve significant growth in marketing performance.
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