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[bookmark: _Toc99829142]Introduction
One of the best-known stores in the UK is M&S. It sells food, clothes, and a lot of other things for the home. Established in 1884, the company is a well-known name in the United Kingdom and many other places. A retailing powerhouse that has been around for a long time recently announced plans to close more than 100 stores, which makes the company's long-term prospects a little less certain. 
People will use PESTLE analysis in this post to get a better idea of Marks & Spencer's present and future market. It looks at the political, economic, social, technological, legal, and environmental factors that make up the macroenvironment in which a business works. As a result, we'll learn more about the future of the company.

[bookmark: _Toc99829143]Marks and Spencer's Response to Covid-19: Supply Chain Workers 
Covid-19 has caused tremendous worldwide disruption and revolution. The epidemic has had an effect on retailers, suppliers, and the hundreds of thousands of individuals who work in our vast supply networks. 
We have been in constant touch with our suppliers since the pandemic's emergence in March 2020 to ensure that we are effectively addressing the requirements of personnel within our supply chains, as well as controlling our supply in order to preserve a viable firm on the other side of the epidemic. We've made key choices and put in substantial work to guarantee that we can effectively adapt to a constantly changing environment. This includes adhering to our supplier commitments and continuing to advocate for fair wages for workers, listening to and engaging with workers throughout our supply chain, closely monitoring critical safety and compliance issues, collaborating with others, and assisting suppliers in managing local outbreaks. 
Their strategy for ensuring the long-term viability of our food, fashion, and home supply chains, as well as our employees, is stated below.
They are really satisfied with their employment at M&S since they have developed excellent, long-term connections with all of our suppliers over the years. Respect for human rights and advocacy on behalf of our workers in the United Kingdom and across the globe has always been important to Covid, and Covid-19 is no exception. 
They have established human rights compliance duties and obligations at every level of our organisation, and these roles and responsibilities have remained constant throughout the pandemic. Our CEO, Steve Rowe, is responsible for supervising our human rights activity and ensuring compliance with the M&S Human Rights Policy. He is backed by the M&S Board of Directors and Executive Committee, which are responsible for ensuring that every employee understands the critical importance of treating others with respect. Human rights is a recurring theme on the Executive Committee's agenda. This link will provide further information on our approach to topics such as human rights risk and effect. 


[bookmark: _Toc99829144]Covid-19 reactivity 

M&S's reaction to Covid-19 has been overseen by the Board of Directors. It has tasked top officials with considering all conceivable pandemic scenarios, considering alternative responses, and establishing guidelines for how M&S should treat its customers and the rest of the globe. 
We established new Covid-19-focused teams to address four critical issues: Colleagues; Customers and Business Continuity; Supply and Demand; and Balance Sheet Resilience.

[bookmark: _Toc99829145]Why Covid-19 Could Be Marks & Spencer's Next Big Thing 

M&S (Marks & Spencer) revealed its annual results this morning, and the headlines were dominated by a 21% drop in earnings. Clothing sales dropped 6.2 percent, as expected. 
Food, on the other hand, increased by 1.9 percent, despite the fact that M&S would not have benefitted as much as its retail rivals if the Covid-19 high had been achieved. However, with earnings down £52 million in March owing to the virus and expenses and stock write-downs expected to exceed £212 million as a result of the epidemic, CEO Steve Rowe's prospects might be misconstrued. 

"We understood right away that we were dealing with a disaster with long-term implications and consequences. While many client behaviours will return to normal in the near future, others may continue to be impacted." 

Long before the coronavirus outbreak, M&S's troubles were widely chronicled, with the corporation apparently continuously in the middle of a turnaround plan. With the clothes segment in terminal decline, the firm is now projecting that sales volumes would not rebound to near-normal levels until February 2021. 

Instead of presenting a danger, the coronavirus epidemic has offered M&S with a once-in-a-generation chance to rethink and reorganise its company in order to be fit for purpose in the new normal that is impacting all of retail. 
Last year, the £750 million acquisition of Ocado, which will go live on September 1, was a major building element in this strategy. The timing is great for a grocer who previously did not have a website. 
Analysts expect that within five years, food will account for 75 percent of M&S's revenue. As a result, in today's society, not only a movement toward food, but also a shift toward online shopping makes perfect sense. 

However, there is another compelling reason for M&S to see the coronavirus as a good opportunity. For many years, it was known for its cumbersome culture and complex bureaucracy. None of which are conducive to running a quick and responsive business under normal circumstances, much alone under the drastically changed normal we now confront. 
It has, however, been obliged to do what it had been putting off for years: reorganise into a significantly more digital, smaller, and agile organisation. Rowe, the CEO, stated: "Most significantly, our work habits have changed, and we've developed new methods to work quicker, more effectively, more successfully. I've decided to move quickly in order to seize this opportunity and build a revitalised, more nimble organisation in a world that will never be the same again." 
And it is for this reason, above all, that we should be hopeful about M&S's future.

[bookmark: _Toc99829146][bookmark: _Toc62510302]M&S 

Mark & Spencer is a large multi-national retailer located in the United Kingdom. Founded in 1884, the company is headquartered in the United Kingdom. Michael Mark and Thomas Spencer founded this firm. This corporation specialises in the apparel, food, and home goods industries. They now operate on a global basis, having its headquarters in London, England. They operate 1463 stores and employ more than 80,000 employees. Mark & Spencer's brands include Per Una, Autograph, Rosie, Blue Harbour, and M&S Collection (Welcome to Marks & Spencer, 2021). 

[bookmark: _Toc99829147]Marks & Spencer's Market 

Mark & Spencer is a household brand in the textile and culinary industries. Mark & Spencer's target demographic consists of women and men between the ages of 25 and 35, as well as those seeking for contemporary and stylish clothing. Additionally, this business offers children's clothing. Mark & Spencer's initial target market was the United Kingdom, however the company rapidly expanded into other overseas markets (Narula, 2016). Mark & Spencer has established a somewhat higher price for their things due to their brand recognition and the fact that their consumers are prepared to pay any amount for them. 

The method through which a company's products and services achieve and maintain a higher position in the minds of consumers than their competitors is called marketing positioning (Deppermann, De Fina, and Georgakapoulou, 2015). The positioning idea is concerned with how various company brands are perceived by consumers and prospective purchases. When it comes to positioning, a firm like Mark & Spencer must take into account consumer demands and perceptions, brand awareness, product and service price and quality, as well as the convenience of retail locations (Ries and Trout, 2011). 
Mark & Spencer has built their business by expanding their current offering, and the company has grown to become one of the world's largest apparel retailers. Additionally, in response to market demand and current trends, this corporation expanded into new markets with a variety of new goods. As a consequence, Mark & Spencer has seen very little competition from other retailers (Marketing Mix Marks Spencer, 2021). According to the most recent worldwide statistics from 2018, Mark & Spencer has a market share of 7.6 percent, which is the most among the United Kingdom's other major brands; nevertheless, Mark & Spencer's market share has dropped since 2008. Marks & Spencer's CEO is concerned about the retailer's future market position (Welcome to Marks & Spencer, 2021). 

[bookmark: _Toc99829148]Current Marketing Mix of Spencer and Marks 

The phrase "marketing mix" refers to a well-established model or instrument that market researchers use to ascertain a product's or brand's market offering. McCarthy coined the phrase in 1960. Once upon a time, it was a synthesis of the four p's: product, pricing, placement, and promotion. Following that, three more characteristics or techniques were included to make this model applicable to service businesses. They are composed of individuals, processes, and observable evidence (Kotler, 2010). 
According to the marketing mix model, the "product" should be made to match the need and preferences of target market consumers, the "site" should be convenient for target market customers, and the "price" should be cheap and justifiable for target market customers (Varadarajan, 2015). 

The organisation may use a variety of communication tactics to "promote the product," including television advertising, sales promotion, social media promotion, and marketing through the company's internet website. The terms "people" and "process" refer to the company's front-desk personnel and their customer-friendly services; "process" refers to the company's method of delivering goods and services to its target consumers; and "physical proof" refers to specific physical service components provided by the company's front-line employees (Hutchins, 2020). 
Marks & Spencer is the market leader in the United Kingdom's retail sector.

[bookmark: _Toc99829149] Mark & Spencer's marketing mix are as follows: 

Marks & Spencer provides a diverse variety of goods and services designed to meet the requirements and preferences of its target clients. They are particularly well-known in the fabric and culinary industries. This business works in a unique industry in order to compete with present and prospective rivals. 
The target demographic for Mark & Spencer is women between the ages of 25 and 35 who work and are fashion savvy. As a result, Marks & Spencer's target market has a relatively low price point (Austin, 2020). 
Mark & Spencer stores are strategically located in areas where people can readily access and purchase clothes and food. They made a concerted effort to choose locations that are more easily accessible and handy for the general public. 
This company's promotional approach includes advertising, direct selling, and the use of social media platforms and internet websites to promote their products. 
The client may visit the businesses in person and purchase their stuff. Additionally, for the ease of its target demographic, this retail organisation has incorporated online services and home delivery (Marketing Mix Marks Spencer, 2021). 
Marks & Spencer's front-line personnel have been efficiently educated to give customer-friendly services to its target demographic. 
This retail organisation operates 1463 sites worldwide to serve its consumers via direct selling (Narula, 2016).

[bookmark: _Toc99829150]CoVID-19 pandemic recommendations for M&S's marketing mix components. 

The Coronavirus outbreak shook the whole world. One of these countries is the United Kingdom. Lockdowns were imposed in the United Kingdom during the early stages of the Covid-19 epidemic, which occurred between March and April 2020. 2020. (Austin). Due to the incompatibility of their service and convenience facilities with a pandemic scenario, it is expected that Mark and Spencer would suffer severe financial losses in 2020. If there was absolute lockdown and people were scared to leave their houses, it was inconceivable to go out and shop for anything. For Marks & Spencer's 2020 deficit, the company will need 7,000 job cuts (Welcome to Marks & Spencer, 2021). 

The lockout has led to some retail establishments taking unorthodox and inventive tactics in order to protect their operations. In view of the current Covid-19 outbreak, Mark & Spencer should use the following marketing mix recommendations: 
Marks & Spencer must use a mask and gloves when packing and transporting its clothing and food. Fashionable apparel must also be available at an acceptable price point for this company's target clientele. 

As a result of the Tier-4 shutdown in the United Kingdom, all Marks & Spencer stores have been closed. It has to start taking online orders and providing secure home delivery services to maintain its long-term survival in the retail clothing business (Marketing Mix Marks Spencer, 2021). 
"No mask, no service" facilities must be encouraged in Marks & Spencer's business practises. 
Covid-19 suggests that Mark & Spencer will need to adopt social media in order to reach its target customers. Currently, Mark & Spencer employs direct marketing. In addition, it may often update the material on its website in an effort to broaden its customer base. 
Mark & Spencer's product (process) trial service should be discontinued since the corona virus is communicable and the customer's quick trial may increase the chance of infection. 

[bookmark: _Toc99829151]Actual situation

After three years, they had fixed the "fundamentals," he noted. In a long time, we haven't heard any good news for investors. Rowe has only finished the first level of three. 

Rowe and his crew had been harmed by the previous year's difficult business conditions. M&S has been forced to shut multiple locations, putting Rowe and his workers at a disadvantage. When the crisis started, it had a low-quality clothing industry online, a food sector harmed by its dependence on commuters and home-cooked meals, and cafés forced to close because they were not profitable enough to continue open. 

As a result, the company's profits for the whole year are unlikely to be positive. Because M&S did not return millions of pounds in business rates relief, as other "significant" corporations have, analysts forecast a pre-tax profit of £43 million. One-time expenditures such as Covid safety procedures and redundancy fees are to blame. By the end of the year, clothing and homewares sales will almost certainly be down by a third. Food halls will have risen by around 1%. 

Throughout his leadership transitions, Rowe handed greater responsibility to Katie Bickerstaffe, Stuart Machin, and Eoin Tonge. Simultaneously, he published a glimpse of the results. Rowe's successor is a three-horse race, since he has been one of the most powerful figures in British retail since 2016. Tonge has succeeded Bickerstaffe as strategist and is widely seen as the favourite. 

Rowe asserts that the duty division has enabled him to "focus on ensuring M&S's continued greatness for years to come." When he took over from Marc Bolland, the firm was in a stronger position. Weak shops have been shuttered, spending has been cut, and a joint venture with Ocado has been created to start an online food firm. 

M&S's share price has increased from 85 to 152 in the last year, and Berenberg estimates that the company's stake in Ocado is worth 60p: This is the total number of shares held by the company. M&S has made significant efforts to address its weaknesses, and we think the results will illustrate how far the company has come. The business will be better prepared in the event of an epidemic. 

M&S's future plans have been revealed through a revamped website. Third-party clothes and lingerie businesses have been introduced to make it more useful. Its plans to demolish and rebuild its biggest store in the United Kingdom, situated at the Marble Arch end of London's Oxford Street, highlight how it intends to profit from its real estate. 

Most importantly, the UK's biggest garment shop must convince consumers to make further purchases. It is not universally believed that it is capable of doing so. 

He asserts that M&S is through a "death cycle." Panmure Gordon's Tony Shiret concurs. "The trouble with the process as a whole is that M&S is always evolving," he continues. "There is always something that may be done better, and restructuring sometimes necessitates the closure of a company, which results in a loss of revenue for the organisation."

[bookmark: _Toc99829152]THE MOST RECENT BUSINESS NEWS AND THE IMPACT OF COVID-19 

When the board of directors considered COVID-19, they spent a significant amount of time considering how it would affect the company's expectations for the following 12 months of trading as well as how it might affect the company in the long run. Our understanding of its consequences continues to grow with each passing day, and we are testing various scenarios to see how it could influence sales, profits, and cash flow. We believe in the post-crisis future of our company and our plan to transform it, but we anticipate that business will be very challenging for the next nine to twelve months in our Clothing and Home divisions, as well as our international division. So, we are unable to provide meaningful guidance on how profitable the firm will be in future years, even while we are committed to preserving the value of the company for its shareholders, workers, and suppliers.

[bookmark: _Toc99829153]Conclusion 

Marks & Spencer is continuously reinventing its brand value in the eyes of new and existing customers in order to stay faithful to its mission of delivering unique, attractive, high-quality products at a fair price (Varadarajan, 2015). On a regular basis, Mark& Spencer's marketing mix components should be evaluated and, if required, modified. In order to remain at the top of the market, a company must focus on the preferences and choices of its consumers. 

Our SWOT analysis of Marks & Spencer led us to conclude that the firm is Britain's best-known retailer. There are a number of challenges, including disagreements, competition, growing costs, and dwindling sales. It's time for Marks & Spencer to focus on correcting these issues.
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