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1.Introduction and Mission   Marina Alexandra Chiuariu
Marks & Spencer (M&S) is a well-established British retailer that has been operating over 130 years, and it sells clothing, food and home products. The company began in 1884 when Michael Marks teamed up with Thomas Spencer to open a market stall in Leeds, over time, M&S expanded into a nationwide chain of stores and, more recently, developed an online shopping service. Today, it operates over 1,300 stores and is recognised for high-quality products and it has a broad customer base, especially among shoppers who value durability and trusted brands (Marks & Spencer, 2025).

Mission Statement
The mission of the company is to provide high quality products that customers can trust, by offering value, style, and good service. Mark & Spencer combines its British heritage with modern innovation to meet customers needs and build long-term loyalty (Mark & Spencer, 2025).

Purpose of the Report
This report is prepared to develop a marketing plan for Marks & Spencer (M&S) to help the company increase sales and remain competitive in the UK retail market. The plan will focus on understanding customer groups, identifying target audiences, and improving how the brand is seen in the market. It will also examine the marketing mix (7Ps), including products, pricing, promotion, distribution, people, processes, and physical evidence, and suggest ways to put these strategies into practice effectively.
M&S has a long history and a well-known brand, but it faces challenges from other high street retailers and online-only stores (Britannica, 2025). These pressures have affected sales in some areas, showing the need for clear and practical marketing actions. This report provides guidance on how M&S can address these challenges, improve its market position, increase sales, and maintain the loyalty of its customers. The report also looks at ways to measure the success of the strategies using key performance indicators (KPIs) to make sure the company meets its objectives.

3. Marketing Strategy at Mark & Spencer
Marks and Spencer (M&S) need to clearly comprehend its customers to expand its sales. The STP method - Segmentation, Targeting and Positioning - assists M&S to subdivide the market, select the appropriate customers to target and create the appropriate image to appeal to them.

 Segmentation 
Market segmentation allows a company to divide a broad customer base into smaller groups with shared needs or behaviours, making it easier to tailor products and communications effectively (Kotler & Armstrong, 2020). At M&S, segmentation is reflected in the way the retailer serves distinct groups, such as commuters looking for quick meal solutions and families who prefer reliable, good-quality home and clothing products (Mintel,2023). Store layouts, product choices, and promotional messages are adjusted so each group can find items that fit their routines and expectations.
This approach brings clear advantages because it helps M&S direct marketing efforts where they matter most, improves the relevance of its product offerings, and strengthens loyalty through initiatives such as the Sparks programme, which provides personalised rewards based on shopping habits (Marks & Spencer plc, 2025). An example can be seen in M&S Food Hall promotions: busy commuters often receive personalised discounts on ready meals and lunch-to-go products, while families are more likely to receive offers on larger grocery baskets or homeware lines (Mintel,2023). These targeted incentives show how segmentation supports higher engagement and repeat purchases. However, segmentation can also introduce challenges, because managing several customer groups can increase operational demands, and small or rapidly changing segments may not justify the resources needed to target them effectively.

Demographic Segmentation
M&S mainly focuses on middle- to upper-income adults and families who care about quality and reliability in clothing, homeware, and food. These shoppers are happy to pay a little more for products they trust, which fits perfectly with M&S’s reputation as a long-standing, dependable retailer (Statista,2023).
 
Geographic Segmentation
Location has a significant role in how M&S serves its customers. With over 1,000 stores across the UK, the company adapts its offerings depending on the area. City stores often focus on quick and convenient formats like “Simply Food,” while bigger suburban stores stock a wider variety of clothing, home items, and groceries to meet the needs of families and local communities (Marks & Spencer plc, 2025).

Psychographic Segmentation
M&S also considers what kind of lifestyles and values its customers have. Shoppers who care about sustainability are drawn to eco-friendly clothing, while busy professionals often choose ready-to-eat meals for convenience. By understanding these preferences, M&S can create products and marketing that really connect with customers, helping build loyalty and stand out in a competitive retail market (Hooley et al., 2024).

Targeting at Mark & Spencer
M&S mainly uses a differentiated targeting strategy because the company focuses on several distinct groups of customers and creates products and marketing messages tailored to each group. For example, it targets higher-income customers who value quality, busy families and working professionals who want convenience, and ethically minded shoppers who care about sustainability and sourcing (Marks & Spencer plc, 2025). Instead of an undifferentiated approach that offers the same products to everyone or a concentrated strategy that focuses only on one niche, M&S adapts its product range and marketing to appeal to these different audiences simultaneously.
An advantage of differentiated targeting is that it allows M&S to meet the specific needs of each group more effectively, which strengthens customer loyalty and increases the likelihood of repeat purchases. It also helps the company stand out from competitors that focus mainly on price or only one customer type. At the same time, there are some disadvantages to differentiated targeting because it can increase costs and M&S must develop multiple product lines, campaigns, and store layouts to suit each audience. It also adds operational complexity, and if consumer preferences change rapidly, the company must constantly update its strategy to stay relevant. Additionally, trying to serve many groups at once can sometimes dilute the brand if not carefully managed (Hooley et al., 2024).

Positioning at Mark & Spencer 
Positioning at M&S focuses on quality and differentiation, with high-quality clothing, food, and home products that are ethically sourced and reliable (Statista,2023). One major benefit of this approach is that it strengthens M&S’s reputation, allowing the company to charge premium prices and stand out from other retailers. From a user perspective, shoppers feel confident in the products, whether they are busy professionals looking for convenience or families seeking trustworthy, high-quality goods. The competitive side comes from emphasising heritage and ethical standards, which helps M&S distinguish itself from discount or fast-fashion stores and encourages customer loyalty. Celebrity endorsements also support this positioning, as partnerships with designers and public figures increase visibility, highlight style and quality, and reinforce trust in the brand (Marks & Spencer Marketing Strategy, 2025). Despite these advantages, keeping such high standards is costly and may make some products less attractive to price-conscious buyers.

3.2 Integrated Marketing at Mark & Spencer
M&S uses an integrated marketing approach to keep its messages clear and consistent across all the places where customers come across the brand. Instead of treating each channel separately, the company links them together, therefore that shoppers get the same feeling and information whether they see a TV advert, scroll through social media, or visit a store (Retail Week, 2023). An example is the “Eat Well” campaign, which appears in stores, on the M&S website, and through the app, making it easy for customers to recognise and understand the message (Marks & Spencer plc, 2025). The Sparks loyalty programme adds to this by sending personalised offers through email and the app, encouraging people to visit stores and stay connected with the brand. By joining these channels together, M&S makes communication simpler for customers, helping them trust the brand and stay loyal over time.

3.3Ansoff Marketing at Mark & Spencer
The Ansoff Matrix helps companies identify growth strategies by focusing on existing and new products and services (Kotler & Amstrong,2020). For M&S, the four quadrants can be applied as follows:
	
	Existing Products
	New Products

	  

Existing Markets
	Market Penetration
-Promote Sparks loyalty program
-Seasonal promotions
	Market Development
-Expand online Shopping accessibility in UK regions
-Targeting younger demographics 

	
New Markets 
	Product Development
-Sustainable clothing lines
-Pland-based ready meals
	Diversification
-Partner with lifestyle brands
-Technology partnerships



The diagram illustrates M&S’s potential growth strategies using the Ansoff Matrix, a framework that helps plan business growth. In Market Penetration, M&S focuses on increasing sales of existing products in current markets through promotions and loyalty incentives such as the Sparks programme, which offers personalised deals to frequent shoppers (Marks & Spencer plc, 2025). Market Development reflects efforts to reach new customer segments and regions, supported by expanded online delivery and multiple store formats across the UK (Retail Week,2023). Product Development emphasises introducing new products for existing customers, including sustainable clothing lines and plant-based meals that align with ethical trends. Finally, Diversification explores higher-risk options such as extending into wellness or lifestyle services (The Guardian, 2024). This framework helps M&S balance growth opportunities with risk in its strategic planning.

 Situational Analysis: PESTEL Analysis Faduma Abdullahi Mohamed
PESTEL analysis aids Marks and Spencer (M&S) to have insights on the external
environment that influences its business. It examines Political, Economic, Social,
Technological, Environmental and Legal factors. These factors affect the way M and S
conducts its business and strategizes its marketing.
Political factors - The political decisions in the UK and the rest of the world have an impact
on M&S. With Brexit, M&S experienced problems in cross-border trade. The new import
regulations have made deliveries more expensive than before and have led to delays in
imports, particularly of food stuffs that originate in the EU (Financial Times, 2023). The
policy of minimum wage and employment legislation set by the UK government also affects
M&S due to increased overall labour costs with higher wages (BBC News, 2024). In
addition, the government regulations on food safety, labelling, and health standards should be
adhered in all stores.
Economic factors - The UK economy is characterised by lower growth rates, high inflation
rates, and increased interest rates, decreasing the purchasing power of consumers (ONS,
2024). Shoppers have become more sensitive to prices and are willing to spend less money on
non-essential products such as clothing or high-quality food. M&S, which is pricier than their
competitors, has to adjust by providing more promotions and value offers (Mintel, 2024).
There are also additional expenses of suppliers and the varying exchange rates which impact
imports of raw materials and finished products (Statista, 2024).
Social factors - The behaviour of consumers is evolving. The concept of sustainability,
healthy lifestyles, and ethical shopping is now of greater concern to many people. M&S has
reacted by increasing its vegan and plant-based food products, such as the successful brand
&quot;Plant Kitchen&quot; (M&S, 2023). The brand also encourages British sourcing of food and fair treatment of employees. Simultaneously, M&S needs to continue to attract elderly consumers
and at the same time attempt to appeal to younger consumers who desire fashion that is
modern and affordable. The ability to adapt to various age groups and lifestyle requirements
is the key to the growth in the future (Euromonitor, 2024).
Technological factors - Technology is significant in the way M&S provides its services to the customers. The company has also improved its mobile application and its webpage to
enhance online shopping experiences. It applies data analytics to customise the offers and
trace shopping behaviour (Retail Week, 2024). M&S have expanded their online grocery
provision in collaboration with Ocado, which has increased in significance following the
pandemic (The Guardian, 2023). Self-checkouts and online price tags enhance efficiency in
stores. Nevertheless, M&S has to keep investing in new technology including artificial
intelligence and automation in order to remain competitive.
Environmental factors - Consumers are increasingly concerned about the environment.
M&S introduced its program called Plan A in order to decrease its carbon footprint, minimise
waste, and encourage sustainable sourcing (Marks and Spencer, 2023). The company
employs recyclable packaging and requests its customers to recycle old clothes at its stores.
The availability and prices of food products are also influenced by climate change and
extreme weather patterns and can influence the stock level and price (Deloitte, 2024).
Environmental responsibility has become a requirement of brand trust and survival in the
long-term.
Legal factors - M&S has to abide by legislation regarding employment, health and safety,
consumer rights and data protection. The company obtains information via its application and
loyalty programs, thus it should adhere to the GDPR regulations closely (ICO, 2024). New
legislation on environmental impact and global supply chains may exert more pressure on
M&S to demonstrate that it produces and sources its products in an ethical way.

Marketing Mix Strategies: 7Ps Gabrielle Agbenosi
(Marks & Spencer , 1884)s Unique Marketing Strategies has over the years enabled it to maintain its image and reputation of quality British produce for good value in the food sector. Over periods one of the major challenge was staying in tune with younger consumers and other competitors. (Marks & Spencer , 1884) Quickly had to adapt to and modernise their clothing and product in a relevant way without excluding the older consumer base and stripping the brand from its roots. 
Product-  (Marks & Spencer , 1884) product strategy is based on a robust and diverse selection of its own branded ranges, which include clothing (men's, women's, children's, and lingerie), home and furniture, beauty items, and its well-known premium foods and wine selections celebrated for innovative Product Developments such as 'Percy Pig' sweets and 'gourmet' easy made meals. Quality, creativity, and sustainable practices remain a top priority, with recycled components and eco-friendly sourcing processes used across the collections. (Marks & Spencer , 1884) ambitious 'Plan A' sustainability strategy aims to use sustainable raw material sources, with targets such as incorporating a minimum of 25% recycled material in clothing, home, and furniture products by 2025, as well as improving over 1,000 food items annually to meet 'ever-higher standards in taste, nutrition, and sustainability performance.
Price- (Marks & Spencer , 1884) uses a competitive and premium pricing strategy to highlight its high quality at a reasonable and accessible price to a wider client base. The company emphasises "value for money" by investing heavily in price reductions, such as over £60 million in food price modifications and discounts on more than 300 Family Favourite goods by 2025, with discounts up to 20% on Kids wear Essentials. The company employs dynamic pricing, providing online discounts and seasonal promotions by providing special offers during off-peak times or festive seasons, as well as maintaining "dropped & locked" pricing on essential items, to gain a competitive advantage and expand customer reach by outperforming competitors. The Sparks loyalty program encourages client loyalty by delivering personalised discounts, birthday presents, and exclusive member prices, thereby strengthening (Marks & Spencer , 1884) premium brand without jeopardising it. 
Place- The core of (Marks & Spencer , 1884)2025 Place strategy is an inventive "Store Rotation" initiative that aims to improve its digital platform and change its network of stores. To build a network of 180 high-performing "full-line" stores and 420 enhanced Food halls, it is investing more than £300 million this fiscal year to open 16 new, 9 enlarged, and 12 refurbished stores. With larger store sizes (averaging 18,000 square feet), wider aisles, and "market-style" bakeries, these "new format" renewal stores prioritise busy retail parks over traditional high streets in an effort to promote weekly grocery shopping rather than just "top-up" purchases. This is strengthened by a strong omnichannel presence; because to its 50:50 relationship with (Ocado,2000), (Marks & Spencer , 1884)today serves over 1.1 million active online customers and delivers to 82% of the UK's land area. Equipped with its redesigned regional flagship stores and advanced digital fulfilment system, (Marks & Spencer , 1884) is set to deliver its items to its 32 million customers across all 'shopping missions,' from 'food on the go' at transit points to increased 'Click & Collect' possibilities in the Fashion and Home sectors.

Promotion- In order to connect with both its devoted and younger demographics, (Marks & Spencer , 1884)s promotional strategy has evolved into a modern, digital-centric integrated model that combines traditional advertising with significant investments in social media, influencer partnerships, and customer loyalty programs. The retailer uses staged campaigns to emphasise product-centred storytelling. (Marks & Spencer , 1884) 2025 Christmas "product-first" series will highlight gifting, partywear, and hosting themes through short films on TV, digital, social media, print, and out-of-home platforms. (Dawn French,1957) plays the enchanting fairy in its well-known Food Christmas advertisements. Meanwhile, employee-generated content, store-specific accounts, and brand ambassadors support viral social media content like the (Love That,2025) spring promotion, the (Marks & Spencer , 1884) menswear initiative, and the (Marks & Spencer , 1884) series showcasing reality TV celebrities, which increase engagement on (TikTok,2016) ,(Instagram,2010) and (YouTube,2005). 
People- The People strategy of (Marks & Spencer , 1884)makes use of its 55,000 employees, along with an additional 10,000 seasonal staff, to truly impact through a culture of inclusivity, knowledge, and community involvement. By 2025, the company will have accomplished its objective of having a gender-balanced senior leadership team and a majority-female board, guaranteeing representation in decision-making for a company that primarily serves female consumers. This section focusses on the  (Marks & Spencer , 1884) Insiders" program, which encourages staff members to serve as brand ambassadors on social media by presenting their own personal style and culinary influences with an authenticity and depth that goes beyond any marketing campaign. 
Process- A major factory-to-floor change in (Marks & Spencer , 1884) operational strategy is part of the Process segment of the company's 2025 vision, which aims to increase online sales to £3 billion and remove inefficiencies from prior processes. For the first time ever, (Marks & Spencer , 1884)has direct control over its food supply chain thanks to Gist's acquisition strategy, which removes the expensive burden of third-party management costs. It will use AI-powered shuttle systems and sophisticated robotic systems to deliver fresher products to shelves more quickly, reducing waste. Robotic sorting methods have been used at the Castle Donington warehouse, where next-day cut-off periods have been extended to midnight, to optimise procedures related to its Clothing & Home activities. By digitising its merchandising planning systems through a recently developed computer platform, the restocking processes have been expedited, enabling it to ensure that its Magic product display complements its Mojo store concept redesign.

Physical Evidence- A key component of the marketing mix is tangible evidence of this, which (Marks & Spencer , 1884)frequently uses to affirm the brand's superiority, dependability, and great quality. These components include the use of green to emphasise and reinforce the brand's tradition and reliability, as evidenced by the well-known green accents found in the stores and other retail locations, as well as the contemporary and welcoming store designs with sleek lines, calming colours, and lighting, as well as prominently displayed signs that create a thoroughly enjoyable shopping atmosphere. Customers are persuaded that "it's worth spending a little extra for quality" by the brand's use of high-quality food and clothing packaging, premium website and mobile application interfaces, and fashionable in-store designs like trendy food halls and café areas. 
Implementation and Control : KPIs
To ensure that their Reshape for Growth program is in perfect harmony with their digital-first and sustainability strategies (Marks & Spencer , 1884)has strong and efficient Implementation and Controls in place. Operating in a business-unit format (Marks & Spencer , 1884) controls and procedures are fully impacted by a decentralised accountability approach. They are continuously monitored for improvements on three main key performance pillars Financials including achieving an Adjusted Return on Capital Employed of at least 16.4 percent and obtaining cost reductions exceeding £500m. Operational Efficiency (which prioritises examining inventory turns, store refresh sales per square foot, and reaching 50% of online sales, and The Plan A Sustainability initiative. This performance plan is not just focused on internal organisational structures; rather, it is fully integrated with genuine legal and financial planning techniques. This clearly shows that (Marks & Spencer , 1884)has developed a special Revolving Credit Facility with specified rates that rely on sustainability benchmarks for carbon reductions and sustainable sourcing procedures, which are transparently and independently monitored and confirmed by auditors such as (Deloitte,1845). 

Conclusion
This case study looked at (Marks & Spencer , 1884) strategic evolution and the impact of its Reshaping for Growth program on revitalising a historic brand. By integrating Segmentation, Targeting, Positioning marketing data with the 7 Ps marketing strategy, (Marks & Spencer , 1884)has transformed from a typical retailer to an innovative, omnichannel market leader. The brand's Trusted Value philosophy and flagship program, Plan A, have strengthened (Marks & Spencer , 1884)strong market position, allowing for 12 consecutive periods of growth in Food and Clothing sales. Despite hurdles like as Brexit and cyber threat recalls in 2025 that affected 25,000 customer log-ins, (Marks & Spencer , 1884) "Reshaping for Growth" initiative's effective Implementation and Control approach remains based on strong key performance indicators and local responsibility frameworks. To summarise, the successful modernisation of (Marks & Spencer , 1884) product design and digital infrastructure while keeping the loyalty of its current consumer base exemplifies a unique case of strategic renewal.
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