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Analysis and Evaluation of M&S

Starting at the beginning of the year 2020, an infectious virus (SARS-CoV-2) started to spread over the world and infect people. COVID-19 as it was subsequently termed is an infectious illness that is mostly affecting the lungs.
It was something new, that was spreading rapidly across the world and nobody was prepared for it. The majority of persons infected will experience mild to moderate respiratory symptoms and will recover on their own. On the other hand, some people will get dangerously ill and require medical attention. The elderly and those with underlying medical conditions such as chronic respiratory disease, diabetes, cardiovascular disease, or cancer are more prone to suffer from a serious illness. 
COVID-19 may make anybody unwell and cause serious illness or death at any age. Because mankind was unprepared for a pandemic, governments around the world were forced to make calculated decisions to halt the virus's spread: lockdowns. 
In the United Kingdom, the national lockdown required that all non-essential companies close; those judged vital, such as supermarkets or pharmacies, were permitted to remain open. Citizens were instructed to leave their homes only when necessary, and meeting with persons who were not members of their family was prohibited. Numerous other restrictions, such as social distancing and the wearing of facemasks, were implemented to try to prevent the spread of the virus.
According to (KPMG 2021), the coronavirus (COVID-19) is affecting all enterprises worldwide. Leaders are juggling a slew of linked challenges, including ensuring the safety of their staff and customers, bolstering capital and liquidity, reorienting operations, and negotiating convoluted government assistance programmes.
In the case of M&S, a multinational food and clothes shop, the pandemic resulted in upheaval, change, and financial loss for the company.
When evaluating the business environment, it is beneficial to distinguish between external variables that have a direct influence on the company's daily operations and those that have a broader impact on the company's overall operations.
A well-established network of ties with other corporate departments, suppliers, marketing intermediaries, customers and various publics is required for the company's success. Marketing managers must collaborate closely with other departments within the organisation since their plans and actions have an influence on the marketing department's plans and activities. Furthermore, all these tasks must "think customer" to comply with the marketing philosophy. They should work together to give higher customer value and satisfaction to their respective customers.
Marks & Spencer is a well-known and top retail chain brand in the globe, with its headquarters in the United Kingdom. Marks & Spencer's product portfolio, which is included in its marketing mix, is extensive, and it includes things for people of all ages, including men, women, and children.
The quality of M&S's goods is well-known across the industry. Many clients appreciate the company's high-quality everyday apparel and cuisine, which they find to be highly appealing. In contrast, Espiner and Atkinson (2016) noted that through the years, numerous consumers had grown dissatisfied with the shop since the patterns were not very appealing and the designs were poorly cut.
The fact that M&S is a high-end supermarket means that most of its items are situated in the mid-to upper-range price bracket. But it should be noted that many consumers consider the prices to be a good value for money, which reflects the demographics of the clients served by the organisation. 
The company has implemented a dynamic pricing structure, offering customers incentives and discounts during the off-seasons, holiday seasons, and seasonal periods. This results in a win-win situation. The corporation is able to liquidate its excess inventory, and the incentives result in increased sales statistics.
With approximately 1500 outlets in 62 countries and over 78,000 employees assisting clients throughout their shopping, M&S acquired a 50% stake in Ocado's UK retail company for £750 million in order to launch the country's first online food delivery service. Customers may now shop online at ocado.com for over 6,500 M&S food goods. This is a significant choice for M&S, considering all its competitors in the United Kingdom have an internet presence. The partnership, which began in 2019, came in handy during the COVID-19 pandemic, enabling a higher number of consumers to be reached.
Marks and Spencer marketing campaigns are carefully thought and selected, promoting them across print, internet, and visual mediums. Advertisements are published in magazines, newspapers, on radio and television stations, as well as on billboards and hoardings. The firm understands the value of celebrity endorsements and has enlisted various celebrities to help sell its products over the years. During these times, as everyone is going to social media, our firm did the same to guarantee we reached the most relevant clients possible.
As previously said, one of the components that contribute to success is the suppliers. They play a critical role in the organisation, adding value and supplying the resources necessary for the firm to generate its goods and services. Supplier issues during the COVID-19 epidemic may have resulted in bare shelves for several items. 
Marks & Spencer have taken initiatives to assist its suppliers, including providing early access to funds regardless of payment conditions and vetting suppliers to ensure they are applying safeguards to protect garment workers. This includes social distancing, sanitising methods, providing appropriate protective equipment, and increasing public knowledge of the virus. More broadly, they are dedicated to their Global Sourcing Principles, which explain their approach to sourcing in terms of human rights, sustainability, and good working conditions.
Ocado aided the firm in promoting, selling, and distributing its products to end-users by acting as a market intermediary.
After doing an internal examination of the M&S firm in light of the COVID-19 pandemic, important strategic insights will emerge to further enhance M&S's methods.
When considering the brand's strengths, the most critical is the shop's presence in the online world as well. This implies that, while other businesses squandered time and money developing an internet platform to sell their own items, M&S was ahead of the curve. 
According to the financial section of the 2020 strategy report, food revenue in the United Kingdom increased by 2.9 per cent, while clothing and home revenue decreased by 8.3 per cent. One reason food sales have grown is due to M&S's existing connection with Ocado, an online-only supermarket that was named Online Supermarket of the Year in 2018 and 2019. Due to the enormous volume of requests, Ocado will begin selling M&S cosmetics and select clothing in mid-2020. This partnership enabled consumers who were isolating themselves or just adhering to government directives to order their preferred items without leaving the comfort of their homes. 
The primary reason apparel and house sales have decreased during the pandemic are that all non-essential establishments have been closed in accordance with government recommendations to prevent the spread of the virus. People were less willing to spend money online in the past, preferring to see and experience the things in person. The uncertainty of these times prompted individuals to be more frugal, refusing to purchase items they would not use while at home, for example, school uniforms.
Following a thorough examination of the business, the weak points are identified that are beginning to worsen as a result of the existing scenario.
The vulnerability that will cause the corporation to lose profit in apparel sales during the pandemic is the shop-based sales, which account for the majority of revenue. As the world moves online, the company's target demographic, the 35-40 plus age bracket, is not very computer savvy. Another drawback is that M&S is perceived by the younger demographic as a non-trendy brand, resulting in potential new clients opting for trendier competitors.
With all non-essential shops closed and residents encouraged to remain indoors, the most significant possibility is represented by the collaboration with Ocado, which already had an established consumer base.
By recognising the threats that might have a significant impact on the business, measures can be made to avert future difficulties. 
As it has in the past, our company's name is being challenged by rivals in all aspects of the industry, which is why it must maintain consumer loyalty. In the supply chain, disruptions induced by unanticipated changes in regulations have led commodities to be transported at a slower rate, resulting in goods not reaching shelves as quickly as they would have otherwise.
Apart from the internal influences that a business may face, there are external factors that have a significant impact on its performance. Looking at the external influences that might alter the course of the business, the political influences are the most powerful ones. 
Governments altered legislation in response to the increasing number of infected individuals, enacting additional restrictions and guidelines. For example, lorry drivers were disproportionately affected by these changes, since they were required to spend more time than normal at crossings, adjust their schedules to accommodate covid tests required to enter new countries, or even quarantine. In the worst-case scenarios, some of them contract the virus, putting their lives at risk and forcing them to seek medical treatment in countries where they are not citizens. In terms of business, if a driver contracts the virus and must self-isolate, the delivery will be at least 14 days late. With these considerations in mind, everything must be completed in advance, and the firm must be prepared to make pressured decisions for the best.
Environmental impacts can refer to the environmental changes a business is doing, such as its carbon print. Due to the recommendation to wear masks and disinfect our hands and surfaces we touch, more waste is generated, particularly in stores, which are required to provide masks to each customer, disinfect all areas thoughtfully, and provide self-cleaning areas for customers to disinfect their trolleys and baskets. 
The brand's social perception may have a significant impact on total sales. The younger generation views the M&S brand as outmoded, preferring to shop at more fashionable competitors. Even throughout these lockdowns, other rivals' businesses flourished because they provided a broader range of designs and were perceived as cooler by the public. This broad vision of M&S may eventually inflict much greater damage if no action is taken.
In terms of technological influences, self-checkout was accessible in the majority of UK stores, implying that no interaction between customer and cashier was required. There was less interaction between individuals, which meant that the virus had a lower chance of spreading. Due to the availability of the M&S online shop and its relationship with Ocado, all the brand's items were available to customers.
In terms of legal implications, becoming an international brand included conforming to each country's regulations, preventing the company from taking a global strategy.
Marks & Spencer reported a statutory loss before tax of £201.2 million in the 52 weeks to 27 March 2021, down from a profit of £67.2 million the previous year. Profit before tax and adjustments decreased from £403.1 million to £41.6 million, while group sales decreased 13.5% year on year to £8.97 billion. Revenues from clothing and home furnishings were particularly heavily impacted, falling 31.5 percent throughout the time. In June 2020, the company unveiled its "Never the Same Again" initiative, which aims to expedite several of the firm's previously announced improvements, including simplifying its management structure, bringing third-party brands to its product offering, and reorganising its store portfolio.
A critical component of "defining the future" is the company's ongoing retail estate rotation. M&S now operates 254 full-line stores that sell apparel, homewares, and food. According to the report, many of them are in terminal decline and do not justify further investment. Over the next decade, around 30 shops will disappear, while another 80 will be relocated. Along with shop closures, the business plans to create or expand 17 main stores over the next two years, including former Debenhams locations.  
M&S is particularly susceptible to competition due to the fact that it offers not just food but also clothing and home goods. As a result, it confronts competition from supermarkets and clothing outlets alike. There are no alternatives for food or clothing in general, which means that the danger of substitutes is minor. However, items from other merchants can be exchanged for M&S food and clothes. 
New entrants pose little threat. This is because it requires a significant amount of cash to establish a successful chain of businesses. The industry is established, and any new competitor would need to provide anything fundamentally different, which is quite difficult in the food and clothes selling industries.
M&S is a giant publicly traded firm with a significant revenue stream, and suppliers want to see their products on the retailer's shelves in order to access the retailer's large consumer base. Additionally, M&S is less reliant on suppliers than other retailers because it mostly offers its own brand items. This implies that it mostly purchases raw materials rather than finished items, which benefits margins.
With an ageing client base, M&S's restructuring plans have emphasised the need of design teams being "more relevant, more frequently," and appealing to a larger customer base. It has responded to this with its sportswear label Goodmove, which has risen to the top of the market at full retail price, and is now introducing a "smart redefined," more relaxed approach to menswear as work-from-home becomes the new standard. Among the most notable modifications M&S has made in the last year is the addition of third-party brands to its product portfolio.
When we examine the retailer's actions attentively, we see one positive initial move: recognizing the need to rebrand with a more modern approach demonstrates an internal understanding of the issue. A new approach to their fashion line translates into a new base of clients prepared to become brand loyalists. While introducing additional brands into stores is deriving from the store's basic premise, if it proves successful in the long run, a new age of Marks and Spencer may be ahead of us, serving as a possible future analogue to Debenhams. 
Marks and Spencer is capitalising on the current epidemic to make adjustments to its core business, adapting its products to be more environmentally friendly and appealing to younger, more environmentally conscious consumers.
The relationship with Ocado is becoming tremendously beneficial, since it provides a more convenient shopping experience for customers.
In overall, the brand's decisions demonstrate its fundamental nature: quality, humanism, and positive change. Despite the financial setbacks, the brand has a history in the market dating back over a century, and it is unlikely to fade anytime soon. Successful decisions such as rebranding will impact new client bases. Marks and Spencer's future certainly appears to be bright.
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