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	Marks & Spencer Group PLC is one of the biggest British leading retailers with their headquarters in London. Founded in 1884- Leeds as a stall in an open market in different locations by Michael Mark, later the outdoors stalls been changed with indoor shops by Mark’s son Simon and launched its brands name as St. Michael until Tom Spencer invested in and the company’s name and then it was changed The Marks and Spencer's Penny Bazaar in the Grainger Market at Newcastle, opened in 1895. It is still open today and is the last surviving example of the Penny Bazaar shops which gave birth to the well-known Marks and Spencer's chain of stores. The stall in the Grainger Market is notable as the world's smallest Marks and Spencer's store (Cotterill, 2019). Back in the day shops were selling household goods and haberdashery, and as the name suggested, everything cost one penny. Today, the shop specialises in selling clothing, home products and food products which are very known for its quality and mainly all their sold stock is in its own label. Today M&S provides banking services, and it has its own M&S Energy. As of 2020 there is noted that there are more than 1500 M&S stores worldwide, there is over 1000 shops located around United Kingdom only and the rest 480 around the world. 
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	As large as Marks & Spencer’s are, they have their own issues, the company come across as “the company who does not appeal to any generation”. The company not trying to be suitable to everyone, all demographics, age, and the costs, have not set the “trend” to who would be shopping in the stores, as Natalie Berg says "In trying to be everything to everyone, they've ended up being nothing to no one".  
	M&S food sales recently have picked up, but their clothing line sales have not. Their clothing line have been called boring and conservative, and of not knowing what their key demographic is. They have not realistic representation of their clothing lines in their ads and online shopping is not helping the sales to grow. They have models who are in their twenties wearing clothes targeted to double their age shoppers. Also, M&S brought out “Modest” line and it is not only for Muslim, Jew, Orthodox or devout Christians but for those ladies who wants to cover up, as the name suggests. They got a backsplash from women who is asking if it demeans those who does not want to cover up but likes shopping at M&S. One of the costumers wrote: 'I wish they wouldn't call it 'modest'. It implies that women who is not covered from head to toe are immodest.' Their costumers were “not happy” about company implying that their customers who does not covering up would be “immodest” says on Dailymail.co.uk (2018). As Simon Sinek said, people do not buy what you do, they buy why you do it. This saying really could reflect on the decision that M&S made by calling their clothing line “modest” and not explaining why they did so, and why their costumers need certain wardrobe pieces. 
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Finding out the nature, scope, and the impact of the problem discussed above:


	Nature


	M&S not letting their costumers see themselves in their products

	Scoop


	Bad advertisement does not help to the costumers to see the idea “Why” they should be shopping at M&S

	Impact


	Good advertisement platform would increase the costumer numbers 




SWOT analysis
  Marks & Spencer’s has its strengths, weaknesses, opportunities, and threats which will be discussed below in SWOT analysis:
· Strong brand equity
· Multinational company
· Strong focus on enhancing costumer experience
· Strong e-commerce infrastructure
· The launch of “WOW” foods range 
· Clothing products designed by the category rather than a brand
· Well-experienced brand with over 130 year’s experience

· Not promoting their stock well
· No focus on how costumers see and imagine their clothing line in their wardrobe
· Public Perception 







WEAKNESSES
STRENGHTS


· Changing trends on clothing line
· Competition 
· No focus on demographics with their clothing line
· Costumers not understanding the retailers selling image
· The “millennials” rather shop on online platform

· Plans to invest in Indian markets
· “WOW” foods range to promote healthy lifestyle
· Online store







THREATS
OPPORTUNITIES



  From Threat (costumers not understanding the retailers selling image) to Opportunity (“WOW” food range launch): M&S has a Threat as their costumers does not understand or see their selves in Marks and Spencer clothing lines, the image they are selling is not working. So as company promoting the “WOW” food range and having M&S Sportswear can promote healthy lifestyle. M&S starting to sell their clothing by the category as well helps their costumers navigate and find their way around the shop easier.
  From Threat (“millennials” rather shop online) to opportunity (Online store): More than half of “millennials” total purchases are made online. When they do shop, they are more likely to do so with the intention of completing their purchase.  M&S is now looking to target younger customers through Instagram. The strategy involves encouraging users to share their photos with the retailer with the links which will lead straight to the online shopping page.  Instagram is the platform of choice for reaching the Gen Z and Millennial generation.


PESTLE analysis

Political
  Due to political climate and especially this year’s anti-racism protests and Marks and Spencer is trying to be more inclusive. In addition, being more inclusive helps them with  their expansion to an Asian market. They are offering different styles to a different demographics and their fashion is becoming more inclusive and representative to an industry.  With a diversity in UK M&S can target more foreign country and different believes costumers.
  As it says on Plan A (2021) M&S are working very closely with government environmental policy, for example, Paris Climate agreement and UN’s 17 sustainable development goals they have challenged themselves to provide greater transparency about where and how the products are sourced. 
Economic
  In 2008 M&S has failed to adapt to credit crunch and the economic recession that has followed.  After announcing their loss in profits, the city traders have marked down their share value by 25 percent. M&S have failed to acclimate to new shopping patterns of people whereby due to credit crunch families were turning away from luxury food and clothing brands in favour of cheaper alternatives (Prynn, 2008).  Other supermarkets such as Tesco have released Tesco value basic lines and have noted big increase in sales and discount stores like Aldi have reported 20 percent increase in profits. In fact, they were so slow to adapt to changes in shopping habits, they only managed to introduce the “re-marks-able” range in 2019, by which time other companies were offering their “Deluxe” ranges to retain and gain costumers.
Sociological 
  M&S spreading out into other platforms to promote their stock as consumer purchases are influenced by social, personal, cultural changes in the market. Over the years the cheap clothing industry have caught up with the changing trends in the market and M&S have provided less expensive versions of it to their customers.  Using influencers on Instagram to stay visible in competitive world of fashion brands.
Technological
  M&S understands that the shopping is changing. To transform their business in 2019 they have introduced Texel- digital fit company that scans you and recommends clothes suitable for costumer’s shape and size. 
  M&S has launched checkout-less in its stores, which it said will speed up transactions by up to 40 seconds. The scheme is being introduced in shops with high volumes of customers. It will allow staff to provide better service and cut queuing times (MacDonald, 2020).
Legal
  Marks & Spencer has been affected by data protection laws in UK in 2015 as costumers were logging in to buy products could see other costumer details including names and orders, they have made says C. McDonald (2015, Computerweekly.com) this was very concerning to M&S costumers how such a large company manages their data.
Environmental	
  M&S is trying to innovate new ways of how to reduce the use of plastic and helping their costumers to reuse and recycle too. Marks and Spencer have removed 2 000 tones of plastic packaging to foil or card. They are not using black plastic packaging as it is hard to recycle with the goal for 2022 to have a packaging of 100% recyclable plastic only. M&S introduced their costumer to a multi-use carrier bags for Life made of 100% recycled plastic.  In addition, they gave out to a 7 Million loyal Sparks costumers reusable tote bags to encourage them to minimize the use of plastic. In clothing, they have reused and recycled around a billion plastic hangers by asking their costumers to either bring it back (even if they broke) or leave them in the store so they can be reused. “People are increasingly concerned about their impact on our environment, but they also want to do something for themselves in terms of reducing their carbon footprint,” said John Lewis, managing director at M&S.
  Marks and Spencer have launched Plan A 2025- costumer focused, ambitious sustainability plan: to make all M&S packaging ‘widely recyclable, at least half of the foods to come out from healthier products. By 2025 all key raw materials M&S uses will come from sustainable sources, including all cotton by 2019. By 2025 at least ¼ of all M&S Clothing and Home products will be made using 25% recycled material. Plan A 2025 will be backed by a marketing campaign that includes M&S’ first ever Plan A store take-over with every single M&S window featuring a Plan A message (Barry, 2017). 














Conclusion
  Marks and Spencer have been in the industry for over 130 years and have tried many ways how to be the choice of their customers. Chairman- Archie Norman have told to senior managers that they need to start aiming to a younger generation costumer with their clothing line and cut their prices to match their competitors. Even though M&S have had a trouble with their fashion lines advertisements lately, advertising clothes to suit more fifty-five and plus aged costumers and modelling them on twenty-year-olds, wrong presenting the lines and their names, which some of M&S costumers find not satisfying enough. They have been trying to find and inspire new costumers’ trough the new advertisement platforms such as Instagram- as the “millennials” tend to shop more online, cutting down the promotions costs and as they do not spend as much on them, they can cut down the clothing prices too.
  M&S promoting and trying to inspire their costumers to live eco-friendly, less plastic use, recycle, reuse with their Plan A 2025. When costumers shopping at M&S store and they are buying something new they can donate their old clothes, so they do not end up on landfill sites. Unwanted clothes can be donated to Shwop Drops at the same time while they are shopping. 
  For Marks and Spencer to reach out to the right public and keep their costumers happy all they need is the right advertisement and making all their changes quicker to meet customer trends and fashion demands.
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