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Executive Summary
The report focuses on the impact of the Covid-19 pandemic on M&S by analysing the current situation of the company. In this process, internal and external analysis has been conducted using SWOT as well as PESTEL framework. Through this approach, it is identified that the company needs to focus on the technical aspects as well as opt for social media platforms as a promotional activity that facilitates creating awareness. The primary benefit is changing the perception of the consumers towards the company. It enables the company to seek the attention of the consumers and enhance sales performance gradually. By applying a collaborating approach, it is easy to create awareness among a large number of consumers and change the perception of the consumers.
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[bookmark: _Toc89841721]Introduction
Marketing is been considered as a tactical approach that is used by the brands to promote their products and services effectively to attract the mentality of the customers towards them. The major significance of implementing marketing strategies is to generate high revenue for the businesses along with framing the employer branding in a significant manner. In the piece of work, the situational analysis is been covered in a synchronised manner consisting of SWOT analysis, Pestel framework and critical evaluation of the factors that affect both internal and the external components of the business. Along with that, this assignment also highlights the influence of the covid-19 situation on the Marks and Spencer organisation. 
Marks and Spencer 
Marks and Spencer (M&S) is a British based retail organisation that is renowned for its operational businesses along with quality and innovation credentials all across the world (corporate.marksandspencer.com, 2021). The brand was founded in the year 1884 by Michael Marks and Thomas Spencer. In addition to that, the brand has a huge employee base of 69,577, which assists the company in the better stimulation of work operations (Blazquez, 2021). 
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	Strengths

· Mark and Spencer have a strong brand value 
· The company offers a wide range of products to consumers for more than 40 years (Burrell and Hopkins, 2019).
·  The company operates in 44 countries which are operated by 400 suppliers

	Weaknesses

· The sales of the company have been continuously decreasing due to the poor supply chain. 
·  In 2019, the sales of M&S were continuously declining: 0.7% in clothing, 3.7% in home products (Singh, 2021). 
·  The wrong perception among the consumers as the company offers clothes only to the older people
·  The major weakness is a high dependency on the manual process, which is comparatively costly. 


	Opportunities 

· Globalisation allows the company to collaborate with different brands and expand the business internationally (Carroll and Vaughan, 2019). 
·  Online stores are good opportunities for the company to increase the accessibility of the consumers

·  The company is required to implement a firm marketing segmentation policy that helps in segmenting the customers into groups to meet the expectations of the consumers easily. 
· Application of advanced technologies and encourage automation within the manufacturing processes. 


	Threats

·  The major threat for Mark and Spencer is cut-throat competition in the market that may reduce the market share of the company (Alharbi and Khaled, 2020). 
·  Frequent changes in government policies for retail stores. 




Table 1: SWOT analysis
(Source: Created by the researcher)

SWOT analysis framework has been to determine key threats and weaknesses of Mark & Spencer that facilitates in finding possible ways or techniques to eliminate such issues. From the above findings, the company has faced a range of difficulties in targeting all ranges of customers and meeting the needs of the consumers. It creates a negative impact on the company by increasing the manufacturing costs as well as delaying delivering specific products to the consumers. However, these weaknesses can be eliminated by focusing on current opportunities to expand the business and targeting a large number of consumers. In this process, globalization is one of the good opportunities to improve sales performance that allows the company to collaborate with other brands (Carroll and Vaughan, 2019). By applying a collaborating approach, it is easy to create awareness among a large number of consumers and change the perception of the consumers. This approach creates a positive impact on the business by changing the perception of the consumers and severely different products to the consumers. 
 Apart from this, M&S is required to shift online stores or e-commerce business that allows the company to access a wide range of consumers and vice versa. It is an effective approach for the company in this Covid-19 situation by increasing the accessibility and transparency within the business that eventually increase the sales performance gradually. Through this approach, a positive change can be evident within the business by gaining a competitive advantage and increasing market share within the organisation (Alharbi and Khaled, 2020). By following these processes, it is easy to eliminate key issues and challenges within the organisation that may reduce the sales performance and profit margin within the organisation. 

[bookmark: _Toc89841724]External (PESTEL analysis)

	Political
· Free trade policy allows M&S to import goods from several countries to provide quality products at a reasonable price 
·  Brexit has created a severe impact on the business by losing a range of suppliers after leaving the European Union (Cuadros, 2018).
·  The impose of trade regulations and tariffs reduce the profit margin of the company, especially retailers

	Economical
· The rapid rise of the UK GDP with 1.3% after the Covid-19 allows the retailers to increase the profit and obtain maximum profit (Ons.gov.uk, 2021). 
·  The employment rate of the UK is progressively increasing and is estimated to be 75.3% in 2021 (Statista.com, 2021). 
·  Providing products at maximum discounts to one-step ahead of the competitors leads to reducing the profit margin of the company to


	Social
· Covid-19 protocols and regulations resist consumers from gathering at one place. 
·  The spending power of the consumers has been reduced due to unemployment and financial crises (Gov.UK, 2021).
·  The confidence of the consumers has also reduced, creating difficulties for the company to seek the attention of the consumers. 

	Technological
· Implementation of technological perspective in the manufacturing as well as business processes.
· Shift to e-commerce business to target a wide range of consumers and grab the attention of consumers all across the world. 
·  M&S may include the self-checkout facilities within the business operation to save capital and eventually scale up the business as a firm of retailers. 

	 Environmental
· Sustainable products lead the company to be one step ahead of the competitors that enforce the business activities to minimise the utilisation of plastics and reduce wastage. 
· Fair trade has created a negative impact on the business, which resists the company from opting for alternative methods to enhance sales performance as well as increase profit margin. 
	Legal
· Frequent changes in governmental policies and regulations related to import duties reduce the profit margin of the company.
·  Trade policies have created a negative impact on the business that reduces the profit margin of the company. 



Table 2: PESTEL analysis
(Source: Created by the researcher)

The above findings state that frequent changes in policies and regulations have created a negative impact on the business by reducing sales performance. In this, Brexit has a severe impact on the business by reducing the suppliers, especially after leaving the European Union (Cuadros, 2018). However, the Covid-19 protocols and regulations have created a negative impact on the performance of the retailers by resisting consumers from the social gathering. Contradictory, technological factors allow the company to overcome losses during the pandemic as well as encourage automation processes to meet the growing demands of the consumers. It creates a positive impact on the business by reducing the manufacturing cost. In this process, a shift to online retail business or eCommerce is essential for the company to emerge as a strong retailer. Through this process, the company can minimise the contact of consumers and successfully comply with the Covid-19 guidelines for sustainable development (Volchkov, 2021). Aside from these, environmental factors play a pivotal role in enhancing sustainable growth as well as the business process gradually. Moreover, utilisation of renewable products is needed to be encouraged, which helps in improving the brand presence in the international market, which leads to a strong brand presence in the UK. 
[bookmark: _Toc89841725]Critical analysis of the factors that affect the business from both internal and external analyses

The company is required to change the perception among the consumers as the core customers are only above 45 years, which gradually reduces the performance of the business. In arguing with Lian et al., (2019), stated that targeting old customers increases the turnover of the consumers by 75%. To change the perception of the consumers, social media strategy can be opted by the company that helps in creating awareness about the products and seeking the attention of consumers. As per the view of Fuentes-Blasco et al., (2017), technological factors allow the business to increase the business processes, especially applying automation processes that help in reducing the operational cost. The self-checkout option helps the company to improve the business operations as well as save money for further processes. Through internal analysis, it is found that high competition and frequent change of policies are the major threats for the business. These threats can be eliminated by focusing on the key strengths such as strong brand presence and supply chain to deliver the products on time. According to the opinion of Krishnamurthy (2020), the shift to online e-commerce business facilitates increasing transparency and business operations for continuous growth. Online retail stores are major opportunities for the business that enforces the company to social media strategy to seek the attention of consumers. Another major opportunity is globalisation that allows the company to opt for a collaborative approach to create brand awareness as well as change the perception of the consumers. In this process, Advertisements on social media platforms such YouTube and Facebook helps in increasing the awareness among the consumers. As per the view of Cuadros (2018), Brexit has created a significant impact on the business by reducing the number of suppliers, especially after the separation from the European Union. As a result, the sales performance of the company was reduced in 2019 due to a poor supply chain. Thus, it can be stated that the company is required to focus on promotional activities to meet the needs and demands of the consumers. The primary benefit is enhancing the sales performance and changing the perception of consumers towards the consumers. Aside from all these, a collaborative approach is another opportunity for the company, especially in expanding the business in the international market. In this process, a sustainable approach is necessary by encouraging the utilisation of renewable products that help in building strong relationships with consumers. 
 The internal and external analysis of the company implies that a technological approach needs to be applied that facilitates improving the business process and changing the perception of the brand. In this process, automation and social media strategy are needed to be applied to improve the sales performance as well as seek the attention of the consumers. 
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All the organisations operating their functions around the globe has faced huge problematic issues in their operational field due to the arrival of the Covid-19 pandemic. The average sales of the companies have fallen to 27% along with that, 65% of businesses has declined their salary structure by reducing hours of working (worldbank.org, 2021). In the context of the decline of sales, businesses are facing huge losses in different industries. The retail industry has also faced huge losses due to this pandemic period. In addition to that, the imposition of lockdowns has also added its contributions to the decline of the businesses. In 2020, when this pandemic period was at its peak, the consumer behaviour towards the retail sector was affected which resulted in the fall of sales volume by 1.9% (ons.gov.uk, 2021). 
Even larger retailers have not sustained the influence of Covid-19.  Marks and Spencer is a renowned firm in the retail sector with its great performance and strategic approaches but this pandemic period has also affected the market of the brand. The operations of M&S were affected when the whole was under lockdown. The marketing efforts of the organisation were not successful despite their promotional strategies. The 4Ps of the marketing mix can be examined to understand the impacts of Covid-19 on M&S. 
Product: Due to the impacts of covid-19, the selling of the services and the products of M&S were strongly affected. The lockdowns had significantly affected the products and the retail services of the brand. At the peak of the pandemic, people were more concerned about their health issues. As a result of this, the company has suffered severe losses (bbc.com, 2020). Due to the effects of the deadly Covid-19 virus, people have shifted their approach from non-essential to essential items. In the post-pandemic period, when the market around the globe started again, M&S has altered their strategies to mitigate further losses. The top management of the brand has been consecutively analysing the market conditions with its stakeholders and reviewing potential approaches (corporate.marksandspencer.com, 2021). Additionally, the brand is designing its products by continuously evaluating the consumer mindsets and considering several factors. Marks and Spencer, with the presence of their skilled employee base, started developing plans to regain its market position. Moreover, due to the dealings in different categories of products, the food supermarket of Marks and Spencer was marked up with 1.9% (Busby, 2020).  
Price: Consumer behaviour governs the action and strategies of the companies. Moreover, all the corporations working in their sector have their concerns over the interests of the people. The pricing of the products has been set considering these factors. In the present market scenario, the prices of the products have been shacked vigorously. This impact can also be viewed in the retail industry. The price range of retail products like clothes has turned into a shaky nature. It is been noticed that M&S suffers its first loss of 60% due to the collapse of the clothing sector (Wood, 2020).  Due to the decline in the covid-19 infections and the opening of the market, businesses are looking forward to accelerating their static growth. M&S is also solidifying its pricing strategies to address its consumer base with a scalable approach. Due to the dealings with varieties of products, M&S has maintained the average pricing range of the brand. Moreover, the effective business proposal of the brand has also added value to the effective management of pricing strategies. In addition to that, the brand has maintained its value-based pricing strategy on food items. This strategic measure has uplifted the growth of Marks and Spencer to 1.9% (Busby, 2020).



Figure 1: 4P’s Marketing Mix
(Source: Created by the researcher)

Promotion: Due to the impacts of covid-19, the active implementation of promotional tools has also been affected on a great basis. Moreover, due to the implication of lockdown, specific challenges have appeared in front of the companies to use diverse promotional tools. The personnel selling, direct marketing and publicity is also been at deprecated. Along with that, as a result of the pandemic phase, the ultimate strike faced by the advertisement sector, the advertising campaigns gets affected (Guttmann, 2021). Resulted of this scenario, the promotional standards of M&S were also affected. However, the brand has found the alternative of this by strong and effective website campaigning. With the enhanced framework of the website, M&S has marked all its products and essential services in a significant manner. This eventually helps in the promotion of the brand. 
Place: Apart from every other marketing mix impact, covid-19 has not addressed many impacts on the operational places of Marks and Spencer. However, the brand In-stores remains closed due to lockdown, M&S has shifted its strategies to online. The brand serves its major operation in the residential areas. Moreover, considering this factor, M&S has established its connections with the Next Day Delivery system for the benefit of its customers through door-to-door services (nextdaydelivery.co.uk, 2021). Through this effective measure, the brand mitigates the effects of place due to covid-19 impacts in their operations.  
The STP is been considered as a basic concept used in marketing for the successful orientation of the market. The key comprises of this model are Segmentation, Targeting and Positioning. Moreover, this model can effectively depict the impacts of covid-19 in the operations of M&S and along with it, through this, implicative steps of M&S can also be marked to mitigate this issue. 
Segmentation: Through this stage, it has been analysed that, the impacts of covid-19 emerges the selling of essential products over the non-essential ones. As a result of this, the clothing section of the brand gets affected. However, due to the availability of food and other essential items, M&S has maintained its business. Also, in the pandemic period, the company avails a growth of 1.9% in the food sector. With this change, M&S has uplifted the promotions of more essential items over non-essential ones (Busby, 2020). 
Targeting: As a result of the pandemic, the UK market has suffered a lack of essential items, due to alteration of consumer behaviour. This has affected the selling of garments products by a 60% loss. However, M&S has addressed this issue with its scalable solution of upfronting the essential products moreover the non – essential ones. With this effective approach, the brand has targeted the consumer mentality. 
Positioning: After considering the needs of the ultimately required products, the brand has positioned more essential items. For meeting the needs and the demands of the customers, the 
brand has sophisticatedly promoted the availability of essential products like food through its website (marksandspencer.com, 2021).

[bookmark: _Toc89841727]Use of academic theory and other corporate examples to support your discussion

In the present scenario, Marks and Spencer are effectively empanelling their advertisement campaigns with digital marketing. However, this strategy has been commonly used by almost all organisations operating across the globe. Moreover, due to the effective use of this common factor of marketing, the sales of the brand have not been boosted by much. Thus, this has been derived that, M&S have to develop new and innovative marketing tactics to frame its image around the words in an efficient manner. Directing this, the M&S have to orient its approaches by deriving ideas from the change management models. Hence, the effective implementation of Kotter's 8 stage model, the discussion on change management in the context of M&S has been framed. 
The main motive of Kotter’s 8 stage model is, Implementation of change in a powerful manner makes the organisation successful (Galli, 2018). Framing this, Kotter's has created its 8 stage model, which glorifies that; change in the techniques of the operation of the organisation will also empower the performance of the corporation. 
Stage 1: Create Urgency
For a better depiction of the success rate of the product, the organisations must create an urge for the product (Galli, 2018). Due to the impact of covid-19, an urge of the essential things was created among the people. As a result of this, the requirements of the people have been shifted to essential commodities from non-essential ones. Due to this, essential sectors like the food sector has boosted up. Moreover, M&S has taken this into effective consideration. The brand has inoculated potential promotional strategies for the essential products. 
Stage 2: Formation of a powerful coalition
This context depicts that, corporations have to convince the people for the change. Moreover, this has further been done with the arrival of the pandemic period. Consumers have shifted their approach from non–essential things to the important and the basic things. This has assisted M&S, to promote certain products like food, beverages and all over clothing. Moreover, through this, M&S has successfully managed its market presence. 
Stage 3: Creation of the vision for change 
As a result of the arrival of the covid-19, the mindset of the people has been shifted more towards the essential things which are much required for survival. Thus, it has been glorified that, the pandemic era has significantly improved the change vision of M&S. 
Stage 4: Communicate the Vision
Due to Covid-19, a vision for the requirement of essential commodities has already been depicted. Moreover, M&S has associated this change with the availability of its retail services of different products. In addition to that, the brand has simultaneously promoted the context of essential things through scalable approaches.   
Stage 5: Remove Obstacles
With effective promotional strategies for basic things through website framework, M&S has become renowned in its service industry. This has simultaneously depicted that, M&S has cleared its operational path in a better way by removing obstacles. 
Stage 6: Create Short-Term Wins
In the pandemic period, the demand for essential things was accelerated in the UK. Considering this, M&S has glorified the active promotions of the needed materials which address the people demand in a significant manner. With this approach, Marks and Spencer have created short-term wins for them. 
Stage 7: Build on the change 
Continuity in the change building will improve the performance of the organisation in a scalable manner. For the depiction of change in its market industry, the top management of M&S has initiated the conduction of meetings with its stakeholders to set the desired goal-sets for active implementation of the operation. Additionally, the brand has also developed scalable methods to maintain the consistency of the development of its services. 
Stage 8: Anchor changes in the corporate culture
For accelerating along with the maintenance of the change, M&S has designed suitable metrics to inculcate the depicted alteration in its corporate culture. About that, the brand must have to signify its employee base for regulating the operations in a better manner.  M&S has empanelled delivery services with the Next Day Delivery system for the better availability of their products, door to door (nextdaydelivery.co.uk, 2021).  
M&S has been advised that they have to empanel the new and innovative approaches in their promotional strategies. For that, the brand has to design the application for the effective selling
of its products and services. This will benefit the preference of the customers as with this approach they can order essential items with all-time availability. 




[bookmark: _Toc89841728] Conclusion

The overall report majorly revolves around the concept of marketing fundamentals and the impacts of covid-19 on it. This report has explained the whole strategy implied by Marks and Spencer to address consumer behaviour. With the help of the covered contexts like SWOT analysis, Pestel analysis and critical evaluation of the factors, the important marketing aspects of M&S are been justified. Moreover, through this, it has been obtained that, M&S uses traditional methods for implementing its marketing objectives. In addition to that, a concept of effective implementation of online and digital marketing has been used by the brand to channelize its product in a scrutinised manner. Along with that, an important aspect has been drawn that, due to the impact of covid-19, the social gathering was affected which eventually tends the less selling of the products. Also, with the help of this assignment, the changes that occurred in the marketing operations of M&S have been highlighted. Moreover, the effective implication of marketing mix and the STP model has been covered in a better manner to justify the context. Concluding all the factors, it has been notified that due to the arrival of the pandemic period, the marketing fundamentals of Marks and Spencer have been changed. 
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