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Introduction

Marketing is a process of informing the value of product or service to the consumers. Its main function is to attracting the customers to purchase products. (Kotler et al.2001, p.8). Marketing management is a management of marketing process. When a product and services are produced or manufactured then it needs to marketing so that customers can get this product.If we think about it marketing deeply affects our day-to-day lives. Marketing plays a very important role for a company. Without marketing company cannot sell their products into a huge range of customers. As a human being we have some basic needs. To live a better life, we have to purchase our food, clothes, furniture, beauty products, home décor etc. In the marketplace the competition of various company is likely high. It is hard to choose a good company among them based on good quality products, reasonable price, features, ingredients, products details etc. That is why marketing is so important to increase the product knowledge for the customers and also company can use this strategy to provide their products details to the customer that can help to make a decision they are purchase the products or not.  (palmer, 2012, p.7).
This report discusses about market strategies and how to maximize customer satisfaction and end-to-end customer journey. Here it will be explained how market strategies works in a company to get maximum benefits and maintain their good relationship with customers. Then it represents the current market strategies and current customer journey of Marks and Spencer Group plc(M&S). Furthermore, it illustrates how the company can use innovative marketing strategy to increment profit and customer gratification and also describe SWOT analysis, PEST analysis, 4ps, market map, top competitors and pricing strategy.

Marks and Spencer Group plc (M&S) is established in 1884. It is one of the major British retailers shop. It providing general merchandise, food and home decor. It offers women’s and kids wear, men’s wear, beauty products, lingerie, food products and home decorated products which are available both online and their stores. The company has their branches across 57 countries and London city in the UK is a main branch. 

Communication Model

An American mathematician, Electronic engineer named Shannon and an American scientist named Weaver both of them write an article in ‘Bell System Technical Journal’ called ‘A Mathematical Theory of Communication’ and also called as ‘Shannon-Weaver model of communication’ in 1948. The main focus of this communication model is to develop the effective communication between sender and receiver and to find factors which affecting the communication process named ‘noise’. From the beginning, this model help to raise the technical communication after that it becomes applied in the field of communication.( https://www.communicationtheory.org/shannon-and-weaver-model-of-communication/)




Concepts in Shannon Weaver Model

The first step of this communication model is message. Basically, the main action of any communication model is to send message from sender to receiver via different technological process. Sender is the person who starts this communication and create message. Sender select the correct channel and make the message ready to send. With help of a machine which converts message into signal or binary data called Encoder. After that the signal or binary data reach the selected channel like telephone and telegraph then channel send the signal or binary data to Decoder. Decoder is a machine, which converts the signal or binary data into message so that the Receiver who gets the message can easily understand the message and can be able to create him/her own response and finally be able to provide feedback. This is the complete concepts or steps of shannon Weaver Model. 

Mark & Spencer spread their customer communications across 640 locations and 13 UK-based contact centre hubs. Marks & Spencer’s collaborating with Twilio to build a legacy phone system but it could not support digital strategy. So that they failed to consolidate customer information and could not connect with customers nationwide. They search a way how to recover this issue. After that within four weeks, Marks & Spencer planned a Twilio-powered prototype. It helps to convert the company’s existing switchboard and make a trial on two busiest days of the year. One is Mother’s Day and the other one is Valentine’s Day. They can operate more than 20 thousand customers inquiry calls. 


Integrated Marketing Communication

Integrated marketing communication is a strategy that focus on communication consistent of language, message, feel and imagery. It brings the branding and marketing techniques together to promote a tight, seamless and professional environment for the company. Integrated marketing communication helps to make sure about the collected data is compatible with the identity of the brand.

Marks and Spencer’s IMC plan

The first and foremost plan is to identifying the target audiences. It is very important to identifying target customers because present market situation is full of competitions. They do the competitors analysis. Marks and Spencer’s current promotional way is billboard, magazine and newspaper. It is definitely a reputed brand. They have a good customer based and regular customer. They sometimes declared offers and discount. They are more focusing on their product and investment rather than blockbuster tv add. They thought focusing on the products is absolutely the right thing they do.

Today’s market is more like online based marketing. People are preferring to buy their desired product through online because it’s very easy to purchase. Many of the brands have their online website and they more active on their online sites with lots of offers and promotions. So, the competitions getting so much high day by day. Marks and Spencer should create awareness about their online marketing.  They should be more active on Facebook, Instagram, twitter and the other social media. The company should actually focus on both offline and online marketing as well to avoid the risk. Offline marketing are advertising, promotion and public reaction. Online marketing are digital marketing and direct marketing.



Customer Journey
In the UK market, Marks and Spencer has a potential customer base. It has the best customer experience. It was very successful in the range of product and the quality of products before. But now they have to overlook the situation because the competition in the market is increased. People are preferring the low-price products with a good quality material. It should change some of their marketing strategy, design and try to get some foreign suppliers with various kinds of traditional and trendy products.A common end-to-end customer journey represents all the interactions in between a customer being completely unaware of a company through becoming aware, investigating it, buying it, using and assimilating it, through to becoming an advocate - telling others that they should buy it and use it too. There are five stages of customer journey.
1. Awareness: First of all customers realise that they have so many other option and they actually searching the information about their desired product because it could be the environment product. It could be a large amount of risk. So they should minimize the risk. This stage is a big like problem identification and information search. They need a product, they want to buy their desired product and they initially search information about that particular product. 
2. Evaluation and Consideration: They still carry on searching information but they started to valuation the brand. In the market there are thousands of clothing brands. Every brand has their own design and material. Price is also varied from each other brand. Considering all the brands they pick one to closely satisfied.
3. Decision: In this stage, they finished their searching about their product according to material, quality, price, design, pattern etc. Then they choose the brand and take their decision to purchase the product. 
4. Retention: They keep on buying the brand and they always satisfied with the product. After a long time, they have an emotional connection with the brand that connect to the brand’s loyalty. They are going to find the other substitute and they become more loyal.
5. Advocacy: Lastly, customers recommend the product to other people. They become like an advocate of the company because they know the brand’s loyalty.  They have emotional connection to the brand then they start recommending other people as the best product they actually choose. Here is the main success of a brand. This is how a company can promote their brand from person to person and can make a huge customer base in the market. But for this company have to be very loyal to their regular customers and always focus on their quality of products.


Total Engagement Model

Customer value proposition, branding, internal culture and customer experience all of those elements is combined together according to this model which help to customer gain and customer satisfaction. So, these four elements need to be workout together and should be combined in order to provide customer satisfaction according to the company providing the customer satisfaction.



Meaning of Market Strategy
A market strategy is all of an organizational marketing goal. Its main purposes combined into a single extensive scheme. They target on the proper product mix so that they can get the maximum benefit. Marketing strategy is an answer to one of the hardest questions in our understanding of competitive markets. Marketing strategy has to trace the gradual balance between strategy construction and strategic effectuation. (Baker and Saren,2010, p. 209)
Improvements in marketing concept have been corresponding to those in other circumstances. Marketing exercise, standpoint, notions and approaches to the study have all been changing. Products and services have raised in number. The practice of marketing has become more community oriented. (Bartels, 2014, p. 29)
In its simplest conjecture strategy is regarded as a unifying concept which links motive and operation. Strategy in the area of business is defined as the imposition of the fundamental, long term aims and objects of an exertion and the assumption of courses of action and the division of resources necessary for those targets. (Colin,2004, p.5)

Types of Marketing Strategy
The major marketing strategies are product, service and pricing strategy. Decisions related to operate models, marketing, location, distribution and the like are all indispensable judgement. However, the elected technique made in those areas only allot to further inform your product, service and pricing strategies. Indeed, these main three strategies are the only focus which an organization need to set up a successful association. (Botha,2005, p. 49)

Pestel Analysis of M&S
Pestel analysis mainly focuses on some factors which are directly connect to the marketing strategy. It works for six area of a company and research in these six sectors to find the exact solution of several problems and this research helps the company to get maximum profit by doing their business well. Pestel analysis stands for Political, Economical, Social, Technological, Environmental and Legal factors. M&S has free trade allows to import products at cheapest price. Brexit has an important role in the political factors. In the retail sectors, price has always been a major factor. Government stability, corruption level, freedom of press, tax policy, rates and incentives, trade control, import restrictions are included in the political factors. 

SWOT Analysis of M&S
SWOT analysis is a key part of any business and strategic plan. SWOT stands for Strength, Weaknesses, Opportunities, and Threats. Strengths and weaknesses are internal factors and opportunities and threats are external factors. A SWOT diagram analyses a project of organization venture by focusing on each of these factors. It typically consists of four boxes one for each area but the exact shape may vary depending on the design. (Bplans, 2017, p. 27)
This is where a company’s opportunities and threats of external analysis come together with the strengths and weaknesses of internal analysis. They both find them in this SWOT analysis. The purpose of this model is to formulate key issues and after formulating the key issues the key issues will go to definitive problem. SWOT analysis is a key part of any business and strategic plan. (Baker et al,2008, p. 275-278).
First of all, everyone has heard of Marks and Spencer. Definitely it has strong brand reputation. It is most popular clothing retailer brand in the world. Many customers appreciate their quality of products. It has a very positive customer experienced. They also sell their products on online and they have very strong base of customers. They have some regular customers who always purchase their products. People are very much addicted with their trendy design. Their inventory turnover is standard. Once they produce or launce a design then it doesn’t take long time to sold out. The company takes small number of days to clear their inventory in comparison with its competitors. Their designs are so unique because they have a very skilled fashion designer. The percentage of increase the revenue is also very high of this company. It has a huge number of workers who works on their websites to provide online services so that people can order their desired products via online and get the products at their door within short time. The company also offering free return policy for their customers within 14 days. So, if customer doesn’t like the products, they can return it free and this policy inspire the customers to purchasing their products.
M&S operates its business worldwide but mostly depends on its domestic market in the UK because higher number of revenues are coming from this site. From the UK, the company earns 89.8% revenue. In outside maybe there are some political and cultural issues that occur due to geographical changes. In the UK market there are plenty of clothing brands. They offering very good fabric and material with a reasonable price. The competition in the market is increased day by day. M&S should launce new design depends on customer demand and new trend. Youngsters are always prefer new designs and variation of colors.Otherwise there is a chance to considered as a tired brand.
 As it has a strong brand reputation and strong base of regular customers, the company should expand their business in the UK market. It has a great opportunity to open new branches in the town area so that they can reach more customers. The company also can open some overseas branch with extra facilities and new product line.
The company’s activities are subject to the several ventures associated with its suppliers. The success of the company primarily depends on the reasonable prices and product appearance, which is interdependent on supplier’s power to give goods at lower costs. The company collect their stock from 30 suppliers. It faces contraventions in finding skilled suppliers who maintain these levels. Also, labor cost in the UK, fashion changes, many branded competitors, suppliers and economic uncertainty are the main threats of M&S.

Competitors
Competitors means selling essentially the same products and services. A competitive analysis is a technique where it can ascertain chief rivals and experiment their products, sales and marketing strategies. Competitive analysis can create strong base of business strategies that improve upon their competitors. The position of their top competitors is in different level and their target audience is mostly the young people. All the competitors like M&S, they selling high quality clothes and provide new design based on customers demand and trend. Also, all the company offer huge discounts and sales. It is so inspiring to purchase from the particular shop in sales. Sometimes people are waiting for the sale time of a high-end brand. Because customers are always price sensitive but they want good quality. There is different position of clothing brands in the clothing market measuring high price, low quality, low price, high quality. The top competitors of Marks and Spencer are Zara, New look, H&M, Asos, Next etc.

Porter’s Five Forces
Another important analysis is porters five forces analysis. Five forces analysis was used to analyze predominantly a competitive circumstance of the business and focuses at five key areas. These are threats of new entrance, bargaining power of buyers, competitive rivalry, threats of substitutes and bargaining power of suppliers. (Hooley et al,2009, p.231)
Competitive rivalry is likely high because there is an intimidation of alternative products. The main power of control is relying on suppliers and buyers. Many other companies are entering to the clothing market with duplicate quality products with a budget friendly price.  For instance, Gap, Oasis and Next has started offering similarly priced goods yet more design focused with recent trend.
M&S collect its stock from very few local suppliers. It has very few ranges of suppliers because the level of their products is standards so it cannot purchase their goods from any suppliers. It always maintains the quality of materials and fabrics. That is why the Power of supply is quite low.
Generally, bargaining power of buyers is high. There are two types of customers in the market. Some customers are focusing on the quality of products and some are focusing on the price of the products. Most of them are very price sensitive. M&S has huge competitors in the market and they targeted on customers which can take away their regular customers by offering extra discounts, low price, sale, buy one get one free offer and three for two offers. Consumers always want a minor charge with high characteristic products.
To have a new entrant for M&S in this sector is quite difficult because the company has to expense high cost of entry and huge number of maintenance cost are also necessary to entering the garment sectors. The company needs to maintain a good communication with different foreign buyers which is quite tuff for a new company because reputed buyers don’t depend on new company. M&S experienced in their own field for a long time.
Customers have their own choice of view and they can easily switch to other brands because today’s market is full of new brands and reputed brands. They have thousands of options to purchase their products. All the brands are focusing on customers demand and they try to stay longer with their customers. So, the threat of substitutes of M&S is high. (Marketline,2019).

Conclusion
To conclude, many companies are faced today with strong competition and to survive in such a market environment it is necessary for them to know the customer needs and to align all the business activities to these customer needs. To fulfill all the customer needs the company should apply some strategy. Marketing is primarily about the market and customer orientation of the whole company. Marketing focuses on customer needs in a competitive environment. Any company must have a strong marketing power otherwise the company cannot survive in the market and cannot get organizational goal. Marketing is important for every company to sell their products and as well as for the customers to purchase their desire products. It plays an important role to maintain a strong relationship between the company and the customers. Marketing also plays a vital role to establish a brand strongly.  For instance, if company opens with a new product the nobody in the market will know about the new product. The company then need help of marketers who use marketing strategies to promote the product in the market. Every single company in the market needs marketing to get more customers. It is the hardest part of convincing the customers to purchase their products. Marketing is only the great technique to convincing the customers by providing all the details of the products via advertising. Also, marketing has a very efficient role in building the company’s reputation. People can know about the company through marketing without buying their products. If a company wants to be successful in the market then it needs to apply strong marketing strategy, has the power of understanding customer needs and and research on customer satisfaction and experience. Company needs strong market line, skilled management board. Marketing is being the most popular subject. The demand of this subject in every educational sector is increased rapidly. Students choose this subject and can build a very bright future in this marketing sectors. They can get smart salary in this sector.  So, marketing is very important for an organization. 
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