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[bookmark: _Toc90548608][bookmark: _Toc92120083]Introduction
This assignment will involve the discussion of the marketing aspects that have been made by Mark and Spencer while doing the business. The purpose of this assignment is the discussion the marketing communication made by Mark and Spencer while selling the products to the customers. The marketing communication will be made with the help of blogging, blogging is the process through which the two ways communication between the customers and the marketing department of the company has been made. In blogging communication, the reviews and the opinions of the customers can be shared through the online mode. Blogging is an influential way of making online communication with the target audience of the company in the market (Sharma et al., 2021). This assignment will involve the discussion of the six blogs through which the communication between the customers and the marketing department can be made.  
In this assignment, a brief description of Mark and Spencer will be discussed. Further, this assignment will also address the marketing strategy and the STP analysis. Mark and Spencer is a retail-based company that provides effective retail-based products to the customers in the market. This company has 78000 numbers of employees in the UK.  It is being founded in the year 1884 in London UK ( Mark and Spencer, 2021).
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Figure 1 Mark and Spencer
Source: ( Mark and Spencer, 2021)


Beginnings
Marks & Spencer started  more than 130 years ago when the Jewish immigrant Michael Marks came to the north of England from his hometown of Slonim, Belarus. During that time he have not got enough money and spoke poor English. Beginning as a hawker, he soon owned a market stall in Kirkgate Market in Leeds. He classified everything by price, but quickly stopped selling more expensive items when the penny section thrived.


Michael decided to look for a partner to help manage his growing business. He initially approached Isaac Dewhirst, who had loaned money towards his original start up costs. Isaac declined but recommended Tom Spencer – his senior cashier. Tom agreed, and on 28 September 1894 Marks & Spencer was born.
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Michael Marks                             Tom Spencer








Tom Spencer invested £300 and brought strong skills in administration and accounts, which complemented Michael Marks’ flair for merchandise, selling and dealing with people extremely well.
Marks & Spencer called their new stores “Penny Bazaars”, keeping the penny price slogan and adding the words “Admission Free”. This was a successful marketing strategy, encouraging customers to browse without any obligation to buy. 1900 Marks & Spencer had expanded to include 36 Penny Bazaar outlets.


Sheffield the Moor, Norfolk Market 1897
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In 1901, Marks & Spencer built a warehouse at Derby Street, Manchester. It was the first property what was first registered address and headquarters. It was ready for a period of growth that led to us having 145 stores by 1915.
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Launching of new food halls in Scotland's rural areas
Scotland has various rural areas and therefore provides help to the rural customer's Mark and Spencer is opening the new food hall in the Hirta St. Kilda area of the country. 



Vegan chocolates
Snacks, spices and cereals etc.
Cookies
Cakes 
Mark and spencer coffee
Market Place
Availability of food items
Hirta St Kilda is the rural region of Scotland and for providing a better experience to the customers at the village Mark and Spencer is launching a new food hall at the village. Pastries, cookies, cakes, chocolates and fresh fruits are the basic items that have been sold in the food hall (Costa-Font et al.,  2021).






An advantage to the customers
The rural people of the village are oblivion with the special cakes and chocolates sold by the company in the market. Due to the severe production of the food materials in the country, all the dairy products can be made and sold by the villagers at the food hall (Zhang et al., 2018).


Target customers
The major customers of the company are the children of age more than 10 years and the people who are pastries, lovers. 




Minimal prices of items
All the pastries, cakes and cookies are sold at the minimum prices to the villagers. Fresh fruits are being sold to rural farmers at the minimum prices in the food hall (Costa-Font et al.,  2021).
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Delivery cards for the rural customers 
In this aspect, new online delivery cards have been launched by mark and Spencer in the pandemic times for the relevance of the customers. 




Reviews and comments of the customers
Comments and reviews of the customers are being welcomed by the marketing staff of mark and Spencer. 
The objective of the delivery cards
The objective of the delivery cards is to attract the office going customers in the village and the householders of the village.
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Easy Accessibility
Due to the covid 19 pandemic, the delivery processes of the food items have been disrupted and so the online delivery card help in the efficient delivery of the food products to the customers in the market (Matthews, 2021). The food items can be delivered to the customers by the staff of the company. 
Advantages of new online delivery passes
These new delivery passes have been launched by the company in the market so that the rural customers do not have to waste time in the long queues in the covid 19 times. The food can be safely delivered to the customers through the help of online payment and by the staff of the company (Matthews, 2021).



Promotion: Mark and Spencer has started the promotion of the products and the services of the company into the market with the help of offline as well as online tools into the market. For the promotion of the products into the market, the company use the social media sites like Facebook and Instagram etc. The company also made the offline promotion of the products into the market through the help of the billboards and the newspapers advertisements the market. 
Place: Mark and Spencer provide its products both in the offline as well as the online mode and therefore the company has started several supermarkets in the UK. Mark and Spencer provide its services in the Asia, USA and Europe.  For the easy assessment of the services of Mark and Spencer, the company has started the online shopping process in the year 1999 in which the company has made a good frame online website so the consumers can get effective updates about the products in the market (Budianto, 2018). Mark & Spencer provides online delivery services through the use of the local currencies of the different regions.  
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Marketing mix strategy of Mark & Spencer
It is the tool with the help of which the company creates the position in the market. In this aspect, the 7P of the marketing mix will be discussed thoroughly (Ali and Anwar, 2021). The 7 P involves the description of the price, process, products, promotion, promotion=, physical evidence and the people of the company in the market. 
Products: Mark and Spencer is a retail food company and so the company sold many products to different customers in the UK. Mark and Spencer sold various products like vegetables and fruits which include the selling of organic vegetables and the products in the market. Further Mark and Spencer provide cakes, cold meat, desserts, cheese and fish products to customers all around the world (Bhasin, 2019). With the inclusion of the sales of the food products the company also sells sparkling wine for adult customers and health and beauty care products for females and children. Also, the company provides Red wine, rose wine, cava and champagne. 
Price: Mark and Spencer have started to put minimum prices for the rural people of the village. Mark & Spencer has decided the price of the products as per the variation and the fluctuations in the demands of the customers (Bhasin, 2019). Mark & Spencer has segmented the market as per the middle and upper-class customers in the market. Mark & Spencer has adopted the competitive pricing strategy for dealing with the rising competition in the retail industry.   Due to the high demand for cakes and chocolates the company has adopted the competitive approach of selling the products in the market. 


People: Mark and Spencer have the skilled and trained staff that helps in bringing value to the customers through the help of effective products into the market. The well-trained customer staffs of Mark and Spencer are responsible for the management and the delivery of the products in the market. At Mark and Spencer, the employees get trained as per the demand of the industry 4.0 so that effective services can be provided by the staff to the customers in the market (Quix, 2019).  Mark and Spencer have a highly trained and skilled staff for providing help to online customers through the toll-free services in the firm.  
[image: ]
Reviews and comments:
Comments and reviews of the customers are welcome by Mark and Spencer. 
Processes: Mark and Spencer sell all the products through the online as well as offline mode in the retail market. The company has a robust online website through which the company sells the products and the service in the market (Quix, 2019). The company also involves the research and development activities so to bring innovation in the products and the services in the market. 
Physical Evidence: This aspect deals with the evidence of the brand of Mark and Spencer. The company provides the products with different colours packaging and with the logo of Mark and Spencer in the pandemic times (Schleper et al.,  2021).   The online website of the company gives evidence of the existence of the company in the market. 
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Virtual tour of the food hall
Mark and Spencer are launching the virtual tour services of the food halls during the covid 19 times. 



The target of the new services 
The customers who want to have the physical experience of the offline tour of the food halls of the mark and Spencer these services are being used. The target customers for this service are the old people who are unable to come to the food hall for the shopping experience. 
Advantages of the services 
The virtual tour of the food halls of the company helps in the better introduction of the products and the services to the customers in the pandemic times (Khaerani, 2021).  With the help of the virtual tour services, the customers can easily identify the relevant food in the food halls of mark and Spencer. 
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Minimum Prices of services
Due to the covid 19 wave, the economic downturn in the world can be seen (Khaerani, 2021).   For providing effective services to the customers in the market the minimum prices are fixed for the virtual tours. 
. 

	

Reviews and the comments
All the comments and the questions are truly welcome by Mark and Spencer.



Reviews and the comments
All the comments and the questions are truly welcome by Mark and Spencer. 
Minimal prices
The covid 19 pandemic has created the worst impact on the economic conditions of the people and therefore the prices of the personal assistants are fixed lower. Mark and Spencer have fixed the prices lower so that the customers of different age backgrounds can buy the products at the minimum prices. 
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Advantages of the services
The Chabot services help in providing a better and the efficient experience to the customers in the rural village. With the help of these services, the customers can effectively shop at the food halls of mark and Spencer (Hsiao and Chen, 2021).
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Chabot services of Mark and Spencer
Due to the covid 19 pandemic, the physical interaction between the customers and the staff of Mark and Spencer has become low and so the chat boat services of the company help in making effective interaction through the online assistants of the company and also provide a point card what is call Sparks card. They give you personalised offers based on the things you love. Every week in every store someone will get their shopping for free or free item.


[bookmark: _Toc90548435][bookmark: _Toc90548582][bookmark: _Toc90548615][bookmark: _Toc92120089]Conclusions
In this assignment, the blogging communication between the customers and the marketing staff of Mark and Spencer has been discussed thoroughly. In this assignment, the STP processes and the marketing mix of mark and Spencer have also been discussed thoroughly. Further for setting up better relations with the customers effective blogging communication with the additional comments have also been made into the assignment. 
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