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[bookmark: _Toc89264085]Background of the company
Marks and Spencer Group PLC is the British Multinational retail organisation that has established an international market base in several countries (Marksandspencer, 2021a). In 1884 Michael Marks and Thomas Spencer formed this organisation to empower the fashion world of the UK. However, by the changes in time M&S has expanded the business and now the organisation sells fashion wear of men, women, and kids to get greater market expansion facilities. This approach has attracted the families to shop for the entire family. Besides this, furniture, homewards, beauty products, food, wine, and gifts all are under the product category of Marks and Spencer. In the current market the organisation has millions of national and international customer base (Corporate, 2021). In 2020, M&S earned £1018.9 GBP revenue that has flourished the business structure of the UK. 
In the international base the organisation has developed a broader market and the research explains that Ocado is another retail organisation which is the Subsidiary of Marks and Spencer. Marks and Spencer always promote contemporary casual wearable clothes which are fashionable and stylish (Marksandspencer, 2021b). In the international market base the organisation has 100 global websites and 1509 stores all over the world. Recently, after the COVID-19 issues Marks and Spencer has developed appropriate digitalisation in the business scenario by the application of Artificial Intelligence and IoT perception. Besides this, the Retail association of the UK has decided that to enrich the business proportions the monologue of “Buy Now, Pay Later” concept can be helpful (Marksandspencer, 2021a). The organisation has started accepting credit cards and instalment payment on behalf of savings, insurance, and mortgages. Marks and Spencer brought the renewable sources in by integrating 100% renewable electricity through wind, hydro, and solar system. The retail organisation has developed principles associated with the Human Rights Act, 1998 that helps to retain the customers by adequate independence, freedom of speech, and standard living process (Corporate, 2021). By maintaining Code of Conduct, Marks and Spencer have decided to reinforce the supply chain management. 
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Figure 1: Founders of Marks and Spencer
(Source: Marksandspencer, 2021a)
Marketing refers to advertising the product and services in the potential traits to highlight brand recognition. Innovation and marketing are the fundamentals of business that helps to strengthen the marketing potential. Creating a storyline and giving a tagline of a product or services hit the most into the minds of customers. Marketing fundamentals embrace research, communication, creativity, evaluation, and relevance in the market. Marks and Spencer is one of the leading retail organisations that provide quality food, clothing, and home ware. The reflection of marketing approaches and creative fundamentals convey that good marketing develops smart organisation and a great market captures the smart customer base. The marketing fundamental study examines 4Ps of Marketing to underpin the marketing potential and innovative way outs in the organisation. The study examines the marketing analytics to simulate the business operations of Marks and Spencer. The demonstration of STP Analysis helps to explore the unhappy customers as they are the greatest source of learning.   
Communicating with the target audience
Communication and marketing professionals long engage themselves in understanding the significance of identifying the target audiences with the message they want to deliver. Communicating the developed ideas to the target audience allows the business to direct their marketing efforts on the groups that are most likely to purchase from the business. According to evaluation of Wuryandani et al. (2018) STP analysis emerges Segmentation of market, Target the loyal customer base, and position the offering by the organisation. The research from Prima (2021) proclaims for the business management process, Marks and Spencer has decided to develop 2021 winter trends for the organisation. Versatile new products with creative new designs have been launched in the organisation. Double Breasted Relaxed coat, Animal Print Body, Stain V-neck Tie Sleeve Midi Wrap Dress these three products have been launched by M & S for the winter and autumn collection. After the official launch, the Marketing team of Marks and Spencer has showcased the products in the online and offline stores. In this situation inferring from the analysis done in the STP model, the brand can demonstrate the price, brand recognition, and acceptance of people towards these new products (Corporate, 2021). 
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	Double Breasted Relaxed coat
	Animal Print Body
	Stain V-neck Tie Sleeve Midi Wrap Dress


Figure 2: 2021 Winter and Autumn Collection by Marks and Spencer
(Source: Marksandspencer, 2021a)
[bookmark: _Toc89264087]Marketing mix strategies of Marks and Spencer
Marketing Mix refers to the 4Ps and the major components of marketing that implies strong brand visibility in the market.  Circulating a product in the market can involve better market recognition, therefore, understanding the internal and external factors are necessary for a significant approach. Ikechi et al. (2017) opined for advertising of the product and services it is necessary to follow the trends of 4ps of marketing mix. 4 Ps refer to Product, Price, Place and Promotion of a product in the potential markets of growth. The factors of marketing mix have been discussed below-
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Figure 3: 4Ps Marketing Mix
(Source: Pepels, 2021)
· Product
Marks and Spencer covers a wide range of products from fashion wear to home ware, therefore, the organisation needs to apply different product management strategies. In the winter collection of 2021, the organisation has developed a variety of products that can integrate different clothes as well as other accessories. According to the statement of Dadzie et al. (2017), it is seen that by creating demand in the market and executing different products with different features Marks and Spencer can deal with the cycle of product in the market. Besides this, maintaining effective product category and quality of the product the business environment of Marks and Spencer can be managed. Visibility of the products through online portals can develop the sales ratio and marketing proportion of the organisation (Pepels, 2021). The more Marks and Spencer would be able to develop product visibility it will ensure the selling proportion. Product management can partially change the marketplace ethics and buyers intention towards greater goals (Marksandspencer, 2021b).   
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Figure 4: Product variety of Marks and Spencer
(Source: Marksandspencer, 2021b)
· Price
Marks and Spencer always follow a competitive pricing strategy that helps to develop the price of the products by integrating ethical responses in the brand assessment. Dayzie et al. (2017) elucidated price helps to integrate the consumer mindset and impact the product flow in the market. Through the seasonal product management process the alternative competition can be managed in the organisation. Marks and Spencer follow the market competition to manage the product circulation in the organisation. Through the competitive pricing Marks and Spencer can control the prices of the products by accumulating marketing visibility and understanding rivalry approaches.  The exclusion and inclusion of products can be developed by creating a high proportion in the pricing (Sudari et al. 2019). Marks and Spencer has to underpin that in case of high demand generally price increase, however, in terms of market demands it is necessary to tally the customer needs and seasonal factors. 
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	Chukka Boots
Price: €55
	Pure Cashmere Animal Print Crew Neck Jumper
Price: €140
	Harry Potter™ Gryffindor Velour Pyjamas (2-16 Yrs)
Price: €27
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	Padstow Extending Dining Table
Price: €699
	Wide Fit Water Resistant Winter Boots
Price: €65
	Star Print Ceiling Lamp Shade
Price: €22



Figure 5: Product variety and prices
(Source: Marksandspencer, 2021b)
· Place 
Place refers to the location and region of the organisation where they are selling the product. According to the vision of Ikechi et al. (2017), it is seen that before selling the product it is necessary to highlight decision making approaches as different geographical settings have different needs. In this context the consumer base Marks and Spencer have to decide the needs and marketing landscape. High price, lack of usage, and lack of interest within people can affect the place arrangement (Pepels, 2021). By generating an appropriate display process in the physical store, the organisation can increase the sales proportion.  
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Figure 6: Store of Marks and Spencer in the UK
(Source: https://www.marksandspencer.com/c/creditcard#intid=gnav_mands-bank_bank6153)
· Promotion  
Promotion refers to advertisement and maintaining public relations with the customer base. After the epidemic situation of COVID-19, Marks and Spencer have aligned AI and AR facilities in the organisation. Through the integration of social media approaches, Marks and Spencer can develop social media advertisements that can improve effective integration in the organisation. Sudari et al. (2019) articulated that a digital platform is the best way to develop promotional features in the organisation. The involvement of Facebook, twitter, and Instagram Marks and Spencer can develop promotional features in the organisation.  
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Figure 7: Offers of Marks and Spencer
(Source: Marksandspencer, 2021)
· Facebook link: https://www.facebook.com/pages/category/Department-Store/Marks-and-Spencer-1360518403976141/ 
· Twitter link:https://www.facebook.com/pages/category/Department-Store/Marks-and-Spencer-1360518403976141/
· Instagram link:https://www.facebook.com/pages/category/Department-Store/Marks-and-Spencer-1360518403976141/
The brief about Marks and Spencer portrays that organisation is trying to focus on the business evaluation and critical assessments of growth. The blog contains strategic direction for the organisation and evaluates the marketing mix factors to strengthen the marketing landscape of Marks and Spencer. Product, price, place promotion all of these factors have justified ethically and described the potential impacts of these factors over the growth of an organisation. This written excerpt addresses the trajectory that STP renders and it is necessary to evoke abecedarian changes in the organisational business environment. Relating to the marketing fundamental facts, the document has amplified the pricing and promotional strategies that can improve the strategic direction of the organisation. The positional strategy and market face value have been developed through the application of Marketing mix and STP analysis in this content. Finally, the content has evaluated the importance of marketing to recreate the marketing feasibility and strengthen the base of the organisation. 
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