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EXECUTIVE SUMMARY 
[bookmark: _GoBack]Marks & Spencer have implemented innovative strategies in their business operation in order to increase their brand image and increase customer awareness about their products. The organisation owns about 910 stores in UK and the organisation operates with their own franchises independently. The organisation has been portraying good values to their customers in order to improve their brand image. The product range provided by the brand does meet the demand of customers of all age groups. The brand is considered powerful in the global market and they have growth opportunities in developing countries such as India, China and other parts of Asia. However, the lack of attractiveness and high-end competition from other players in the market has affected organisations growth rate in the industry. In order increase customer base in the organisation it is necessary expand the product range to meet the requirement of all range of customers. The organisation should create awareness about their product and pricing strategy in the market to reach wider range of customers. The organisation is expected to spend on marketing at a large in order to gain the attention of global market. This will improve operation performance of the organisation.
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1. INTRODUCTION 

Marketing activities have become innovative in present competitive business trends to satisfy their customers. This report aims to offer a detailed marketing plan on the chosen organisation of Marks and Spencer with innovative strategies such that the brand can increase awareness. The environmental conditions and market segments will be analysed for forming strategies.
Marks and Spencer is a leading UK retailer extending its operations globally with 1380 stores. The firm involves in offering fashion, food, home, beauty and kids wear through its physical and online website. There are 910 stores in UK operating including independently owned ones and franchises. Other than UK, M&S operates in Asia, Ireland, Europe and other parts of the world (Reuters, 2018). The organisation will be offered proper insights to perform its marketing activities with inclusion of innovative strategies.
[bookmark: _Toc503632241]2. SITUATION ANALYSIS 
[bookmark: _Toc503632242]2.1 GAP Model 
Expected service
Marks & Spencer’s has been portraying itself as a provider of good value for the customers. The firm is expected to provide fast fashion while at the same time being lower priced than its competitors. The brand has different sub-brand in the clothing range each designed to cater to the needs of different demographics (Saner, 2017). The brand is expected to have higher value for money due to its wide product ranges and brands which are provided at lower cost. 
Perceived service
The brand is perceived to have the British-ness to it but however the customers feel that the value offered by the brand had lowered even though the products are cheaper. The customers expect the brand to change its product range and color palette. The different brands under Marks & Spencer’s are not well differentiated and often offer the same kind of product (Butler, 2018). The value for money is not high as expected as the product range provided by the firm does not satisfy the needs of all the demographic segments. 
It is hence necessary for the firm to develop newer product range that well understands the need of the younger generation. Failing to satisfy them would result in the failure of the firm in the years to come. 
[bookmark: _Toc503632243]2.2 SWOT Analysis 
	STRENGTHS
	WEAKNESS

	
Marks and Spencer’s is considered to a powerful brand with a high degree of brand recall and the customers view the brand as a provider of value for the money that has been paid by them because of the provision of high level of convenience, product range and quality (Telegraph, 2017). 
The country has stores all over the world in almost 50 countries and more than 1400 stores and employees a global workforce (Statista, 2017)
	
The brand faces a poor reputation as a store which is not in par with the current trends, even in spite of the vast product range. Also the brand is not effective in attracting younger customers (Williams, 2015). 

	OPPORTUNITIES
	THREATS

	
The brand can expand its business in potential Asian nations such as India and China where the income of people and economic development are increasing.
The brand can be involved in market segmentation through segmenting customers based on their age groups and identifying their specific interests (Ruddick, 2014).
	
The retail industry in which Marks and Spencer’s operates faces a high degree of competition from brands like River Island, H&M, Next, etc. and this lowers their market shares (RTE, 2017). 
Being a global retailer the organization faces different political restrictions in different countries (Vaughan, 2013). 



It is essential for the firm to make effective use of market segmentation in order to satisfy the different needs of different demographic, especially the younger generation. The firm must also expand quickly to Asian nations well ahead of its competitors. 
[bookmark: _Toc503632244]2.3 PESTLE Analysis 
	POLITICAL
	As mentioned above the firm faces difficulty adjusting to the different political restrictions posed by the different countries in which it is operating across the globe (Vaughan, 2013).

	ECONOMIC
	The economic potential of people in developing countries where the firm hopes to widen its business are increasing and this in turn increases the buying potential of the people and the amount the spend on retail brands (Ruddick, 2014).

	SOCIAL
	With the rise of cheaper clothing brands like those which are a part of super market chain the section of society which are looking for cheaper alternatives are increasing and they choose such brands over the expensive ones (Gottfried, 2017). 

	TECHNOLOGICAL
	In order to compete in the highly competitive retail world it has become essential for firms to use social media platforms to increase customer engagement (Mosca, 2017). 

	LEGAL
	The decision of UK to leave the European Union in 2019 would result in changes in legislations with relation to trade agreements (Hunt and Wheeler, 2018). This has influence on the firm and requires effective change management as a major of its business is in UK. 

	ENVIRONMENTAL
	Plan A is a green policy adopted by Marks & Spencer’s to make itself emerge as a zero-waste, carbon neutral, sustainable, ethically-trading and health promoting brand (Marks & Spencer’s, 2018). 



The political, legal and social environment of the firm might possess difficulties for the firm to survive them. The economic development across different regions of the world has positive effects for the brand. It has to utilize the development in social media technologies to attract and retain more customers. However on the other hand the firm has already been taking up steps to be an environmental friendly firm. 
[bookmark: _Toc503632245]3. MARKET SEGMENTATION, TARGET MARKETING AND POSITIONING 
[bookmark: _Toc503632246]3.1 Market Segmentation
Segmentation process is referred to as categorising the broad consumer market into different specific groups such that companies can optimise their offerings and streamline their activities. Value based and profile based is the two segmentation types (Kotler &Chernev, 2014). Marks and Spencer shall segment its customers based upon value since they are useful in strategic guidance which is required in this context. The marketing strategies will be intended towards covering families, working professionals, kids and tech-savvy customers to be facilitated by its portfolios. Based upon the similarity of customers and their preferences, they shall be segmented by Marks and Spencer. 
[bookmark: _Toc503632247]3.2 Target Marketing
Targeting process is referred to as selection of specific consumer group for serving them and to access them through appropriate strategies. This is done based upon demographic, geographic and psychographic variables where the actions of organisations are linked with those characteristics of customer segments (Fahy & Jobber, 2015). Marks and Spencer could target their customer segments with respect to demographic and psychographic characteristics such that the strategies could be more specific in accordance to customer expectation. This can create value in the retail industry and Marks & Spencer could be benefitted by offering appropriate products and services. 
[bookmark: _Toc503632248]3.3 Positioning 
Positioning could be referred as the competitive edge in customer mind for a product over its peers available in the market. Firms position their product offerings with superior strategies and value additions for gaining an upper hand in preference of customers where their perceptions are influenced through uniqueness, trustworthiness, variations and others (Baker and Hart, 2007). Hence, Marks & Spencer could position its products in a superior manner with unique ones that attract the customers. Competitive positioning will be followed by M&S. Quality, pricing and product range has to be placed in higher standards and integrated with technology advancements to gain competitive edge over others. 
[bookmark: _Toc503632249]4. INNOVATIVE MARKETING STRATEGIES FOR RAISING AWARENESS ON THE BRAND - MARKS & SPENCER
[bookmark: _Toc503632251]4.1 Proposed Marketing Strategies
Marketing mix is performed through 4P model which includes four elements such as product, price, place and promotions such that organisations can achieve their marketing objectives and satisfy their target market through effective decision making, tactics and actions in this regard (Constantinides, 2006). Therefore, in the context of Marks & Spencers, this marketing mix will be highly useful in achieving its objectives for satisfying customers and fulfilling profitability increase. 
Product: This element of marketing mix is concerned about the tangible offerings that include product, packaging, brand, organisation image, after sales, warranty and others. The benefits offered to the customers through purchase of the products in addition to quality, status and reputation (Liu et al., 2017). M&S is intended to sell products such as home, fashion, beauty, food and others. The variety of products and range will be expanded to satisfy customer expectation. The firm will offer more focus on home brands to increase its awareness levels where the quality of products shall be high. After sales support of products will be done through online and offline mode where some category of products will be offered warranty. 
Price: This element is the money value that is to be offered by customers for purchasing the product and can be subjected to change frequently. This can be considered as a tool for achieving competitive edge and is an important aspect for fulfilling expected revenue. The different type of pricing strategies is penetration, premium, value based, bundling and price skimming (Gazquez-Abad and Martinez-Lopez, 2016). M&S strives to satisfy its customers and create awareness which can be done through value based pricing and bundling strategies. These pricing techniques shall benefit its retail business where bundling can be easily implemented. In later stages, M&S could change its pricing technique after having a good reach. 
Place: This element mainly focuses on distribution of products and reaching them to the customers. The activities such as transportation of materials and storing the finished goods are performed within this element where it is ensured that the condition of products are perfect while reaching customers (Dibb et al., 2012). M&S will perform distribution through its brick and mortar stores located in prime locations across UK. Point of sale systems with trained staffs will be existing in the stores to offer assistance to customers. Online website of M&S shall also provide shopping facilities with support systems to ensure that order, delivery and payment are undertaken effectively. 
Promotion: This element focuses on communicating with target market through exchange of information to remind about their brand and benefits of purchase. This includes strategies such as personal selling, sales promotion, advertising and public relations (Brassington and Pettit, 2010). M&S shall perform innovative activities in all the four strategies of promotions. Advertising will include both print and online media. Public relations will include press releases and events. Sales promotions will be carried out through effective discount offers, coupons and cross selling. Also, it shall focus more on digital medium such as website, social media and mobile applications to satisfy the customers since they are more oriented towards technology.  
[bookmark: _Toc503632252]4.2 Customer Brand Touchpoints
Customer touchpoints are the various points through which brands can interact or communicate with their target customers and allowing them to respond. The media utilised for this purpose also come under this category and can be multifaceted (Heine and Berghaus, 2013). It becomes important for M&S to find out the customer touchpoints to establish a positive relationship. Rewards, messaging, community involvement and technology usage are the different sources used by M&S (Faull, 2015). Therefore, customer touchpoints of M&S needs to be diversified for gaining insights on the aspects that satisfy them in the changing business trends. It could strive to take more efforts for expanding its touchpoints through effective branding strategies. The possible customer touchpoints for M&S that shall be effective for building its strategies are discussed in the next section. These customer touchpoints shall be covered by M&S by embedding them in its marketing activities in all three phases such as before purchase, during purchase and after purchase. 
[bookmark: _Toc503632253]4.3 Brand Building Marketing Strategies based on Customer touch Points 
Brand building process intends to increase the consumer awareness on the brand with a worthy feeling and offers it a distinct identity. The brand equity has been increased with the marketing strategies that are performed in an interactive manner. Participation of customers becomes highly essential in this regard to build the brand identity and to have a sense of differentiation from the competitors (Wright et al., 2010). M & S has strived to view its business from the perception of outside world where it has mission to derive value to customer time and money. The entire customer journey has been analysed by M&S to offer expected experience by understanding their needs (Tesseras, 2017). It could be seen that Marks and Spencer has built its brand by understanding customer needs and has created an identity by offering value based on customer needs.  
Business innovation is a source of delivering value to customers through offerings, process, platforms, solutions, experience, networks, supply chain and brand (Battor, and Battor, 2010). Integrated marketing communication is one of the tools that can reach the brand to its stakeholders by integrating all tools with proper alignment between them. The major strategies in an IMC are direct marketing, personal selling, interactive marketing, public relations, sales promotion and advertising (Valos et al., 2016). Marks and Spencer shall use all of the above mentioned strategies across the customer journey and strive to induce innovation in every possible instant. Such strategies are explained below. 
Before purchase
Marks and Spencer continuously strives to revive its brand through customer experience through intense marketing efforts. The advertising efforts of M&S differs with different season and it includes both print and digital medium (Sweney, 2017). Advertisements are the messages sent to customers about the products and services of an organisation to draw their attention. This can be done through print and non-print media in the form of audio, text or video (Truong and Simons, 2009). Social media platforms are effective in creating an intimate relationship with consumers and influencing their purchase intention and brand related attitudes in a positive manner. The presence of brand can be strengthened in a positive manner through self expression, emotional bonding and positive WOM (Almubarak et al., 2017). The ratings and reviews offered in social media and online platforms can effective in offering proper guidance to the consumers towards influencing their purchase and brand awareness levels. Feedback from the customers has a wide role to play in shaping the portfolios and strengthening the relationship (McIntyre, 2014). M&S should involve in active social media marketing to improve more number of positive rating and consider the points offered in consumer reviews. Advertisements should be given in social media, websites and other types of media to create awareness. 
Word of mouth marketing is an important marketing strategy that influences customer satisfaction by passing on messages about the brand in a positive manner. This advertising is highly credible and encourages immediate purchase behaviour of the consumers (Rahman et al., 2014). Quality of products and services in M&S will be ensured of high standards to encourage positive WOM. Testimonials could be used by Marks and Spencer in its official website to express its expertise and the client perception on the products and services. 
Public relations are a marketing tool for increasing publicity such that brand attain salience among the consumers to increase attention, awareness and prominence (Kim et al, 2017). M&S could conduct events or offer press released frequent on its innovation, customer experience strategies or product portfolios. Community involvement initiatives could be one of the most effective strategies that could create a positive image for M&S among consumers. This can also increase positive WOM and the equity for the brand can increase. 
During purchase
Store or office set up of M&S could be of high standards for influencing the purchase experience of customers. Moreover, Promotions are effective in driving demand for products and influences the customers for purchasing. Product and price based promotions offer good benefits for the organisation in creating an enhanced level of awareness (Mathe-Soulek, 2015). Sales promotions are tactical tools that are used for short term customer attraction and are a complementary one that increases the brand awareness, loyalty, sales and attract new customers. They can be money based, store, merchandise or product based (McNeill, 2011). Therefore, M & S could involve in offering product and price promotion to attract customers. Websites and catalogue could be highly effective for M&S to communicate about its products and services to customers along with the offers or attractive reasons for purchasing their offerings. 
M&S has offered strong focus on price and promotional aspects to drive sales where heavy discounts have been provided. The IT investments are intended to acheive long term brand identity where their websites have been built up to enhance customer experience and online reviews (Vizard, 2016). Therefore, as a part of their IT investments, M&S could involve in providing point of sale systems to increase customer experience. Point of sale is the process that improve the sales functions and align it with marketing activities thereby offering superior value to the customers (LaForge, 2008). Mobile applications are one of the significant and its usage for ordering of products, payment, tracking of delivery and support can enhance the life of user satisfaction. Innovators and adopters are sensitive to mobile shopping and are emotionally attached (Aroean, 2014). M&S shall invest in sophisticated applications for sales through mobile phones with proper security levels. It can introduce point of sale for facilitating faster consumer check out and digital transactions. 
After purchase 
Post purchase, the consumers will not be made to wait in M&S through sophisticated billing process during their in store or online purchase. Mails will be sent regarding their transaction and purchase related processes. Direct marketing is an interactive process where communication with customers is done directly for stimulating instant response. Some of the DM techniques are direct Mails, telemarketing, teleshopping, Mail orders and direct response advertising (Cornelissen, 2003). E-mail marketing strategy is one of the key tools to derive customer engagement and increase the lead volume where marketing e-mails can create more value through personalisation. Key audience gets engaged by the Emails sent to them where the brand awareness increases. Transactional mails increase their experience (Sutton, 2015). Transactional Emails and Marketing mails will be sent by M&S after purchase to increase the customer experience where at certain instants, they offer a sense of personalisation.
Service quality of an organisation can be improved through service support teams who have been subjected to continuous improvements, listening to customers and offering high responsiveness through teamwork (Alfred et al., 2015).Customers can be active coproduces in creating value through collaboration. Creating virtual communities and making them engage with the brands can create long term relationships after purchase where the rise of internet has powered the firms to express their feelings and gratitude (Fernandes and Remelhe, 2015). Therefore, M&S will set up a dedicate service support team with expert professionals for offering responding to service calls and recovery of issues. Online help system will be installed for responding to enquiries of customers. Follow ups will be done regularly for ensuring their satisfaction and thank you cards will be sent after each purchase, service calls or feedback of customers.
[bookmark: _Toc503632255]5. CONCLUSION 
Marks and Spencer is one of the leading retailers in UK owing to its vast operations it is essential for the business to know of its marketing activities. From the GAP model it was identified that the firm need to invest in developing wider range of new products for increasing the satisfaction level of customers. M&S could utilise its customer touchpoints such as advertising, promotions, email marketing, public relations and other strategies prior, during and post customer purchase stages.
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