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1. 




2. Executive Summary 

The purpose of this report is to be a part two from the previous report written, but this document’s aim is more specific to the marketing mix as it further details how M&S currently work within the 7 P’s and if they will need to standardise or adapt to the US marketing tools in order to survive opening franchise partnerships there. The report includes examples of their competitors’ main issues/problems with being in the US to make recommendations on whether M&S should make certain strategic decisions. 
	 Marks and Spencer’s are a large retailer based in the United Kingdom with 1,043 stores nationally and 444 stores internationally. It was founded in 1884 by Thomas Spencer and Michael Marks, two entrepreneurs with the aim to specialise in high quality clothing, home products, and food products. On average M&S turnover £10.622 million every year globally and are continuing to grow and venture out to other countries. 
	Marks and Spencer already follow a strategic marketing mix plan; however, this report goes into further detail linking it to how they will either need to standardise or adapt to the US and their marketing tools due to cultural factors.
	Two recommendations were made for Marks and Spencer to be successful when entering the US. The first recommendation made was for them to locate in the centre of Los Angeles in California due to their 39 million residents, 35 million tourists per year, and their middle-class demographic. Also, it has been recommended that M&S do not change their branding, due to the fact they have grown and developed from being original and keeping their unique heritage. 

3. Introduction 

This report carries on from the previous report which evaluated the potential markets for Marks and Spencer, as possible new markets of entry and it was decided that America was the best option for them. However, this report provides a stronger and more resilient analysis in foreign markets. It will include a development of the marketing mix that will be suitable for the United States of America and the market entry strategy that was recommended from the previous report which was franchise partnerships. The report will include a discussion of key cultural forces which may influence M&S’s decisions on whether to standardise or adapt their existing marketing mix tools for their market, followed by examples of how their main competitors have entered foreign markets with their issues/problems. 

2.1 Introduction to the organisation 

Following on from the previous report that recommended that M&S should enter the American market using a franchise partnership market entry strategy, a brief description of M&S will be included. M&S was founded in 1884 and has ever since been a leading multinational retailed based in the United Kingdom, and today they are proud to have 1,043 stored open all over the UK and 444 other stores internationally (Marks and Spencer, 2020). Within their large stores they have a clothing section for men, women, and children, a café, and a food hall located in city centres, however, they do have small food halls only located in specific areas like train stations (M&S Stats, 2019). 

2.2 Report Remit

This report will put forth a detailed plan that deals with the practical implementation of this market entry using the marketing mix as a framework to structure this report. It will provide a detailed discussion of each ‘P’ explaining stronger reasons for M&S to work in America with pointing out more specific reasons followed by theoretical facts to support the points. 

	2.3 Introduction to the Marketing Mix

Kotler (2012) defines the marketing mix as a model used by businesses that is based on the 7 P’s. these include, product, place, price, promotion, people, processes, and physical evidence. He adds that it is a marketing tool used by organisations to achieve their marketing objectives within their targeted audience. Product is the product/service that the organisation is selling/offering to their target market, place is where they are located which can be tangibly or intangibly, price is surrounding the pricing strategy the company follow which can be premium (high cost) for example, promotion is all about the keeping the customers satisfied with deals or marketing advertisements, physical evidence is how they do their branding, people is who they target including age etc., and finally, processes is how they get their supplies for example (Samani et al, 2017). 



4. Marketing Mix 
4.1 Product
De Burca et al., (2004) informs us that M&S sell a wide range of products including clothing and shoes for women, men, and children from new-born, flowers, gifts, home wear, and groceries. They only sell their own brand products within their clothing section; however, they do provide a selection of more premium brands including Twiggy and Holly Willoughby sections that those famous women have designed themselves with M&S designers. Parung (2019) adds that M&S target people aged 35 and over whom are from a middle-class demographic, meaning the products they sell are aimed to capture their wants, needs, and desires. 
As the idea is for them to add franchise partnerships to the US, they must evaluate whether they need to adapt to their cultural forces or stay as they are, however, their products are who they are so it is a strong idea to stick to that in the US as Twiggy, for example, is also a fashion icon within the US and not just the UK so she can be a spokesperson for M&S in the US within their branding (Sull et al., 2008). Kohl’s, a departmental store in the US who sell the same product selection as M&S including food, clothing, shoes, beauty, and accessories, have 1,100 stores across all 50 states and generate annual sales of over $19 billion, their main aim is to offer their customers with quality products, just the same as M&S (Zachman et al., 2009).  

4.2 Place
Blythe (2009) tells us that the location of store/stores are vital for who you are targeting. For M&S to open franchise partnerships in the US, they must locate themselves in specific states that will benefit them, and as they currently operate their retail stores in city centres then it is a strong idea to continue with this as it has worked for them since they first established. However, over in the US, M&S must evaluate what states will best work for them (Aggarwal et al., 2007). According to Doole et al., (2012), the coastal area, California, has over 39.56 million people living there, and a large majority of those people are from a middle-class background with the same shopping habits as M&S customers from the UK. The retail store, Jigsaw London, is also a British brand who target middle-class people aged 35 plus and have been in California since 2006 and went from a turnover of £9 million to £77.9 million in 2020, in California alone (Jigsaw, 2020). More specifically, Los Angeles would be a strong strategic location for M&S as it is one of the biggest tourist locations in the word with over 35 million people visiting every year, this will allow so many more people to experience what they have to offer (Weismann, 2009). 

4.3 Price
According to Alon (2006), M&S follow a competitive pricing strategy within their marketing mix for their product portfolio. The clothes they stock are all of their own brands for women, men, and kids, and 95% of the food they stock within their food hall is their own brand also, with a tiny proportion of branded products. M&S price their products between medium to high costs due to their well-known premium quality, however, they still aim to follow a competitive pricing strategy due to the increased competition (Horowitz, 2000). Hollensen (2013) states that price is based on value, perception, and trend, which has worked for M&S as they are known for being expensive but for the right reasons, but as they are about the enter the US market, it will be a challenge to get US citizens to trust them that their quality is premium and worth their money. A survey by Marketing Week (Burt et al., 2002), found that 64% US citizens agreed to being willing to enter a new store for the first time and purchase a product without checking the price, to join in on the hype of a new retail store entering their town. This is extremely beneficial for M&S because if the US citizens did not want to try new products in overseas stores, then they would have to re consider their marketing mix initiatives to work and be successful over in the US (Mellahi et al., 2002). 

4.4 Promotion
Johnson (2004) makes us aware that M&S emphasize their promotion strategies through many different communication channels including, TV and mobile advertisements, social media campaigns, and their own website etc. Grewal et al., (2009) adds that they provide their customers with seasonal sales giving them special discounts that can go up to 80% off and they also have a promotional loyalty programme called ‘Sparks’ whereby the customer will have a sparks card to be scanned every time they shop which will result in them collecting points to then receive money off vouchers or free items for the next time they shop. According to Jobber (2012) US citizens are very caring people who are more likely to be affected by emotional advertising, this being whereby an individual is more likely to appreciate a brand if their advertisements influence them to buy their product through making them feel a certain way like making them smile (Parker et al., 2019), M&S have made emotional TV adverts many times before during the Christmas period so they are very much used to this and know what they are doing, to support this, they had over 1 million views on their 2019 advert on YouTube alone meaning the people who saw it on the TV decided to watch it again. M&S must ensure they target US citizens seasonally through emotional advertisements to ensure they capture the people they want, this way they are keeping up to date with what they want (Bas et al., 2016). 


4.5 People
As identified in the previous document, M&S have more than 1,000 stores in over 50 countries, resulting in around 83,000 members of staff (Marks and Spencer, 2020), the company follow a competitive payment policy in order to retain their employees meaning that rather than just paying staff the basic pay, they introduced a scheme that will motivate staff by rewarding them with extra benefits based on their individual performance. Polman et al., (2016) adds that staff receive two 20% off discount cards, one for themselves and one for a family member, which holds an unlimited amount of uses, adding onto this, they also have pension benefits, an insurance scheme, share buy, health insurance, and many more. According to Hofstede (2011) over in the US, they have many more employee benefits due to their key cultural forces, now this means M&S must not standardise, they need to adapt to the US marketing tools for legal requirements. For example, health insurance is a mandatory payment that needs to be deducted from every US citizens pay check so M&S need to be aware of this when it comes to recruiting staff so that they can discuss how it works in regards to the pay checks they will be handing over monthly (Robyn et al., 2013). 

4.6 Processes 
M&S have many different processes for different areas within the business, however, a very challenging process for the company will be their supply (Chao et al., 2009). Currently they are working very closely with local farmers to provide their customers with locally sourced meat (Trobe, 2001), they have released a statement telling us that as a part of their process with their farmers, they created a ‘M&S Farming for the Future programme’ which was set in place to meet their farm sourcing standards and address the challenges, identify opportunities for improvement and create a sustainable supply chain to deliver quality and innovation for the long term, they add that they need to work in partnership with their farmers to develop innovative supply chain relationships (Henry et al., 2013). However, as their farmers are local in the UK, this means they will need to find local farmers in the US who are willing to partner with them and follow their Farming for the Future programme which may be an issue for the company as they may not agree or key cultural forces may inhibit this like for example, the US are known for having imported 3.01 billion pounds of beef in 2016 from 22 different countries, which is not locally sourced (Chalise et al., 2019). M&S have loyal customers in the UK for their process of meat production and how they work with farmers, however, the US citizens may not be as passionate about this as local farming is not common (Bublitz et al., 2019). 

4.7 Physical Evidence 
Branding is a significant part of physical evidence within the marketing mix according to Keller (2020) as the branding tool portrays what the company is all about. Rees (2020) makes us aware that in 2017, M&S was voted the UK’s most authentic brand as they brand themselves in a unique way, and it has been changing the way we think and feel about shopping for over 100 years, through a consistent focus on value, quality, and customer experience. M&S are known for being an icon to British culture and its devotion to delivering value always being a top priority, they have changed their logo 8 times from 1930 to 2014 but all logos have all been clear, simple and have represented their heritage (Wilson, 2016). Macy’s is a large departmental store similar to M&S as they sell the same product selection to the same target audience, they are a US original brand but when it comes to their logos over the years 1920 to 2004, they are also generally the same, they have the same branding technique as M&S as they have kept it clear, simple, and unique to their brand for the differentiation and competitive edge (Seock et al., 2017). 
5. Marks and Spencer’s partnership in the US

After evaluating the benefits of M&S launching in the US compared to the weaknesses, the partnership mode seems to be the most appropriate method in relation to the overall marketing mix analysis produced, as they have already formed a strong relationship with Al-Futtaim, a partner who helped them opened stores in Dubai, Singapore etc. and are still successful in those international countries so therefore already know how they work and how they can make an impact on their marketing mix analysis to be successful in the US. However, even though a continued partnership with Al-Futtaim over in the US seems to be the best option for M&S, it is still vital that they work together towards the marketing mix initiatives suggested in this document because the US is very different to the countries they are already based, therefore it will still be a challenge for both M&S and Al-Futtaim to adapt to the differences but if they are strategic and follow the plan then they will have the tools and techniques to succeed.

6. Conclusion 

In conclusion to this report, it is clear to see that M&S will be successful within the US due to their history of their brand and how they target their audience. Many large departmental stores are thriving within the US due to their marketing mix tools, and M&S already have a willing franchise partner as discovered in the first document so as long as they adapt to certain parts then they will do well. They must ensure they locate themselves in a place like Los Angeles, California for their population, tourist population, and middle-class demographic, and they must keep their branding the same in order to share their heritage globally. 
6.1 Recommendations 

As it has already been mentioned, M&S have full potential to expand to the US with their franchise partner. However, two recommendations made in order for them to successfully work are ensuring their location is key, and ensuring their brand stays the same. It has been recommended that M&S locate in the centre of Los Angeles in California due to their 39 million residents, 35 million tourists per year, and their middle-class demographic, as this will allow M&S to operate the same to the same types of people. Also, it has been recommended that M&S do not change their branding at all, we know that keeping the history of a company works due to Macy’s being so successful, so M&S need to do the same as their heritage is who they are. 
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