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Executive Summary
The whole report uses SOSTAC to develop an innovative strategic marketing plan to achieve the organisation's objectives. Firstly, the organisation has used TOWS to analyse the current situation and this model helps the organisation to make effective decisions to reduce threat factors and find new opportunities. The second step requires the organisation to identify a objective that satisfies SMART and must meet the conditions of achievability and measurability. The third step is to develop a marketing strategy to achieve the objective and the strategy used by the organisation is Segmentation Targeting Positioning. The purpose of this strategy is to help the organisation to collect information about customer preferences, improve customer loyalty, and increase profitability. The fourth step is to develop tactics through The 7Ps Marketing Mix which helps the organisation to identify the most suitable marketing organisation to achieve the objectives. A Gantt Chart is used in the Actions step because it better presents information to all members of the organisation such as task requirements, timelines, and the departments that are included in the process. At the last step the organisation is monitored through KPI's to complete each step of the Gantt Chart. Organisations should follow the SOSTAC process to realise their marketing plans and also be flexible in their strategies to face unexpected force majeure events. This marketing plan will help the organisation to maximise the effectiveness and achieve the SMART objectives.
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A business or organisation that wants to achieve the objective of sustainability must have a marketing plan. The purpose of the marketing plan is to help the business identify the target market and come up with excellent strategies for the business's products or services (Piercy and Morgan, 1994). This specifically includes pricing decisions, research to enter new markets, percentage of customers in a specific group of people, promotion of branding tools, and timetable targets (Dibb, 2001). This shows the importance of having a marketing plan, which gives the organisation direction and the meaning of implementing each activity. The organisation can compare the credibility of the plan by observing the indicators to better achieve the objectives.

This report will use SOSTAC to develop an innovative strategic marketing plan to achieve the organisation's objectives. The SOSTAC Planning Framework is a really simple and effective planning process which helps in developing each important stage of a company's marketing plan (Reed , 2014).
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This shows that the benefits of using SOSTAC for businesses is to help them check that all their marketing activities and budgets are in line with the business objectives of the organisation.

It is important that the objectives set by the business meet SMART because this ensures that the objectives of the business are clear and achievable (Bjerke and Renger, 2017).
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This shows that the benefits of setting SMART objectives are to help the organisation to use their time and resources efficiently towards their objectives, which can also avoid the possibility of the organisation getting into a failure situation.

"Marks and Spencer was started in 1884 by Michael Marks in partnership with Tom Spencer and is one of the largest retailers located in the UK (M&S, 2022)."

"The vision of the business is to make every moment special for customers providing an exceptional shopping experience through their high quality, own-brand food, clothing, and household products (M&S Carrers, 2023)."

According to Market share of grocery stores in Great Britain Statista 2024, M&S does not have a good market share position because customers are looking for cheaper and good quality shops such as Tesco and Sainsbury's (Bedford, 2024).

However, M&S compared to Waitrose as a common upmarket positioned shop, M&S has continued to increase their market share over the last four years. In 2024, M&S is officially tied with Waitrose at 3.8% (Houlton, 2024). The continuous increase in market share is a good indication that the company has a position in the premium supermarket sector and that they have the competitive potential.

The strategies used by M&S to gain advantage include price reductions and discounts on products, which can make customers feel strong value for money shopping experience (Houlton, 2024). This shows that the current strategy of the business meets the needs of high quality customers and also creates a good shopping experience to attract new shoppers.

Of course, the business should be aiming for a longer term target, such as becoming a leading retailer. In order to achieve their targets, the business has already completed a marketing audit, so they should formally start using SOSTAC to begin the process of planning the next steps in their marketing plan. This will ensure that M&S can complete the objectives within the timeframe set out and according to the instructions for each stage.

[bookmark: _Toc6700]SOSTAC
[bookmark: _Toc32607]1.0 Situation Analysis
The TOWS analysis is an expansion of more internal and external strategies based on the basic information of the SWOT model. The four strategies specifically included are Strength-Opportunity, Weakness-Opportunity, Strength-Threat and Weakness-Threat (Weihrich, 1982). The benefit of using TOWS analysis is to help organisations and leaders to quickly and clearly understand the current market environment as well as the operations of the business. This shows that TOWS can help organisations to better reduce threat factors and use opportunities to find effective strategies.

Through TOWS analysis, M&S's current operational position and achievable strategies look like this:
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Businesses should currently choose a 12 month period objective to achieve and use these achievable strategies to help them innovate and become more competitive in the marketplace.

[bookmark: _Toc12098]2.0 Objectives
Corporate Objective is used to guide the organisation's course of action, which helps managers to effectively move projects forward, prioritise tasks, improve efficiency and measure current progress (Keay, 2011). This shows that every organisation is in need of developing good objectives to ensure that they make the right decisions.

Some of the effective strategic marketing objectives include increasing market share, developing new products and services, upgrading the internal facilities of the business, and finding new consumer segments (Varadarajan, 2010). These objectives are measurable and achievable. The business can set the most favourable objectives to change the status by considering the current operations, budget, and external factors.

It is important that the business must be in line with SMART objectives, which helps the business to measure whether the objectives are achievable and measurable or not (Bjerke and Renger, 2017). Businesses need to use their time, resources, and labor wisely to meet the needs of achieving their objectives, so they must not waste their resources on objectives that may fail.

This time, M&S's objective is that before August 2025, companies can use the Middle East as a priority market to identify new customer segments, which helps them to achieve an increase in international sales from 11% (According to M&S Group Plc Full Year Results for 2023) to 15% (M&S, 2023). The reason for choosing this objective is that it can help the business to achieve growth in turnover in a stable and favourable market environment. At the same time, the business will be able to find a new customer base in this area, since M&S has always focused on the local UK. So, the business can perfectly look for a customer base that is in line with the brand, which is affluent shopper base. The increase in customer base can also proactively help the business to promote their popularity in the local area, so more potential customers will come to visit M&S shops.

[bookmark: _Toc2899]3.0 Strategy
In order to achieve its objectives, the strategy that M&S can apply is segmentation targeting positioning, and the function is to give the business a better understanding of the needs of different customer bases (Dibb and Simkin, 1991). This helps the organisation to gather information on customer preferences, improve customer retention and increase profitability.

Market segmentation refers to the process of grouping the market into segments that share some common characteristics, which includes the segmentation of geographic, demographic, psychographic, and behavioural variables (Tynan and Drayton, 2010). For example with geographic segmentation, M&S's audience groups are those people in developing countries and large cities. The Middle East is driven by the production and export of oil and natural resources that drive the economic wealth and labour market of the whole country (Fawcett, 2016). The average standard of living in this region are high, so M&S is able to find affluent shopper base here. 

Another type of audience is those who are actively interested in the internet, because nowadays the digitisation era has enhanced the consumers' active purchasing and brand recognition, so the M&S Clothing & Home official website's business profit can be increased to a greater extent in the future.


Targeting refers to the development of products and services that are aimed at one or more customer segments (Lynn, 2012). M&S has a wide range of businesses so they belong to differentiated market targeting. For example, their women's products include different age segments such as dresses, maternity, sportswear, and business types (M&S, 2021).

M&S have also set up a specialised vegan range called Plant Kitchen, where they use the glamour of flavouring to make vegan food tasty too (M&S, 2019). This is clearly attracting the attention of the vegan community and they are focussing on creating product variety to provide choice for their customers. This shows that the food segment of the business includes creating fresh fruits, healthy organic food, and vegan products etc. These can prove that the business has differentiation in their marketing mix for each segment.

Of course, businesses wanting to operate shops in the Middle East must respect their local beliefs because the majority of the people belong to the Islamic religion (Mayer, 1987). Companies need to reduce the sale of pork products, which can avoid customer dissatisfaction with the shopping experience.

Positioning means the customer's intuitive perception of a brand in terms of products and services (Schlegelmilch, 2022).
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According to Perceptual Map of the UK Grocery Industry, this chart shows that the customers' current positioning for M&S belongs to outstanding quality, good value, and premier products. Something different is that they are lowering their prices while keeping the quality of their products the same, which shows that they are trying to differentiate themselves from the high price positioning (Andrew Grant, 2019). This shows that companies are challenging to join the price competition because this can win more customers to like their quality products.

According to Marks and Spencer - Statistics & Facts, only one in five consumers will regularly shop at M&S, comparing to over 50% for Tesco (Smith, 2024). This shows that M&S feel a sense of crisis, so they want to improve their customers' perception of their brand by lowering their prices and creating special offers. The favourable prices will encourage their regular customers to increase their purchases, thus gaining more loyal customer base.

[bookmark: _Toc21860]4.0 Tactics
The 7Ps Marketing Mix is a marketing strategy tool that helps organisations identify the most appropriate marketing organisation to achieve their objectives. The core four considerations include product, promotion, price, place and the other three that help the organisation to meet the challenges of marketing services include people, process and physical evidence (Jain and Jain, 2022).
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From a full analysis, M&S's current setup of The 7Ps Marketing Mix is a positive development. If their Plan A is realised in the future, it will help them reduce their operating costs. At the same time, it will lead to their success in gaining the support and trust of their customers across the globe, which in turn will influence their rise in the international brand status. M&S should maintain their CSR and think tactically in the interest of their stakeholders. This will help them to gain support from a wider group of people and advance their objectives.

[bookmark: _Toc14358]5.0 Actions
M&S's objective is that before August 2025, companies can use the Middle East as a priority market to identify new customer segments and help them achieve an increase in international sales from 11 per cent to 15 per cent (M&S, 2023). According to the calculations, the 12 months are divided into four quarters and the target is reached by achieving 1% per quarter.

The Marketing Plan's Gantt Chart：cover a 12 month period from September 2024 to August 2025
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[bookmark: _Toc31294]6.0 Control
In the control stage, what the business needs to do is monitoring, evaluating, measuring, and adjusting the marketing plan of the business to ensure that the objectives are achieved (Mary, 2023). Companies can also use KPIs to monitor how well the plan is being implemented.
Key performance indicators are used to measure the status of the company's overall performance indicators over a period of time, which helps the business to set performance, to priorities tasks, and to implement them effectively (Lindberg et al., 2015).

Absolutely, M&S should put the KPIs in customer centricity while they can be targeted by counting customer efficiency, customer satisfaction, and customer retention. These performance metrics can help companies visualise the progress of their implementation of marketing plans. For example, online surveys can be used to measure customer satisfaction every month, which is to ensure that customers like the company's innovative products and services. The company can also conduct performance evaluations in the department at the end of a quarterly training, this is to measure the ability of the workers to make customer satisfaction increase. This shows that using KPI's to monitor M&S's marketing plans can assist the business to achieve their maximum potential and achieve an increase in international sales from 11% to 15%.

[bookmark: _Toc11840]Recommendations
It is recommended that when implementing SOSTAC's marketing plan, companies should also be aware of which supermarkets in the Middle East are currently the most influential and have the largest market share because they may also use price competition to threaten M&S's position. These competitors could take away M&S's customer base, so it is important to research the market to understand the competitors' strengths and to create a differentiation between them. Of course, external threat factors also include force majeure situations, such as economic turmoil and epidemics. If these factors happen, companies should have the flexibility to change their strategies to deal with the most threatening difficulties.

Since the number of local M&S shops in the Middle East is not high enough, the influence is not enough for them to get a huge amount of customers quickly. It is recommended that business leaders in the Middle East should reach out to successful entrepreneurs in the Middle East, because this will help the business to build up contacts and seek more partnership opportunities, for example, by participating in activities such as charities and business networking events. Building strong local partnerships can help companies to achieve product innovation, talent acquisition, and resource acquisition more effectively. This can reduce the resistance of the organisation to move forward, so it is important for leaders to use their communication skills to make more contacts.

It is recommended that M&S keep their CSRs to the Middle East shops because this will help to attract new customer base and increase customer loyalty. Within any country or region, people will always pay a lot of attention to topics related to charitable activities and preserving the natural environment, so if the business does achieve zero emissions then it will be a great move. The company will be recognised and trusted by charities and the community, which will help their brand to build a good image in most regions.

[bookmark: _Toc14140]Conclusions
The whole report uses SOSTAC to develop an innovative strategic marketing plan to achieve the organisation's objectives. In the Situation Analysis stage, the organisation has used TOWS analysis to clearly demonstrate their Strength, Weakness, Opportunity, Threat and use this information to develop an effective strategy.

The objectives set by the business should be in line with the SMART principle because objectives must be achievable and measurable otherwise they will be destined to be failed. M&S's objective is that before August 2025, companies can use the Middle East as a priority market to identify new customer segments and help them achieve an increase in international sales from 11 per cent to 15 per cent (M&S, 2023). The reason for choosing this objective is that it will help the business to find new opportunities and customer bases in excellent geographical markets because they are focused on the UK market too much.

The strategy that the business can use is segmentation targeting positioning because this strategy helps them to better understand more about the needs of a diverse customer base and improve customer retention. M&S used geographic segmentation to analyse their audience segments which are large growing cities and people who are actively interested in the internet. The company clearly understands that they belong to the differentiated market targeting because they focus on creating differentiation and diversity in the marketing mix for each segment. Customers' perceptions of M&S is changing and they are lowering prices while keeping the same high quality. This shows that the company is using discounted prices to win over more customers.

The tactics used by the business is the 7Ps marketing mix which helps the organisation to identify the most suitable marketing organisation to achieve the objectives. This specifically includes high quality products, close to nature location, zero emission target promotion, competitive pricing, people oriented, adequate service process, pursuit of natural colours and convenience physical evidence. These effective tactics can help the organisation to achieve a rise in brand recognition and to gain the support of a wider group of people to advance their objectives. .

Businesses use the Gantt Chart in the actions step to implement their marketing plan, which is divided into exactly four quarters to achieve their objectives. The business also uses KPIs to control the organisation to complete each step according to the timetable, performance evaluation of the capabilities of the workers and questionnaires to investigate the status of customer satisfaction. This helps the organisation to use their capabilities effectively to achieve the SMART objectives.
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product

M&S's choices for product quality have always been their mission, so they
should also require suppliers who can deliver the freshest ingredients and
clothing that is durable and fashionable. Businesses need to place special
emphasis on their corporate social responsibility for their products, which
includes keeping recipes healthy with less salt, quality seafood, toxic-free
clothes dyes, and animal-welfare (Li, Wang and Zhang, 2023). This shows that
the business purpose is to improve healthy lifestyles for all consumers and to
encourage customers to keep purchasing the products.

promotion

M&S's site selection process includes the need for surrounding natural
resources, as well as the comfort and aesthetics of the roads around the shop.
For example, they can collect local rainwater resources to convert into|
available water purification, which reduces the risk of local flooding (Marks &
Spencer, 2020). This is their demonstration of corporate social responsibility,
saving resources while providing convenience and safety to the people.
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price

M&S's tactic for promotion is to publicise their Plan A about zero emissions
target on the brand's website and at launches, which can make more
customers aware of the business's CSR practices (Grayson, 2011). This
shows that the company's aim is to advocate for people to join in the
conservation of the natural environment, so purchasing their products gives
customers a sense of reassurance and responsibility. This also sets up the
brand image of the business as being great and responsible, so their
customers will remain loyal to the business.

place

M&S should follow a competitive pricing strategy, such as the price of the
product should offer more discounted price to the customers according to the
season and festivals so that they will be attracted to come and buy the
product. At the same time, based on the life cycle of the product it is decided
to reduce the price of the old stock of the product and display the new
products on the front shelves (McGoldrick, 1998). This kind of pricing can|
increase the sales volume because some customers like to buy the product
multiple times during the discounted price period and this also helps the
company to reduce the inventory.
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people

M&S should be people oriented concepts provide good benefits packages to|
the workers of the organisation such as performance incentives, staff|
discounts, life insurance plans, pension benefits, shares purchases, health
insurance plans, learning and development programmes, etc (Marks and
Spencer, 2023). Businesses should be empathetic and they can do to provide
more flexible working time for workers who have families to take care of.
Businesses should also focus on emphasising on a diverse culture and inclusion|
and to plan female friendly policies which helps in making the organisation is
harmonious and congenial (Marks and Spencer, 2023). This shows that their
diverse culture should include developing new staff members recruited as
talents and respecting their rights as workers. Companies are looking for their
workers to grow better, achieve personal success and fulfil their personal
targets. Businesses that want to achieve expansion of their shops across the
globe should seek out talent with inclusivity and respect.
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process

M&S needs to ensure that the service process is adequate in technical
equipment, such as automated checkout machines and manual checkout lines
are necessary. Of course, they can also advocate customers to purchase and
pay online by logging on to the M&S website or using the M&S Credit Card. In|
order to support customers using their special sparks card, businesses may
also offer some reward redemption opportunities (M&S Bank, 2022). This
shows that businesses want to encourage customers to use their e-commerce
and use rewards to attract them to join loyalty programmes.

physical evidence

M&S's physical evidence is reflected in the fact that their requirements in terms
of aesthetics and comfort metrics for the internal shop design should be high,
because the environment has to be in line with where the high quality products
are placed. Each shelf area must be neatly organised, making it easy for each
customer to find the product they need. The colour palette and areas of the
shelves can trace the colours of nature to give the customer an relaxed
experience. The M&S main business website is in black and white colours so it
gives the impression of simplicity and convenience (Dalziel & Pow, 2021). This
shows that the visual perception of the environment is directly affecting the
customer's shopping experience, so the company should pay special attention
to keep the shopping experience neat and comfortable.
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First Quarter: the aim
is to attract local
potential customers

The digital and technology department is responsible for registering
M&S accounts with Middle East addresses on more social media
software and sending their relevant products and recent events. For
example, the common social media software are Facebook, Instagram,
Twitter, etc., which will target the group of people who often use e-
shopping as well (GO-Globe, 2023). There is also the idea of recording
M&S's public service documentaries and putting them on Netflix to
promote the company's social responsibility and contribution to
environmental protection. The purpose of this is to promote M&S's
quality products to the local potential customer base in the Middle East,
and to inform them of the brand's background and mission.
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Second Quarter: the
target is to innovate
following local
traditions

The clothing department is responsible for designing new clothing lines
and pattern designs based on the traditional culture of the local people
in the Middle East. Based on the female customs in the Middle East,
the business can also design unique patterns and different coloured
hijabs for sale (Simon, Laskier and Reguer, 2003). This will attract|
more female customers to buy the company's clothing products and
increase sales.

The food department is responsible for investigating the timing of local
festivals and traditional foods in the Middle East. For example, Islamic
culture includes Ramadan up to a month, so coffee sales are very high|
during this period because believers need to stay awake during the
evening worships (Sawvaidis et al., 2022). Companies should use this
opportunity to add new coffee flavours and coffee strength categories
to meet the needs of different customers.
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Third Quarter: training
and learning

M&S's largest international shop is located in The View, Kuwait, Middle
East. Marc Bolland, the Chief Executive of M&S can ask Mr Omar Al
Futtaim, chairman of Al-Futtaim Group for business knowledge
exchange and to learning from their successful strategies (Sambidge,
2014). The benefit of doing this is to understand the business model of
local commercial shops and access to stable suppliers. The business
can also try to take some of the reasonable advice and apply it to the
strategy.

M&S should also start training for the retail and sales department, this
includes sales and service knowledge such as smile service and after
sales service. One of the training methods in the Middle East is to
increase staff participation and motivation through game learning
methods. The benefit of this is that it stimulates the mindset of the
workers to be challenged because they are not afraid to make mistakes
in a game environment thus fostering a more determined and innovative
mindset (Tewari, 2023). This could be a new way of learning for M&S
and if it does have an effect on the motivation of the organisation it
might be worth to try.





image15.png
Fourth Quarter:
counting customer
preferences and
increasing production

The data department can decide on the next new product direction by
surveying the customer segments with the biggest purchasing power in
the area. This is important because capturing the preferences of this
customer base can generate more sales and value. For example, the
Middle East's preference percentage for products is 38.7% for fashion|
and 19.9% for electronics in 2023 (Lau, 2023). M&S does have fashion|
brand shops but what they do not have the experience of is partnering
with electronics suppliers. This may be a future marketing trend, for
example, selling products such as mobile phones and electronic
accessories in shop could earn a higher profit. This could be an|
opportunity, so businesses might want to consider getting a partnership|
with an electronics brand in this quarter.
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Situation
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Strategy how do we get there?
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