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Executive Summary:


Marks and Spencer have been a well-recognised brand on the high street of the United Kingdom for many years, since 1884. The brand had become a household name recognised for good quality in terms of its products, service and staff.

In recent times, it has suffered the same fate as many within the retail sector and particularly, those operating on the high street. Chairman of M&S has announced major changes to take place in the business, to ensure long-term survival of the organisation. Overview of the organisation will be included in this report which will be comprised of the findings of the overview, development and issues of M&S using: the SWOT analysis; the PESTLE analysis; finding the main concerns of the organisation; analysis and explanation of the strength; and stakeholders who could assist the organisation in resolving its current problems.
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Terms of Reference: 


UWTSD requested a report about the well-known chain store called Marks and Spencer (M&S). Retailers are battling to survive in the marketplace as many shops and businesses in the high street of the U face rising closure of sales and therefore the business, including Marks and Spencer. The M&S store chain has announced that 100 stores will close due to sweeping five-year transformation programme which aims to address a long-term decrease in clothes sales (Curry, 2018).



















Findings:

M&S has grown into a major multi-channel business in the retail sector with 852 stores in the UK, 480 international outlets and an online shopping operation (Webtrends, 2018). The business’ share of the clothing market in the UK stood at 14.3%, with a turnover of £8.2 billion. The business operates food, clothing and home and also other retail businesses using M&S own-brand model (Marks and Spencer, 2018).

A product portfolio can be analysed by using the Boston Group Consulting Matrix (BCG). This matrix categorises the products into four different areas based on the market share and market growth. The ‘Star’, which is the area of high market share and high market growth can include men and women clothing, food and drink. ‘Cash Cows’ are products in the high market share and low market growth, which can include nightwear products, as these have a high market share and is bringing high revenues to the business without any need of further investment. 

M&S had plans in 2014 to grow profit margins in the clothing sector by 1%. The interim results show the company had already bettered that growing margin by 1.5%. the improvement in margins is being hailed as a sign that M&S clothing business is recovering. They tried to improve the quality and style of its fashion, but also that is gradually weaning itself off the drug of discounting. M&S had lost its obsession with protecting its market share which was established before the influx of international and online competition. Therefore, it was bound to come under some sort of pressure. 

Rather than attempting to maintain its market position by being all things to all people, an impossible task- M&S appears to be trying to refocus its brand by moving up the market. The market had priorities like improved performance in womenswear, boosting margins, growing its food business and keeping tight control of costs, capital expenditure and cash. M&S had operated with a notoriously cumbersome logistics network, so the company often failed to get the right products in the right place at the right time (Riddick, 2018).  
There are many problems M&S are currently facing. One of the problems is that M&S faces many competitions on the Internet as there are many other sources for customers to purchase similar goods and services to M&S products. Around about a quarter of clothing and footwear is sold online in the UK, says retail expert Global Data. M&S is struggling to adapt to meet customer demand, and brands like ASOS is very competitive for online shopping. M&S has made an automated home delivery warehouse investment, which has impacted the brand name as M&S has struggled to cope with the customer demand. There are also too many M&S chain stores in the UK. M&S is closing a third of its 300 M&S stores (Wood and Butler, 2018).

M&S are known for the good quality products they sell, which leads to the products being expensive. Customers looks for good quality products and also a reasonable price. After many years of bumper growth, M&S food hall sales are falling due to rising brand names like Aldi and Lidl, who are known for their cheap products and also high-end market, Waitrose, which sell similar products and services M&S once was well-known for.

There are many strengths of M&S organisation. The main strength of the M&S is diversification of its products. It has a wide product portfolio which includes a variety of food, drinks, men and women clothing, cosmetics, and financial products. M&S is a highly recognised brand where customers like to shop as they can purchase anything they need in one store. M&S has developed an overseas supply chain, which is separated by its local retailers. M&S also have good, long-term relationships with employees and suppliers, who can help the business survive.  M&S currently have over 800 stores across the UK including around 615 stores that only sell food products and more than 300 stores in over 40 countries, which shows that M&S have a very strong brand awareness (Marks and Spencer, 2018). 

  Competition is very high in the market place and online as rivals have increased. Due to unpredictability in prices of raw materials due to rise in inflation in the UK, the cost of the products increases and therefore profit decreases as customers are no longer interested (BBC News, 2018). Due to bids on the stock market, M&S loses shares from the market. M&S are facing bad publicity as it does not portray itself as a trendy store where the youth can shop from. There are assumptions that M&S products are for the older generation, which results in losing sales and therefore increased profit.

There are many opportunities for M&S if they diversify some of their products such as styles of clothing. Market segmentation can be an opportunity for M&S to increase sales.
 
There are a number of competitions in the marketplace where there are alternative substitutions of supermarkets retailers like Sainsbury and John Lewis, which is a threat to M&S. There are also fast- growing rivals such as Aldi and Lidl (Osborne, 2018).

The political factor that impacts M&S is investment abroad and other competitors. M&S is listed on the FTSE 100 and has grown into a multi-channel business in the retail sector (Webtrends, 2018). Due to European integration and Free Trade Agreement, the market has opened for all British companies to invest in Eastern Europe. It makes companies import their products more easily. M&S rivals, such as Tesco, took advantage over this because of its higher cost structure. Brexit now taking place will heavily impact on the number of sales and also import of raw materials from abroad will be more expensive. 
Technology is fast-growing in this generation where it is now a popular place to shop from. Products such as footwear, clothes and accessories can be found via internet, which is now a common place in retailing. Paperless operation is being undertaken in M&S whereby the management and administration of the company are using IT systems, which are accessed through secure servers. This provides flexibility in the operating the business and also makes the company seem modern (Worth, 1999).
These days, customers care about the environment and the well-being of animals. Products produced by suppliers have more effect on environment, for example the use of plastic can negatively affect the environment. Environmentally friendly and sustainable ‘carbon neutral’ products are used in M&S to meet customer satisfaction (Smithers, 2018).
The stakeholder in M&S include: customers; employees; investors; suppliers; government and regulators; and media. The customers are very important for the survival of M&S as they are responsible for the sales and therefore the profit margin. Customers have high power but low interest. M&S engage with the customers by conducting surveys and also listen to customers via social media. Executive members of M&S have high power and high interest in the business as they want the business to thrive. Suppliers are important for M&S, they have high interest but low power in the company. M&S provide supplier conferences to the suppliers. Stakeholders such as admin and helpdesk have low power and low interest in the business. These stakeholders have an important role to play in terms of keeping the business organised (Marks and Spencer, 2018).
Retail is highly competitive. Not only has M&S failed to win on the fashion front, it hasn’t helped its cause with a slow-moving, unimpressive approach to e-commerce. A retailer of its size can’t neglect the online side of business to the extent it has done in the past. A new website launch was named as the reason for an 8.1% drop in sales back in August 2014 with reports from numerous would be customers who could not check out items disappearing from the basket. 
Expansion is needed for the food products to keep customers purchasing from M&S. M&S does not quite evoke the warmth the other high street brands. It may be suffering from complacency and has not done much to capture the nation’s attention. It needs to win Britain’s hearts and minds (Smith, 2016). 
Customer have been steadily losing interest in its womenswear which has declined in almost every quarter for the last five years. The style for women clothing is not liked by the young generation. For young consumers, M&S should improve clothing designs to show M&S’s own personality. This segmentation may satisfy this specific target market for the clothing products. In addition, M&S should enhance stock management. M&S has advanced technological systems. This system can combine with its stock management effectivity. It will find problems immediately and support products timely.
Above all, M&S should develop its strengths, overcoming weakness forces as well as turn these two factors into opportunities which will help M&S maintain its market position. 
M&S food sales are strong, and the products aren’t cheap, so instead of cutting corners on clothing, perhaps focusing more on good design and products, and not penny-pinching, will get better results and bring back the core M&S customers, who like quality products.

They need to be concentrating on great design and working with people who can deliver this, not factories, which are far removed from trends. The in-house design team clearly need to get out more, as do the buyers, and work with people who specialise in product design and who have important market knowledge at their fingertips. 























Conclusion:

M&S is a successful multinational corporation. M&S is a well-known brand and has a large number of loyal customers. M&S has many strengths, but also weaknesses of its product portfolio. M&S product portfolio has a variety of different goods. However, M&S should revise its marketing segmentation as they have a large product portfolio, especially in the clothing market. The young generation of women dislike the clothing selection as the young consumers prefer fashionable design. Poor decisions such as having lack of design and fashion for women’s clothing may have affected their profits overall as if planning of changing this problem had overcome, there would be many satisfied customers and therefore an increase in profit margins.

External stakeholders such as the customers can give more feedback and opinions to M&S to improve on its goods and services. Internal stakeholders such as executive members can make major decisions of changing M&S products to meet customers specific needs.
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