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[bookmark: _Toc144048892]Marketing definition 

Marketing is any activity a business engages in to draw a target audience to its goods or services through compelling messaging. In order to demonstrate product value, build brand loyalty, and eventually boost sales, marketing seeks to provide standalone value for prospects and customers through content. (forsey, 2022).

[bookmark: _Toc144048893]M&S INTRODUCTION 

When Michael Marks, an immigrant, arrived in the north of England in 1884 and was successful in getting a booth in Leeds' Kirkgate Market, M&S was born. He used the catchphrase "Don't ask the price, it's a 'Penny" to build his career after arriving with little money and little English. His stand selling straightforward household goods quickly prospered as a result of his hard effort and this straightforward notion. Tom Spencer, a cashier from wholesalers Dewhirst, joined forces with Michael to help his expanding firm. From this alliance, "Marks & Spencer" and its initial Penny Bazaar locations were created, and the company we are all familiar with started to take shape. (m&S, n.d.)

M&S Pestle Analysis

Famous British store Marks and Spencer (M&S) sells food, apparel, and different household goods. The more than 100-year-old chain, which was established in 1884, has long been recognised throughout the UK (and worldwide!). Although it would appear that this long-standing retail behemoth will always prosper, it recently revealed intentions to shut more than 100 outlets, casting doubt on its long-term viability.

In this study, we'll utilise PESTLE analysis to better understand Marks & Spencer's existing and future markets. PESTLE analysis examines a company' macro environment in terms of Political, Economic, Sociocultural, Technological, Legal, and Environmental variables. This will provide us additional information regarding the future of this multi-billion pound firm.

Political

The free commerce that has been developed between several nations is one of the best things about contemporary politics. This is quite advantageous for Marks & Spencer, which primarily operates in the United Kingdom but also has facilities internationally. With a strong profit margin, free trade enables Marks and Spencer to import goods from other countries at lower costs for sale in their stores. Free trade has been existed for a while, especially for European businesses, but it may be affected by the United Kingdom's choice to exit the European Union.

Moreover, the United Kingdom's decision to leave the European Union, sometimes known as "Brexit," is a political aspect that might have a significant influence on Marks & Spencer's business operations. Even though it's uncertain where the UK will stand in terms of trade rules and tariffs after Brexit, many of the potential outcomes are not favourable for UK shops. For instance, a so-called "hard Brexit" by the United Kingdom from the European Union may mean the loss of a number of free trade agreements with European suppliers, raising the price of products for end users.
In conclusion, Marks & Spencer does business in the UK in a fluid political context. To be competitive and in line with the values and interests of a larger society, the corporation must constantly watch changes in governmental laws, regulations, and global trade dynamics and adjust as necessary. An essential component of M&S's long-term viability and success is navigating this complicated political context.
Economic

Since December 2021, the basic rate of interest has increased from 0.1% to 5.25%, making borrowing money significantly more costly. The good news is that UK inflation, or the rate of price growth, has drastically decreased from its peak of 11.1% in October 2022 to 6.8% in the year ending in June 2023. (Munbodh, 2023)
Underlying revenues for the entire year increased to £10.9bn, up 6.9% from pre-covid levels. This demonstrated both robust increase in UK clothing and home sales as well as rise in UK food.
Operating profit increased by 20% to £709.0 million from 2020 to 2021 as double-digit growth in the UK Food and UK Clothing & Home sectors more than offset declines in the International and MS Bank and Services sectors.
Through the end of the year, M&S anticipates that volume difficulties and slower sales growth will be caused by inflationary pressures. Trading has outperformed similar times so far this year, but as the year goes on, this is anticipated to go worse. The business still intends to raise investment, spending about £400 million this year on items like supply chain efficiency and digitization.
It's important to remember, too, that the effects of inflation and interest rates might change based on M&S's particular situation. Supply chain interruptions, customer preferences, and other variables might also have a big impact.


Sociocultural

In the UK, Marks and Spencer is not a brand-new name. The retail business, which has been established since the 1800s, is now well-known to young people, the elderly, and everyone in between. The sad result of this long-standing reputation is that customers are starting to link Marks and Spencer with the past. Marks and Spencer's reputation as a stylish brand for consumers, particularly younger consumers, may decline as new and trendy retail chains emerge every year. 
You can also talk about ‘fast fashion’ and it’s impact on M&S

In addition, the use of prepackaged meals has significantly increased during the past 10 years in society. This may be as a result of improvements in food technology making ready meals more delectable than before. Any food shop would benefit greatly from this enormous new business. Although it's unknown exactly how much of the market Marks & Spencer controls, it is apparently one of the top 10 distributors of ready meals in the UK. Marks and Spencer has long aspired to dominate this sector.
Overall, Marks & Spencer's capacity to stay adaptable, inventive, and responsive to these trends and fluctuations in customer attitude will determine how successful it is in this sociocultural setting. M&S can position itself as a socially conscious, customer-focused brand and prosper in a continuously changing retail environment by aggressively tackling sustainability, diversity, ethical sourcing, and technology improvements.

Technological 
 
Self-checkout is one of the major developments in contemporary retail, particularly in grocery stores. This widespread trend is intended to save businesses money that would otherwise be spent on cashiers while also giving customers a quicker checkout experience. Marks and Spencer has already installed a number of self-service checkout systems throughout its stores, similar to the majority of other food retailers in the UK.

On the other hand, online purchasing is another significant trend in the retail industry. As might be expected, Marks and Spencer already has a significant online presence, selling practically all of their items, including apparel, food, and home goods. M&S delivers products directly to customers when selling apparel online, following the conventional model. It appears that Marks & Spencer does not transport food products, in contrast to certain other significant UK grocery chains.
In conclusion, technology plays a crucial role in M&S's attempts to maintain its competitiveness, improve the customer experience, and adjust to shifting consumer behaviour. The firm is well-positioned in the changing retail scene because to its dedication to digital transformation, online presence, supply chain optimisation, and sustainability efforts. The secret of M&S's long-term success will be to constantly embrace and utilise technology.

Environmental


Marks and Spencer has often promised to become a more sustainable business in order to uphold their reputation as a high-end brand. This applies to a wide range of environmental variables (such as carbon emissions from industrial processes and deforestation for agricultural land) that are present in the purchase of food, clothes, and household goods. Although many other UK stores have made similar commitments, Marks & Spencer's decision to become a more sustainable business is not particularly noteworthy.

Furthermore, the environmental effects of fair trade, a programme designed to provide foreign producers greater compensation, are also felt. This is so that smaller manufacturers, who profit most from fair trade, may operate more sustainably than their more established rivals. Therefore, Marks and Spencer's choice to sell fair trade goods also has a positive impact on the environment. (BUSH, 2019)

In the end, Marks & Spencer's proactive approach to environmental sustainability shows its dedication to ethical business conduct and is consistent with changing customer expectations for environmentally and ethically sound businesses. M&S can establish itself as a pioneer in environmentally conscious retail and contribute to a more sustainable future by continuing to innovate in sustainable sourcing, waste reduction, energy efficiency, and customer education.

[bookmark: _Toc144048894]Five porter’s force M&S 

The competitive environment of the firm as well as the elements impacting its industry are covered by Marks & Spencer's Porter's Five Forces study. The study focuses on evaluating the company's position in light of factors including the threat of new competitors, the threat of replacement products, the bargaining power of customers, the negotiating power of suppliers, and market competition. The Marks & Spencer Porter Five Forces Analysis will now begin.

New Entrant Threat:

According to the Marks & Spencer Porter Five Forces Analysis, the danger of new entrants is as follows:
Due to the high capital expenditures required to join the market, market maturity, and strong brand names that have won customers' loyalty, the retailing industry faces little competition from new entrants. The strong consumer loyalty of M&S, the business's concentration on high-quality items, and its extensive and well-resourced supply chain network would all serve to deter potential competitors. (S, 2015) Nevertheless, the corporation is dealing with entering competition in both its food and clothes areas despite significant entrance restrictions. Brands like George and Matalan, which fall under ASDA's purview, are lowering their prices to appeal to once devoted M&S consumers at the lower end of the market. In fact, by volume in the summer of 2014, Asda overtook H&M as the second-largest clothes shop in Britain (Butler, 2015).

Threat of substitutes:

The following are Marks & Spencer's risks from competing items according to Porter's Five Forces analysis:
Marks & Spencer is a company that sells both food and apparel. These two are fundamental need for human nutrition. There are therefore no actual alternatives to them. They can, however, be replaced with goods provided by other businesses. Regarding the clothing market, Marks & Spencer has built up a sizable amount of brand equity over the years and continually invests in design to set itself apart. However, it is simple to copy designs and sell a product with a similar appearance for less money. However, the brand equity here aids in the sale of its goods. Additionally, there are other alternatives to Marks & Spencer's food offerings, like Waitrose. We might conclude that the threat of replacements is significant in light of all the aforementioned concerns.

Customer Bargaining Power:

The clients' negotiating position in the Marks & Spencer Porter Five Forces Analysis may be explained by:

The people who buy the goods from Marks & Spencer are called customers. The retail sector is fundamentally very competitive, and its clients are price-conscious by nature. It is more difficult to keep clients since there are low switching costs for the customers. There is also a lot of client focus. Additionally, there are a lot of options available for clients to select from. Additionally, there are other rivals that provide both unique and comparable items. The accessible options are both pricey and reasonably priced. In the end, clients have a variety of options at their disposal with nothing in the way of switching fees, which increases their negotiating power.

Purchasing Influence of Suppliers:

The following list represents the suppliers' negotiating position in the Marks & Spencer Porter's Five Forces analysis:
The organisations from which Marks & Spencer purchases its raw materials are known as suppliers. It is a well-known fact that Marks & Spencer operates internationally, has a presence in many nations, and has a strong brand equity. Instead of using just one source, it purchases its input materials from several. They don't provide many distinct materials. Additionally, the company has a competitive advantage over rivals since it creates its own products rather than buying finished items, which would not be conceivable if finished goods were purchased. Additionally, there is limited room for supplier forwarding integration. Additionally, because Marks & Spencer currently purchases from a number of vendors, moving from one to another incurs no cost for them. Given the size of its supplier transactions, M&S has the power to request purchases with lower margins. We may infer from all of the aforementioned criteria that suppliers do not have much negotiating leverage.

Competitive opposition:

The following are the effects of the main rivals in the Marks & Spencer Porter Five Forces Analysis:
As was previously noted, there is a lot of competition in the retail sector. The market has a lot of competitors, and consumers are also price conscious. Customers have a large selection of stores to pick from, and switching costs for them are almost nonexistent or very low. Customers have access to a wide range of choices as well. Large companies entering into the retail industry as well as the rise of internet retail have made the competition tougher. The positioning of Marks & Spencer in the market is as a premium brand that provides items at fair prices. This is true for both the food and apparel sectors in which it works. Although the business is able to raise the value of its online sales, there is still a ways to go. The personalisation of Marks & Spencer's loyalty programme helps the company. But since its stance has shifted from what it formerly was to offering consistently cheap prices, it is depreciating the brand and attempting to provide things from its past specialisation stand to everyone. If this continues, it becomes indistinguishable in the future. (Team, 2023). 

Overall, taking into account all the previously mentioned issues, we can say that Marks & Spencer faces a lot of fierce rivalry.

Finally, the Porter Five Forces Analysis of Marks & Spencer above demonstrates the numerous factors that have an influence on its competitive environment. This knowledge aids in assessing the many external business aspects that affect every organisation.

[bookmark: _Toc144048895]SWOT analysis

A SWOT analysis evaluates a company's internal resources and external environment (Harrison). The following study tries to examine M&S's advantages, disadvantages, opportunities, and dangers.
Strengths 
Through its 1,382 locations throughout the world, Marks & Spencer plc is well recognised. When compared to other UK companies that solely operate on the UK market, the company's foreign expansion through franchise agreements offers it a significant competitive edge (Rogers, 2012).
M&S, which is currently present in 59 territories in Europe, Asia, and the Middle East, operates through wholly owned retail businesses, retail joint ventures, retail franchise operations, or website-only territories (Spencer, 2016). Priority markets like India are developing particularly well, and the food business is expanding in Hong Kong and Europe (Spencer, 2015).
While M&S's two-fold worldwide business (clothing and food) is supplying even more stability, the geographical diversification built into its international strategy helps to reduce any possible hazards of being unduly exposed in a single area (BBC, 2013).
One of the top ten brands in the UK today, Marks & Spencer plc is a recognisable name that has been in business since 1884 (Vizard, 2015). It has effectively enhanced its brand positioning as a provider of high-quality and reasonably priced items by continuing to invest in innovations and brand-building advertising throughout the recession (Spencer, 2016).
Weaknesses
In an effort to strengthen the clothing division of the company and reverse a decade-long decline in market share in what was once thought of as the company's most profitable business, numerous initiatives have been introduced, including adding new sub-brands like Autograph and Per Una, luring employees from rival companies, and launching a website in 2014 (Telegraph, 2014). However, these efforts haven't yet yielded the desired results (BBC, 2013). The company's garment sales have been declining for four years in a row, despite a minor increase in April 2015, and the second quarter of 2016 was the company's weakest since 2005 (Davey, 2016).
The business is losing important personnel to its top rivals, including product developers, food engineers, and members of the design team for general merchandise. In addition to having to invest in finding, hiring, and training new employees, this will put the business at risk of having its contacts, know-how, and expertise (relative to current or potential contracts and business) being easily accessible to rivals (Davey, 2016).

Opportunities 
While the company's clothes division is experiencing declining sales, M&S has a stronghold in the food industry and has implemented a successful specialty approach that has increased sales. By growing its Simply Food network of convenience shops and preparing the quickest food store opening programme in the business's history for 2015/2016, the company is harnessing this trend (Economist, 2015).
Six million people shop on the M&S website right now, but there are still 14.5 million people who exclusively interact with the firm in-person at its High Street stores and do their online shopping with competitors (Telegraph, 2014). With four million registered members, the Sparks members club will open at the end of 2015, and it's anticipated that the introduction of a customised shopping experience and uniquely designed loyalty programmes would increase online traffic.
Threats 
The recession has had an impact on M&S's sales, which experienced a significant fall in 2009, a four-year decline in garment sales, and most recently, a ten-year low in the second quarter of 2016 (Davey, 2016). In particular in the Middle East, macroeconomic concerns and a sinking euro are still seen as challenges (Spencer, 2016).
After Primark and Asda, M&S, which was formerly the largest clothes shop by volume, is currently in third place (Butler, 2015). Despite the fact that the firm continues to lead the industry in terms of sales by value, its 14-quarter sales decline that was followed by a one-time increase in sales in the first quarter of 2015 suggests that the company will likely shift its emphasis from clothing to food (Economist, 2015).

[bookmark: _Toc144048896]Recommendations 
The Ansoff's matrix is  used as the primary framework to provide recommendations for M&S.  Ansoff's matrix is a tactical tool designed to assist and direct companies in making decisions related to corporate expansion. The four strategic options presented by the Ansoff matrix to organisations are market penetration, market development, product development, and diversification. Any of these four strategies, or a mix of them, may be chosen by a company or organisation, depending on a variety of internal and external circumstances.

The political stability and economic health of an area may be considered external variables, whereas resource capacity and talent management may be considered internal elements. Organisations choose several growth strategies, which may be roughly classified under the Ansoff matrix, based on a study of internal and external variables.

Based on its strategic growth choices and actions, The Marks And Spencer Group Plc has achieved success in its international operations and company. Based on internal and external organisational considerations, various areas and chronological periods have chosen distinct growth pathways for different periods of time. However, the Marks And Spencer Group Plc has consistently used the Ansoff matrix to its advantage and grown into one of the world's largest beverage companies. The Market penetration strategy and  market development strategies are therefore recommended for M&S, for their future growth. 

[bookmark: _Toc144048897]Marketing Penetration M&S 

Businesses who want to expand their offerings in markets where their brands are already well-established and in use utilise the market penetration approach. Increase production capacity Marks And Spencer Group Plc will be able to serve more clients in the same market thanks to increased production capacity. More efficiency and effectiveness would result from increased production capacity, particularly when it came to reducing overhead expenses.
The customers in the same market would be attracted by competitive pricing as a result of controlled overhead expenditures. Increased sales and consumption will result in more attractiveness and competitive pricing within the same market, which will boost market penetration. Below are some of the recommendations for M&S to enhance the market penetration. 

· Increased marketing investment

To enhance market penetration, the Marks And Spencer Group Plc might potentially raise its spending in marketing and advertising initiatives.
The Marks And Spencer Group Plc ought to make an effort to create interesting communication materials that are pertinent to its various market segments.
The Marks And Spencer Group Plc will be able to reach more people in the same market by investing in marketing, communication, and advertising.
The Marks And Spencer Group Plc will be able to improve its market penetration within the current markets for existing items with more marketing spending.

· Enhanced distribution

The Marks And Spencer Group Plc may look into fresh and creative distribution methods.
Additionally, The Marks And Spencer Group Plc may investigate new avenues for the distribution of its goods.
The Marks And Spencer Group Plc will be able to reach previously unreachable new consumer categories and consumer groups in the same market thanks to new and improved distribution methods and tactics.
By increasing accessibility, improved supply chains and distribution systems may result in more penetration within the same market.

· Competitive pricing

To make its items more appealing, The Marks And Spencer Group Plc may implement competitive pricing and price reductions.
Competitive pricing will provide the business a competitive advantage and increase consumer interest in the product.
Additionally, competitive pricing will boost Marks And Spencer Group Plc's sales and result in greater penetration.

· Reduce operational costs

The Marks And Spencer Group Plc can lower operating expenses to boost pricing competition.
The Marks And Spencer Group Plc will be able to boost its sales volume and consumption by offering competitive prices.
Lower operational expenses will result in less money being passed on to the consumer, making the Marks And Spencer Group Plc's products more appealing and accessible.
Increased accessibility and affordability will aid Marks & Spencer Group Plc in expanding its market share.

· Acquiring competitors

The Marks And Spencer Group Plc may buy rival business entities.
The Marks And Spencer Group Plc will be able to target various customer groups and sectors thanks to the purchases.
Through varied supply chains and distribution channels, the purchases will also enable the Marks And Spencer Group Plc to increase its leverage.
By increasing the Marks And Spencer Group Plc's accessibility to various consumer groups and market sectors in current markets, acquisitions will increase penetration.

· Partnerships and joint ventures

The Marks And Spencer Group Plc may also form joint ventures and strategic alliances with other market participants.
These may be competitors from the same industry or from a different one.
The Marks And Spencer Group Plc will be able to reach various customer groups, as well as their market behaviour and consumption habits, through strategic partnerships and joint ventures.
Additionally, the Marks And Spencer Group Plc will be limiting investment to mitigate risk factors, protecting it from potential losses.
Partnerships and joint ventures can provide the Marks And Spencer Group Plc a planned strategy of boosting penetration in current markets.

· New product benefits and features

The Marks And Spencer Group Plc can spot novel qualities and traits in already-released goods for already-existing markets.
This recognition will result in novel and unorthodox product consumption goals and practises.
The corporation should also inform customers of these fresh and creative ways to use and consume Marks And Spencer Group Plc products.
Increased marketing and communication of new product uses, advantages, qualities, and features will result in higher consumption among both current and new customer groups and segments.
This will help the Marks And Spencer Group Plc increase its market penetration across all of its current clients.

· Increased frequency of consumption

The Marks And Spencer Group Plc might also start a marketing and communication campaign targeted at boosting the frequency of product consumption in the current markets.
An overall rise in consumption will result from increasing consumption frequency.
Thus, The Marks And Spencer Group Plc will be able to grow the amount of goods it sells to current customers in current markets.
Through these methods, the corporation will be able to improve its market penetration.

[bookmark: _Toc144048898]Market development

Through the introduction of current items in new markets, Marks & Spencer Group Plc may accelerate the growth of its business. With various tactics, the Marks And Spencer Group Plc will be able to achieve this. Below are the recommendations for the company to achieve the business growth through market development. 

Research and development

To find potential new markets and customer groups for its products, The Marks And Spencer Group Plc should spend in research and development. The R&D should concentrate on finding and comprehending various market cultures, trends, and consumer behaviours - and how they differ from existing markets' consumer behaviour patterns.

 Regional expansion

Regional growth is an option for The Marks And Spencer Group Plc.
This will involve regional or local expansion within the same geographic area or to various cities. Any cultural variations that will need to be taken into account throughout the expansion process in terms of marketing or product adjustments and consumption techniques should also be taken into account. 

International expansion
Additionally, The Marks And Spencer Group Plc can benefit from corporate growth by expanding internationally. Marks And Spencer Group Plc will be able to reach more customer groups through international growth, increasing its overall market share.
To build a comparative strategy and overview for intended expansion, the Marks And Spencer Group Plc will need to do extensive PESTLE, Porters 5 forces, and SWOT assessments. The business will also need to comprehend any potential cultural variations and adjust its development plan as necessary. In the process of global growth, cultural variations should be taken into consideration.

New customer segments

In the same market for its goods, The Marks And Spencer Group Plc might potentially investigate new customer categories. The business can determine new product features and applications as well as new consumer categories to target with its current items.
In order to grow and expand, the business will be able to take advantage of new markets and market trends in the same industry.

Brand awareness

The Marks And Spencer Group Plc also spends money on marketing initiatives.
Building brand recognition is crucial to expanding the company's consumer base and exposure. Greater brand recall, which is crucial for purchasing choices, is a result of greater brand awareness for the Marks And Spencer Group Plc. Building brand recognition is crucial for boosting sales and fostering expansion into new areas.

[bookmark: _Toc144048899]Conclusion
With 1382 locations worldwide, M&S is one of the top UK retailers of food, apparel, and home goods. The brand has been the pinnacle of quality, style, and growing investments in product innovation ever since it was founded in 1884. However, despite its successful specialist positioning, the company has experienced a decline in sales as well as rising competition from online retailers, discounters, fast fashion brands, and others in both its clothing and food businesses since the 1990s and more recently as a result of the recession in 2009. The latter, formerly the company's flagship, has seen a significant decline in market share in recent years and saw its lowest sales quarter in 10 years in the second quarter of 2016. The recent Brexit decision will also probably have a significant effect on the shop, both at home and overseas. Sales growth has already been impacted by weakened customer confidence and a drop in the value of the pound, and the move is anticipated to have long-term effects on the business in a number of different ways. It may need to reorganise its supply chain once it no longer has access to the EU's free market, and when the UK no longer allows for the free movement of labour, both EU residents working in UK stores and UK citizens working in EU stores may be impacted. Despite having a great brand, a strong position in the food industry, continual innovation in the digital transformation of its operations, and the implementation of Plan A, its social, environmental, and ethical business plan, the firm is dealing with major macro- and microeconomic difficulties. It remains to be seen if the firm is sufficiently equipped to maintain its position as the top food and apparel retailer in the UK market and internationally.
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