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Executive summary
This report is based on the marketing plan of M&S. Targeted marketing communications should be developed by the company, which should be based on a clear view of specific consumer needs and buying trends. Effective decisions should be made by the company, which can help it attract customers and reach potential customers. Enhanced employees can help the company contribute to product improvement. The online marketplace has been expanded by the company by adding partner brands. Digital technologies are used by M&S, which can help customers to provide customised suggestions and a more tailored shopping experience. 
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[bookmark: _Toc213419119]1. Introduction and Mission
Brief introduction to M&S, including its industry, primary products/services, and market position
Marks & Spencer (M&S) is a retail chain brand in the UK which was founded in 1884 by Michael Marks and Thomas Spencer in Leeds, England (M&S, 2025). Its headquarters is in London, England, and it is based in the retail industry. The company provides quality clothing and accessories and a wide range of value-for-money food products, and it also offers financial services. The organisation has a worldwide presence and owns and franchises stores in Europe and Asia. The retail industry is the major economic driver of the nation and offers several jobs for people. In 2025, the retail sales increased by 0.9% (ONS.GOV.UK, 2025). 
The core products of the company are categorised into three sections, which include food, fashion and home and beauty products (Marks and Spencer plc, 2025). The company offers sandwiches, ready-made meals, and a wide range of wines and spirits. It is a main clothing retail brand in the UK and offers products in every segment, such as womenswear, menswear and kidswear. A curated selection of products for the home and personal care is offered by the organisation, which includes interior design items, kitchen equipment and many more. A wide range of skin care products is offered by M&S. The organisation holds a robust position in the retail industry with its diverse range of products. Over 63000 employees are in the company, and it has 1053 owned and franchise stores across the world (M&S, 2025).
Purpose of the report and the key areas of focus
The main purpose of the report is to create a marketing plan to enhance the sales of M&S. There are many core areas of the report which will be discussed, such as marketing segmentation, targeting, positioning and marketing mix strategies. A situational analysis will be carried out through different frameworks and models. 
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A strategic model which can be used by organisations to analyse the external environment is called PESTEL analysis. Businesses can understand how these forces can create opportunities and pose threats to the company. The factors of this model are political, economic, social, technological, Environmental and legal. 
Political 
0.51 is the score of the UK in terms of Political stability, which suggests the nation is politically stable, which can help M&S to operate its business in the UK (The Global Economy, 2025). The nation remains a democracy with a stable governmental structure, which can help businesses to develop. This can help M&S to create a predictable business environment which will foster investor confidence, foster long-term business planning, and minimise operational risks. Government policies, laws and protocols are consistent and transparent with the help of political stability. M&S can plan their strategies effectively without the constant threat of sudden, arbitrary changes. 
Economical
In 2024, the GDP of the UK is 3643.83 billion US dollars, which suggests that M&S can create more jobs due to its expansion and hire more employees (Trading Economics, 2025). The company is more likely to invest in new equipment, technology and expansion with the increased GDP of the nation. Higher revenues and profits are the consequences of this with increased demand. People in the nation have more money due to increased GDP, which can lead to higher demand. 
Social 
99% is the literacy rate of the UK, which suggests that every person can read and write (UNA-UK, 2025). An increased literacy rate of the nation can help M&S to improve business communication and decision-making through skills such as financial data and digital literacy. Clearer articulation of ideas and more productive discussion are the consequences of this. Informed decisions can be made by employees with financial literacy. More informed and evidence-based decisions can be made by the workforce, which can interpret data. Understanding the abilities and limitations of AI can help the company to leverage it effectively and appropriately in their roles. 
Technological
The UK is the technological hub with a robust focus on cloud computing, AI and machine learning. The government of the nation supports AI, quantum technologies, cybersecurity and semiconductors. The nation is a major player in defence and manufacturing, and has a high adoption rate of cloud-based systems. The technologies can help M&S to enhance its business and provide better customer support. Cloud computing can help the company to enhance service delivery and scalability. AI has been used by the company significantly, which can help the organisation to analyse customer data and help them to solve queries. The Internet is widely used by the people of the nation, with nearly all adults using it at a younger age. This can help the company showcase the products across the nation. 
Environmental 
The Environmental Protection Act 1990 is a law in the UK which mainly fosters waste management and control of emissions in England (Legislative.gov.uk, 2025). This mainly holds the businesses and individuals responsible for proper waste disposal and sets standards for reducing pollution. M&S need to follow this law in terms of controlling waste within the company. A sustainability program of the company can help the company to focus on waste management, pollution and energy efficiency across its operations and supply chains. 
Legal 
The Minimum Wage Act 1998 established a minimum wage across the nation and ensured a minimum pay rate to protect workers from being paid excessively low wages (Legislative.gov.uk, 2025). M&S need to follow this regulation to ensure a minimum wage for its employees. The organisation can achieve enhanced reputation, improved employee relations and a more stable competitive environment. Compliance with the regulations can help the company to be a responsible employer. This is important to maintain a brand image, which is crucial for the organisation, where ethical consideration can influence consumer choice. Employees of M&S can meet their basic needs by paying them a fair, mandated wage. This will boost employee morale, job satisfaction and loyalty. 
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A marketing model, which stands for segmentation, targeting and positioning, is called STP analysis (Rohmah et al., 2025). This is a step model where the business divides its market into distinct groups. 
Segmentation 
Customer division has been made by the company into groups based on age, income and lifestyle. A specific group has been targeted by the company, such as millennials and professional women. Behavioural segmentation has been made by the company on shopping behaviour, such as identifying customers and brand-conscious people. The market has been segmented by the company for its online and physical stores to reach a larger audience. 
Targeting
Millennial families are the prime target of the company with relevant clothing ranges and other products which aim to meet their needs. It mainly targets professional women, tailoring its product and messaging to this group. The organisation mainly targets consumers who are interested in both style and ethical sourcing by focusing on quality basics and collaborations. 
Positioning
The brand reinforces its image as a trusted and established retailer, which emphasises its long-standing reputation for quality. The main aim of the company is to be a modern and stylish brand through product development. The motive of the company is to connect quality products with emotional resonance and sustainability. The company has a long history, and it needs to position itself as a trusted retailer and is inspired by product quality and trust rather than by low prices. The brand mainly aims to appeal to both mature and younger customer segments with marketing initiatives which make every moment special.  The company is modernising itself to remain competitive by investing in an e-commerce strategy, which can help it improve store productivity and customer experience. 
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Figure 1: Positioning map of M&S
(Source: Created by the learner)
Integrated marketing
A strategic approach of marketing which merges several channels and tactics to deliver a unified and consistent brand message and experience to the consumer is called integrated marketing (Jusuf, 2024). It mainly integrates with different channels such as social media, email, advertising and public relations, which can help companies to create a cohesive brand identity and build customer trust. Brand identity can be reinforced by a consistent message, and it fosters customer loyalty. M&S can build a strong brand recall with a unified message across multiple touchpoints. Customer engagement can be enhanced by this. M&S can ensure a consistent and coherent 
Ansoff matrix
A strategic planning tool which can help businesses identify and evaluate growth is called the Ansoff matrix, which considers four strategies (Zugay and Zakaria, 2023). 
Market penetration 
The main goal of this stage is to enhance the sales of existing products to existing markets. Through competitive pricing, increased promotional activities and improving customer loyalty, this strategy can be achieved. It is a low-risk strategy as it uses existing resources and knowledge. 
Market development
This strategy is based on selling existing products into new markets. This can help companies build a new customer segment. Expanding the physical store presence in new international markets can help M&S to develop its market. Online offerings can be adapted by the company, which can help them attract customers in different regions. The company has made several initiatives, such as enhancing its food and clothing products and investing in its digital platform for online growth. Online sales are accelerated by the company through its website and shopping application, which now accounts for a significant portion of online orders.  The online marketplace has been expanded by the company by adding partner brands. This can help the company to increase the average basket value. Digital technologies are used by M&S, which can help customers to provide customised suggestions and a more tailored shopping experience (M&S, 2025). 
Product development
This strategy suggests introducing new products to existing markets. This mainly involves adding value to existing products and developing new products to meet the needs of current customers. This strategy has moderate risk, and it is similar to market development. 
Diversification 
This mainly comprises launching new products into new markets, which can benefit companies. It is a high-risk growth strategy that involves entering new markets with new products and services. This has the highest risk of the four growth strategies as it requires the company to operate in an unfamiliar market. Though it is risky, successful diversification can help a company achieve significant growth and new revenue. 
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A strategic model which can help companies to give a competitive advantage is called the marketing mix (Juju and Supriadi, 2024). The model has four elements: products, price, place and promotion. It can be enhanced by adding three elements, such as people, process and physical evidence. 
Product
Product refers to the goods and services which are offered by a company to its customers (Xia, 2023). M&S offers quality clothing and accessories and a wide range of value-for-money food products, and it also offers financial services. High quality of products has been emphasised by the company to the customers, which can help them sustain in the market. The company also offers sandwiches, ready-made meals, and a wide range of wines and spirits. 
Price
A competitive pricing strategy which can give the company a competitive advantage and a dynamic pricing strategy have been emphasised by the company.  This strategy of the company aims to offer quality products and sustainable branding at reasonable rates. It is important for the company to stay competitive with other grocery items, which ensures affordability while maintaining high standards. Several adjustments have been made by the company to compete with other major retailers and online players. While operating a business online, the company uses dynamic pricing to adjust prices based on real-time market conditions. 
Place
The organisation utilises both a physical store presence across several locations and a robust online platform for its products. It is planning to introduce a new store format, which can help them improve the customer and employee experience. The main strategy is to ensure high-quality products in the stores and online platforms.  The organisation has a worldwide presence and owns and franchises stores in Europe and Asia. In the UK, there are many stores of the company with plans to reduce the number of full-line stores while increasing the number of food-only stores. 
Promotion
A mix of digital marketing, TV ads, and social media has been emphasised by the company to promote its brand across different channels. The company mainly focuses on storytelling through its social media channels. Influencer marketing has been done by the company as a part of its strategy to connect with customers. An inspirational product campaign has been launched by the company for its clothing department (M&S, 2025).
People
People refers to the number of individuals working in the company and its customers (Dally et al., 2021). There are 65000 employees in M&S across its stores, support centre and logistics operations (M&S, 2025). The CEO and chairman of the company operated the business. A commitment has been made by the company to provide a safe and healthy working environment. 
Process 
The process of M&S mainly refers to the continuous improvement of their business process and focusing on reducing waste and improving efficiency. This includes defining customer value, mapping the value stream and creating a smooth workflow without interruption. Sourcing has been done by the company from several suppliers and focuses on quality and value. The company operates in a multi-channel retail environment. The supply chain has been maintained by the company using digital solutions. Systems are modernised by the company to improve visibility and partnership between teams and suppliers. A more agile and modern digital infrastructure has been built by the company. 
Physical evidence

M&S operates several stores in the UK and uses eco-friendly packaging, branding and logos, which are evidence of the company. There are almost 1053 stores of the company which are operated across the world (M&S, 2025). Several products are offered by the company, such as clothing, home accessories and food items. Advertisements, brochures and promotional activity are evidence of its physical presence. The branding and logos of the company are visible, and it is evidence of its physical presence. 
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Key Performance Indicators (KPIs) are the measurable values which can help companies track their progress (Camilleri, 2024). This can help the company to link with the goals of the company. Success can be measured by M&S against goals, and it enables data-driven decision-making. Accountability can be enhanced by the company by tracking progress and providing a clear overview of successes and shortcomings. It mainly highlights the work which can help businesses to optimise their strategies and processes for continuous improvement. Engagement can be increased, and it can lead to motivation when employees understand how their work contributes to the organisation. 
	KPIs
	Description 

	Team productivity 
	Sales growth and performance have been tracked by the company against monthly and weekly sales targets.

	Customer satisfaction
	Group NPS has been increased by 7% and the products are rated high for the quality of its own-label and fresh products. Customer service is the main priority of the company.

	Click-through rate
	30% of the customers land on the site through the homepage and create an impression of the brand. Customisation has been done by the company.

	Return on investment
	A group revenue has been generated by the company €13.8 billion.

	Sales
	Profit before tax and adjusting items of €716.4 million. 


Table 1:KPIs of M&S
(Source: Created by the learner)
Balance score-card
A strategic performance management tool which can track the progress of an organisation towards its goals is called a balanced scorecard (Camilleri, 2021). This mainly evaluates performance through its four perspectives, such as financial, customer, internal and learning and growth. Organisations' vision and strategy can be linked with this. A shared language of metrics can be provided by this. 
	Financial perspective
	Customer perspective

	Goals 
	Measures 
	Goals 
	Measures 

	Growing market share and profitability
	By focusing on the food business and quality clothing.
	Improve customer satisfaction
	By leveraging its technology for customisation, enhancing in-store and online experience, M&S can improve customer satisfaction.

	Internal business perspective
	Learning and growth. 

	Goals 
	Measures 
	Goals 
	Measures 

	Product development
	Through a combination of technology, in-house expertise and supplier partnerships, the company develops its product. 
	Enhancing employee skills
	Through the Marks and Start program, the company is aiming to enhance the skills of its employees. It mainly provides vital work experience to individuals who are looking for work. 


Table 2: Balanced scorecard
(Source: Created by the learner)
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Key findings from your analysis
Based on the above discussion, it can be said that this marketing plan is important for M&S, which can help it to enhance its operations. Behavioural segmentation has been made by the company on shopping behaviour, such as identifying customers and brand-conscious people. The organisation mainly targets consumers who are interested in both style and ethical sourcing by focusing on quality basics and collaborations. The organisation mainly targets consumers who are interested in both style and ethical sourcing by focusing on quality basics and collaborations. Several adjustments have been made by the company to compete with other major retailers and online players. 
Recommendations 
M&S can improve its marketing strategies by providing staff with data literacy and product knowledge. Customer data should be analysed by the company to identify and understand distinct demographic and psychographic segments (Koziel and Shen 2025). Targeted marketing communications should be developed by the company, which should be based on a clear view of specific consumer needs and buying trends. Effective decisions should be made by the company which can help it to attract customers and reach the potential customers. Enhanced employees can help the company to contribute to the product improvement (Tortorella et al., 2021).

[bookmark: _Toc213419125]References
Buye, R. (2021) ‘Critical examination of the PESTEL Analysis Model’, Project: Action Research for Development, pp. 1-12. Available at: https://www.researchgate.net/profile/Ronald-Buye/publication/349506325_Critical_examination_of_the_PESTEL_Analysis_Model/links/6093f3fd92851c490fbd6e7e/Critical-examination-of-the-PESTEL-Analysis-Model (Accessed: 6 November 2025).
Camilleri, E. (2024) Key Performance Indicators: The Complete Guide to KPIs for Business Success. Routledge.
Camilleri, M.A. (2021) ‘Using the balanced scorecard as a performance management tool in higher education. Management in Education, 35(1), pp. 10-21. Available at: https://journals.sagepub.com/doi/abs/10.1177/0892020620921412 (Accessed: 6 November 2025).
Dally, D., Sinaga, O. and bin Mohd Saudi, M.H. (2021) The impact of 7p’s of marketing on the performance of the higher education institutions. Rigeo, 11(3). Doi: 10.48047/rigeo.11.3.26
Juju, U. and Supriadi, T. (2024) ‘Marketing Mix Strategy, Marketing Relationship Strategy, and Marketing Performance: the Mediating Role of Competitive Advantage’, Jurnal Riset Bisnis Dan Manajemen, 17(1), pp. 29-40. Available at: https://journal.unpas.ac.id/index.php/jrbm/article/view/12062 (Accessed: 6 November 2025).
Jusuf, D.I. (2024) ‘Integrated Marketing: A Powerful Strategy for Increasing Brand Awareness’, Best Journal of Administration and Management, 2(3), pp. 104-109. Available at: https://internationalpublisher.id/journal/index.php/Bejam/article/view/149 (Accessed: 6 November 2025).
Koziel, A.M. and Shen, C.W. (2025) ‘Psychographic and demographic segmentation and customer profiling in mobile fintech services. Kybernetes, 54(2), pp. 1262-1288. DOI 10.1108/K-07-2023-1251
Legislative.gov.uk (2025) Environmental Protection Act 1990. Available at: https://www.legislation.gov.uk/ukpga/1990/43/contents (Accessed: 6 November 2025).
Legislative.gov.uk (2025) National Minimum Wage Act 1998. Available at: https://www.legislation.gov.uk/ukpga/1998/39/contents (Accessed: 6 November 2025).
M&S (2025) Key facts. Available at: https://corporate.marksandspencer.com/about-us/key-facts-figures (Accessed: 5 November 2025).
M&S (2025) Key facts. Available at: https://corporate.marksandspencer.com/about-us/key-facts-figures (Accessed: 6 November 2025
M&S (2025) M&S LAUNCHES MOST DIGITAL MARKETING CAMPAIGN TO DATE: “MUST-HAVES”. Available at: https://corporate.marksandspencer.com/media/press-releases/ms-launches-most-digital-marketing-campaign-date-must-haves (Accessed: 6 November 2025).
M&S (2025) My role in the digital transformation: Mobile, Pay, Go. Available at: https://corporate.marksandspencer.com/my-role-digital-transformation-mobile-pay-go (Accessed: 6 November 2025).
M&S (2025) Our History. Available at: https://corporate.marksandspencer.com/about-us/our-history (Accessed: 6 November 2025).
M&S (2025) Our People. Available at: https://corporate.marksandspencer.com/sustainability/our-people (Accessed: 6 November 2025).
Marks and Spencer plc (2025) Product & brands information. Available at: https://www.marksandspencer.com/help-and-support/products-and-brands-information (Accessed: 6 November 2025).
ONS.GOV.UK (2025) Retail industry. Available at: https://www.ons.gov.uk/businessindustryandtrade/retailindustry (Accessed: 5 November 2025).
Rohmah, Y., Haq, M.N., Dewi, A.P. and Sudarmiatin, S. (2025) ‘Marketing Strategy Based on Segmenting, Targeting, and Positioning (STP) and Product Life Cycle (PLC) at Selangkah Trip in Malang City. International Journal Business, Management and Innovation Review, 2(2), pp. 152-160. DOI : https://doi.org/10.62951/ijbmir.v2i2.147
The Global Economy (2025) United Kingdom: Political stability. Available at: https://www.theglobaleconomy.com/United-Kingdom/wb_political_stability/ (Accessed: 6 November 2025).
Tortorella, G., Miorando, R., Caiado, R., Nascimento, D. and Portioli Staudacher, A. (2021) ‘The mediating effect of employees’ involvement on the relationship between Industry 4.0 and operational performance improvement. Total Quality Management & Business Excellence, 32(1-2), pp. 119-133. Available at: https://www.tandfonline.com/doi/abs/10.1080/14783363.2018.1532789 (Accessed: 6 November 2025).
Trading Economics (2025) United Kingdom GDP. Available at: https://tradingeconomics.com/united-kingdom/gdp (Accessed: 6 November 2025).
UNA-UK (2025) International Literacy Day. Available at: https://una.org.uk/international-literacy-day-factsheet (Accessed: 6 November 2025).
Xia, Y. (2023) The 4Ps of Marketing and Applications in Various Brands. Journal of Education, 16. Available at: https://pdfs.semanticscholar.org/0063/9e03801397b6d20ee1c059da83663e8ce065.pdf (Accessed: 6 November 2025).
Zugay, B. and Zakaria, R. (2023) Ansoff matrix. SAGE Publications, Inc..









4

image1.png
»N] < rysgol Cymru
3N ¥ Drindod Dewi Sant
S University of Wales

Tk Salt David




image2.png
High

Price

M&S

High Quality

Sainsbury’s

e

Price





