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A brief background information about Marks & Spencer
The company was founded by a partnership between Michael Marks, a Polish Jew born in Slonim (now Belarus), who had migrated to Leeds, England in the early 1880s, and Thomas Spencer, a cashier from the English market town of Skip ton in North Yorkshire.
Marks & Spencer started in 1884 as a stall in an open market in Leeds, Yorkshire. Then known as Marks' Penny Bazaar, it was the household goods, haberdashery, toy, and sheet-music business of Michael Marks, a Jewish refugee from Poland.
M & S group is a publicly listed company on the London Stock Exchange with a raft of shareholders. It is currently in the FTSE 250 Index – a list of the largest companies on LSE that are ranked from 101st to 250th.
1884
Jewish immigrant Michael Marks arrived in England from Belarus
 (then Russian Poland) and began working as a pedlar, after he
 received a loan from Isaac Dewhirst to help with initial start up costs.
[image: Our Leadership | Marks & Spencer]https://archive.marksandspencer.com/timeline/the-ms-story/
2022
Stuart Machin was appointed Chief Executive, alongside Katie
 Bickerstaff as Co-Chief Executive.
Marks & Spencer / CEO
Stuart took over as Chief Executive Officer in May 2022. Having joined M&S as Food Managing Director in April 2018 with 30 years experience across food, fashion and home retail sector.
A brand extension is when a company uses one of its established brand names on a new product or new product category. It's sometimes known as brand stretching. The strategy behind a brand extension is to use the company's already established brand equity to help it launch its newest product and Line extensions refers to the process of expanding an existing product line.This is when a company with an established brand introduces additional items in a product category. The company uses the value of the existing product to market and introduce new choices to consumers, M&S is primarily a Ruler brand with a clear focus on delivering the highest quality of products and encouraging people to expect the best (even though the focus is increasingly on communicating value).
The retailer is aiming to rotate from a base of 247 stores to 180 higher quality, higher productivity full line stores that sell its Clothing, Home and Food ranges, while also opening over 100 bigger, better food sites, by FY27/28. At the start of the year M&S set out.
Similar to a line extension, a complementary product extension, also called a companion product extension, is when a brand releases a new product that complements its initial product. For example, Colgate, a toothpaste company, released toothbrushes as a new product, 
What is a Major event in M&S company:
One major financial event for Marks & Spencer could be its annual earnings report, which typically includes details about its revenue, profits, and any strategic initiatives or challenges the company, is facing. Another significant event could be a major investment or divestment, such as acquiring or selling off a significant portion of its business. Additionally, any major changes in leadership or corporate governance structure could also be considered significant financial events for the company.
· Product form.
· Companion product.
· Company expertise.
· Brand distinction. 
· Brand prestige.
· Transfer of components.
· Leveraging a lifestyle.
And also the main difference between product line extensions and brand extensions is the product category. If the product category is new for the brand, then it is considered a brand extension. But if the category is the same as old products for the brand, then it is merely a line extension.
STP allows you to take a large, anonymous audience and define how your different products (or different components of the same product) relate to specific consumer segments within that larger audience — thus understanding how to position your product(s) and messaging to grab the attention of each segment, M&S is primarily a Ruler brand with a clear focus on delivering the highest quality of products and encouraging people to expect the best (even though the focus is increasingly on communicating value)





M&S has traditionally always had the highest appeal among older shoppers, and Global Data found in its Q3 2021 Consumer Survey that 50.0% of its shoppers in the UK are still over 55, however this figure is likely much lower than in previous years as it has been focusing on gaining wider relevance and attracting younger,  The company's annual report states “our core customers continue to be those aged 45 plus, social-economical group ABC1 and the loyal 1-2 shop shoppers as well. The M&S brand strategy introduced in 2016 was that of a premium brand standing for the highest quality. M&S determined it would respond to the insight that consumers believe that life is short, needs to be enjoyed to the fullest and that every moment should be made special.






How loyal are the customers of Marks & Spencer? Around 25 present of fashion online shop users in the UK say they are likely to use Marks & Spencer again. Set in relation to the 29 present usage shares of the brand, this means that 86 present of their customers show loyalty to the brand. 
Company analysis:
[bookmark: _GoBack][image: Unit 4 Strategic Management Assignment Marks and Spencer 1]The founder of Marks and Spencer were Michael Marks and Thomas Spencer. It is one of the largest departmental store chains in UK. 
Financial analysis of the organisation:



The above figure shows the flat results of M&S in recent years. It shows that the revenue is rising but the dividend and per share earnings are nowhere to be seen growing.
Over the last decade, M&S made an investment of about Pound 6bn into capital assets. This amount is more than what the organisation has earned. This suggests that it is a very capital intensive business that requires large capital for its survival and growth.
Application of Porter’s five forces in M&S:
· [image: Unit 4 Strategic Management Assignment Marks and Spencer 2]Threat of competitors: M&S is the organisation that deals with many businesses simultaneously. This is the reason why this organisation is more prone to competition. M&S departmental stores face competition from the organisations like; Sainsbury, Tesco and ASDA. M&S clothing stores face competition from John Lewis, ZARA, GAP and Top shop etc. (Corporate.marksandspencer.com, 2016) According to Porter, companies pursue one of the generic strategies from low cost, differentiation and hybrid. M&S tries to be differentiated by positioned itself as the organisation with high quality and money brand. But afterwards, this organisation tries to introduce the concept of ‘all things to all people’ by cutting down prices of apparels. This step leads to degradation of the value of the company in this era of specialisation. 






The above picture shows that John Lewis, the rival of M&S is found to be far ahead in terms of fashion, layout, home ware etc. The above data is extracted by conducting an online survey.
· Threat of substitutes: As M&S is selling food and clothes that have no such substitutes available in the market. But the threat is created by the rivals that are selling similar type of product range as that of M&S. (the Guardian, 2016) Foreign clothing brands also act as the threat for the company as they provide clothes in cheap rates. Some people may compromise on the quality and prefer to pay less for the foreign clothes.
· Threat of new entrant: With regard to new entrants, M&S is on safer side because of the barriers to enter this industry. It is very difficult to enter into this industry as it requires huge investment capital. Another factor is the trust that is earned by the brand. M&S is a very old and trusted brand so; it is not that easy to capture its customers just by entering into the industry. Absence of knowledge and experience is one of the factors that have its impact on new entrants. It acts as the barrier for the new entrants to enter the market.
· Supplier power: In case of M&S, bargaining power of the supplier is low. This is because M&S is not solely dependent on the suppliers as they sell their own products. This organisation generally buys raw materials and not finished goods. This is the advantage for the company as they can go for large margin base. (Corporate.marksandspencer.com, 2016)
· Buyer power: The buyer power is high in this case because the concentration of buyer is more. Another reason for the high buyer power is product oriented approach by M&S. The organisation concentrated on products instead of customers and its competitors were at the same time focussing on customers. The customer oriented approach by competitors leads to loss of loyal customers and hence the loss of business
The marketing mix strategies for the Marks & Spencer 
Could include:
1. *Product*: 
   - Showcase the range of performances, from classical ballets to contemporary pieces.
   - Offer different ticket packages, such as season passes, single tickets, and discounted student or group rates.
2. *Price*: 
   - Implement tiered pricing to accommodate different audience segments.
   - Offer promotional pricing for certain performances or during off-peak times.
   - Provide discounts for loyal customers or subscribers.
3. *Place*: 
   - Select strategic venues for performances, including traditional theatres and non-traditional spaces to reach diverse audiences.
   - Utilize online ticketing platforms for convenient access.
   - Collaborate with local arts organizations to extend reach and access to new audiences.
4. *Promotion*: 
   - Launch targeted advertising campaigns across various channels, such as social media, print, radio, and online platforms.
   - Develop partnerships with influencers, bloggers, and media outlets to increase visibility.
   - Organize special events, such as open rehearsals or behind-the-scenes tours, to engage with the community and generate buzz.
5. *People*: 
   - Train staff to provide exceptional customer service and enhance the overall experience for patrons.
   - Collaborate with dancers, choreographers, and other artists to cultivate a strong sense of community and connection with the audience.
6. *Process*: 
   - Streamline ticket purchasing processes to make it easy and convenient for customers.
   - Implement feedback mechanisms to gather insights and improve the overall customer experience.
   - Ensure smooth logistics and operations for performances to maintain high standards of quality and professionalism.
7. *Physical Evidence*: 
   - Enhance the ambiance of performance venues to create a memorable experience for patrons.
   - Showcase testimonials, reviews, and awards to build credibility and trust with the audience.
   - Utilize visual elements such as branding, signage, and merchandise to reinforce the Marks & Spencer identity and presence.

Recommendation:
In order for Marks and Spencer’s to be competitive, it is necessary for the organisation to change the strategies. M&S has to develop the core competencies that help in fighting the global competition that the organisation is facing by its competitors. 
It is recommended for M&S to concentrate on the consumer’s choices rather than concentrating on being product oriented.
Marks and Spencer's business model aims to create long term value through the effective use of its resources and relationships. It manages these in line with its core values of inspiration, innovation, integrity and in touch. Plan A is the embodiment of these values.


6 | Page
[image: Marks & Spencer - Wikipedia]
image2.jpeg




image3.jpeg




image4.jpeg




image5.png
Numberof units sos in thousands

4,000 000

3000000

2000 000

1000 000

2981 965

1323635
989 021

601 760531 556,75 151

348 661501 190,49 554





image6.png
Marks & Spencer Long-Term Financial Resuls
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COMPETITOR ANALYSIS (MAIL ONLINE, 2010)

Mail Online compared the two companies John Lewis and Marks and
Spencer of which is loved more

John 45 &5 5/5 455 565 235/5
Lewis

M&S 25 45 25 45 35 15/25
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