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Executive summary
The report has elaborated on different marketing environment models that will be selected based on which the company can gain its importance towards success. Hence, it can be understood that the emergence of Covid 19 pandemic, created a challenge as it enables the creation of strategic change among its workings and operational functions. It can be highly relatable with factors which assure the creation of a strategic change among its workings as per the recommendable approach. It can be assumed to bring an effective enhancement in its business by overcoming the issues of the pandemic and allocating customers' preferences. 
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[bookmark: _Toc124073946]Introduction
Business organisations or enterprises are being elaborated upon business factors or strategies that are relatable to commercial enterprises. Administration and coordination of business actions or activities, resources and tasks are being implemented based on business management analysis so that they can achieve a set of objectives (Shad et al., 2019). This approach also involves training and supervision over business operations and staff performance such that it can gain optimisation in the company’s regulatory infrastructure. The assignment will choose Marks & Spencer (M&S) based on which impacts of Covid 19 pandemic will be analysed and detected. M&S is a leading British multinational retail brand situated in the United Kingdom which brings great value and quality of homeware, clothing and food to its millions of global customers (M&S, 2022). The owner of the company was Michael Marks and Tom Spencer who founded the company in 1894 (M&S Company Archive, 2022). Hence, different marketing environment models will be selected based on which the company can gain its importance towards success. 


[bookmark: _Toc124073947]SWOT analysis
SWOT analysis is a strategic management and strategic planning technique which helps individuals or organisations identify their strengths, weaknesses, opportunities and threats (Benzaghta et al., 2021). The following factors will detail the impacts faced by M&S. 
	Strengths
The company was inaugurated and started its business in 1894 in the UK (M&S Company Archive, 2022). Hence, it can be analysed that the company has been exploring and leading the retail supermarket chain for a long period. In the UK, M&S has been exploring their stores at the unit of 1035 in 2021. The company has been establishing their stores in other global corners which rated 452 stores (Statista, 2022). In 2022, M&S has 66,210 employees who perform sustainable development in their business strategies (Statista, 2022). The company offers products like homeware, clothing and food to its millions of global customers (M&S, 2022). Karen Thomas is the designer of M&S which provides scope for them to maintain a globalised form of designs that are reflectable over the products or services they offer to their customers (Linkedin, 2022). 
	Weaknesses
In 2021- 2022, it can be analysed that the UK population has decreased its purchase of home products and clothing after the penetration of Covid 19 pandemic. Though in 2021, the sales have increased which resulted in 33.3 British million pounds but has cannot be compared with the sales performed in 2019 (Statista, 2022). The selling proportion has effective the company internally as it does not provide scope for them to earn more profits and gain a competitive advantage to deal with their competitors. The company has been facing the challenge due to higher costs as it does not allow M&S to attract new customers and retain the existing ones. It is causing pressure on the household budgets of the communities or the UK population which is slowing down the selling ratio of the company (Davey, 2022). The employees' or labour costs are also getting increased which suppressed the business strategies of M&S. 

	Opportunities
M&S offered digital channels to their global customers named the ‘Must Have’ campaign that provides an opportunity for the company to access all their online delivery of products or services. It is designated as an inspirational design of an online campaign through which high impact of execution and launching deliverables can be offered. M&S uses multiple channels such as digital out-of-home and national press (Halliday, 2018). 
	Threats
After the emergence of the Covid 19 pandemic, it can be analysed that customers' preferences and buying habits have almost changed which creates a challenge for the company to make a shift in their selling channels. Repetitive and frequent changes in customers' choices are creating a challenge for the employees of M&S to gain their operational strategies (Busby, 2020). 


Table 1: SWOT analysis
(Source: Created by the learner)


[bookmark: _Toc124073948]VRIO analysis
VRIO analysis is renowned as a business analysis framework which creates a strategic business scheme for companies (Miethlich and Oldenburg, 2019). It mostly looks after business objectives based on which internal and external factors can be detailed. 
	Value
	M&S offers products or services at an affordable price by maintaining a world-class quality such that it can gain presence and recognition among global customers. In the UK, M&S has been exploring their stores at the unit of 1035 in 2021. The company has been establishing their stores in other global corners which rated 452 stores (Statista, 2022). Hence, customers are able to make integrated communication with customers such that it can help the company to increase its selling proportion proportionally. The competitive strength of the company is high due to its significant and strategic business operational functions. After the emergence of the pandemic situation, offline stores have faced the most challenging aspects as consumers are unable to visit the stores due to social distancing measures. It provides scope for them to know about the actions that are preferable for them to analyse and detect a lack of business enhancement.  

	Rarity
	M&S manufactures a wide and diverse range of products or services that creates a chance for the company to meet the desires and demands of wide customer segments. The company is highly confident about the products or services that are being sold to its customers. They maintain sustainable business practices by reducing emissions and cutting waste (M&S, 2022). Moreover, M&S manages to keep control of global suppliers where they earn products or raw materials from 245 factories (Statista, 2022). Hence, the company maintains a strategic outcome that reflects the performance through which they have executed its business strategically. 

	Imitability
	M&S maintains uniqueness and creativity while manufacturing its products. Moreover, Karen Thomas is the designer of M&S which provides scope for them to maintain a globalised form of designs that are reflectable over the products or services they offer to their customers (Linkedin, 2022). Thus, it can be analysed that the company has earned a high ratio of temporary competitiveness after they process their product or service design under designer heads. In the pandemic situation, the designable is creating an attraction for customers which provides an advantageous move for the company. 

	Organisation
	The company shows value to their customers by analysing the demands and desires of customers such that it can create a scope for them to know about the ways they need to deliver its products or services globally. Workforce cultures are being maintained through diversification such that it can create an option for the company to gain a strategic implementation in its operational success. In the pandemic situation, the organisational structure and business processes are being exploited which created a challenge for the company to acquire and achieve its successful business strategies. 


Table 2: VRIO analysis
(Source: Created by the learner)


[bookmark: _Toc124073949]PESTEL analysis
PESTEL analysis is a strategic management and strategic planning technique based on external factors which help individuals or organisations identify political, economic, social, technological, environmental and legal factors (Pan et al., 2019). The following factors will detail the impacts faced by M&S.
	Factors
	Analysis
	Influences

	Political factors
	In 2021, 0.54 was the UK’s political stability index which designates that the UK government has been providing support to business organisations to explore its business (The Global Economy, 2022). 
	M&S get a scope to maintain flexibility in its business strategies as the UK government does not make frequent changes in business protocols. Hence, it helps the business to regulate all its business regulations as per convince. 

	Economic factors
	In 2022, the inflation rate of the UK has increased to 11.1% (Trading Economics, 2022). Hence, it assures that it causes impacts on consumer purchasing power that creates a challenge for business organisations to get a hike in price rates. Due to the pandemic outbreak, the company has to face challenges as it provides a challenge for business organisations to make a hike in its products or commodities. 
	M&S has to face hikes in their price rates of products or services which creates a strategic change within their customer base. It also causes a challenge as the consumers buy fewer products or services from the company due to its unaffordable prices. Similarly, after Covid 19 pandemic, M&S has to face challenges that create a strategic implementation and consequences within business operational actions. 

	Social factors
	62.86 million internet active users in 2021 in the UK which assures that the nation highly penetrates through social media (Statista, 2022).   
	M&S explores its business online and offline which provides scope for them to acquire more customers. Among the UK population, most of the communities are highly active on the internet which creates an advantage for the company to reach their target audience. 

	Technological factors
	It can be assumed and evident that in the UK the R&D investment will increase by £5 billion to £20 billion per annum by 2024-2025 (Gov.uk, 2022). 
	M&S get a scope to implement advanced technologies which provide an advantage to enhance business factors. 

	Environmental factors
	The Environmental Act 2021 was been established in the UK which assures to keep environment protection and maintains water and air quality by protecting nature (Client Earth, 2022). It values sustainability so that businesses and communities can explore their lives. 
	M&S measures all the sustainable business operational process so that the company do not cause any challenge and affect environmental factors. Reduction of carbon emissions and wastes are being settled so that it can create an effective change among its working processes. 

	Legal factors
	Companies Act 2006 was been inaugurated in the UK which looks after the filing of accounts, distribution of entities and preparation of business plans are required to be transparent and framed through dignity (Deloitte, 2022). It allows business organisations to stabilise their business rules and regulations. 
	The company maintains a diverse workforce which provides a scope for the employees or staff to work collaboratively. Hence, it creates a strategic change in its operational activities by increasing productivity and maintaining all lawful actions within business operations. 


Table 3: PESTLE analysis
(Source: Created by the learner)

[bookmark: _Toc124073950]Porter’s Five Forces
Porter’s Five Forces is a framework or method that analyses the business environment relying on its competitiveness and the competitive strategies it maintains. M&S will be analysed over the competitiveness which will be elaborated as follows.
Competition in the industry (High): M&S has to compete with competitors like Next Plc, John Lewis Plc, Argos Ltd, Woolworths and Primark Stores Ltd (Zoom Info, 2022). The company has to face a high competitive challenge from its fiercest competitors. 
The potential strength of new entrants (Low): The company has been operating and leading its business since 1894 (M&S Company Archive, 2022). Though the new entrants and entrepreneurs who have started their businesses or will be creating new ones will not be able to get a brand allocation like M&S. Hence, the company faces low strength from new entrants. 
Power of customers (Low): M&S acquires and attracts 30 million customers per year through its 98 websites and 1487 stores globally (M&S, 2022). Hence, it can be analysed that the company holds wide customer segments thus they need to face any power of their customer's desires and demands. Consumers of the company do not up pressure on the company’s operational strategies. 
Power of suppliers (Low): M&S manages to keep control of global suppliers where they earn products or raw materials from 245 factories (Statista, 2022). The company get a scope to communicate and arrange for global stakeholders who can service them with their required resources or raw materials. If suppliers want to put over any allegation and demand against the company then M&S get a scope to identify a new supplier. 
Threats of substitutes products (High): M&S offers products or services at an affordable price by maintaining a world-class quality such that it can gain presence and recognition among global customers. Hence, other competitors are unable to manufacture similar products or services like M&S. On the other hand, it can also be termed that the UK contributes to a leading retail chain of organisations which manufactures similar products. 


[bookmark: _Toc124073951]Marketing analysis
[bookmark: _Toc124073952]STP analysis 
STP analysis is a marketing model through which organisations get a scope to identify their marketing segmentation, targeting and positioning statement through which they can create a strategic change. The following are the steps through which M&S marketing strategies can be detected. 
Segmentation: M&S mostly segments their customer segments based on their behavioural approach as those who are highly involved in digital channels. Based on geographical locations, it can be identified that the company has explored its business in global segments regardless of their choices because the company manufactures a diverse range of products or services which genuinely meet the needs of its target customers. M&S targets customers who are from the middle and high class as they manufacture products and promote services at an affordable cost such that they can be choosable by a diverse range of customers. 
Targeting: M&S acquires and attracts 30 million customers per year through its 98 websites and 1487 stores globally (M&S, 2022). Hence, it can be understood that their customer conversion is much recognisable. The company also offers discounts to their customers like the customers who will be visiting the store and also the online website receives 20% discounts. Virtual GP service and pay discounts are also been offered to customers so that they can target wide customer segments. 
Positioning: M&S has to compete with competitors like Next Plc, John Lewis Plc, Argos Ltd, Woolworths and Primark Stores Ltd (Zoom Info, 2022). The company has been exploring its business and maintains some of the strategies of creativity and innovation so that it can gain competitive strength. 
[image: Brand Positioning Map]
Figure 1: Positioning map of Marks and Spencer
(Source: Created by the learner)
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The marketing mix is a model or framework based on which an organisation's product, price, promotion, place, people, process and physical evidence are being analysed (Bruijl and Gerard, 2018). It helps organisations to know about the necessary outcomes they can consider to bring a preferable allocated difference in their business strategies. 
	Product
	M&S services products like homeware, clothing and food to its millions of global customers (M&S, 2022). They also promote products at a high rate of innovation and creativity that includes food products, home products, beauty and clothing. Apart from products the company offers services such as Banking services to their customers that can allow them to make strategic growth. 

	Price
	M&S offers products or services at an affordable price by maintaining world-class quality, innovation and creativity. It is evident that the company get a scope to enlarge all its business operational activities which ensures the creation of a strategic change among business factors. In the pandemic situation, the price rates of the company have been changed and revised. Hence, it creates quite a challenging factor for the company to prolong all its capabilities.  

	Promotion
	M&S promotes its products or services to their target customers through YouTube which establishes and develops its reach to a wide customer segment (Youtube, 2022). Most of the occasional promotions are being created and offered to their customers by sharing videos over YouTube. The company also involves its promotional activities through television and Instagram so that they share all their opinions and views with their customers (M&S, 2022).  Hence, it provides a scope for the company to acquire and attract customers even in the pandemic situation by making the easiest move to sell products or services to global customers. 

	Place
	In the UK, M&S has been exploring their stores at the unit of 1035 in 2021. The company has been establishing their stores in other global corners which rated 452 stores (Statista, 2022). The company has placed its stores directly in Ireland, Gibraltar and Hong Kong. Moreover, M&S has 198 franchised outlets and also has abroad stores (Finch, 2021).  

	People
	In 2022, M&S has 66,210 employees who perform sustainable development in their business strategies (Statista, 2022). Though after the emergence of Covid 19 pandemic it can be analysed that the workforce or employees of the company have been facing issues that relate to creating a challenge for the company to regulate its business. 

	Process
	M&S operates its business by following and maintaining Global Sourcing principles such that they can offer independent and dignified life to their customers. The violation and abuse are being restricted among organisations by enabling human rights and sources that create a scope for them to know about the actions that are relatable to create a diversification analysis (M&S, 2022). Risk assessment and reporting guidelines are being mentioned such that they can create a scope for the company to gain its operational actions (M&S, 2022). From figure 2, it can be understood that M&S are highly concerned about bringing a sustainable approach to its business strategies by maintaining a measure of reduction in carbon emission and transformational areas in business. 

	Physical evidence
	M&S has undergone a trademark of Colin the Caterpillar which helps the company to get the right to sell their products or services to customers by developing brand recognition among customers (Chartes Moore, 2021). It showcases a cause of confusion that enables the creation of a strategic change within its operational gain, reputation and character enhancement are being processed. Stores of the company along with its websites are also been termed as physical evidence as it provides a scope for the company to gain its brand image and recognition. 


Table 4: Marketing mix 7P’s
(Source: Created by the learner)
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Figure 2: Transformation change in the business of M&S
(Source: M&S, 2022)
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Recommendations 
M&S has been facing issues after the emergence of the Covid 19 pandemic as they are unable to explore their business which is slowing down their sales units. The company has been facing issues as they are unable to enrich the selling proportion as the customers are not liking to buy home decor and other entities. The customers' preferences and buying patterns have almost changed which resulted in a lack of in-store visits. Temporary lockdown restrictions have created a challenge for their target customers to visit the store. The following are the recommendable approach which will be required to be followed by M&S: 
· Employees will be required to provide a shift in their working culture so that they can make a move towards online and digital marketing so that they can enrich and meet the demands of their customers in the pandemic situation. It can also be subject that M&S will be required to arrange for training and development for their employees so that they can utilise the online transforms through which they can sell products or services to their customers. It can also be detected employees, or the workforce has to face a challenge as they are suddenly been shifted towards remote working (Schleper et al., 2021). HR and leaders of the company will be required to serve online training sessions to their employees about the ways they need to communicate with customers and get to know about their necessities. In the pandemic situation, customer preferences and demands have almost changed which created a challenge for employees to understand their preferences and make suggestions. Hence, employees will be required to undertake individual digitalised channels so that they can get to know about the ways through which enhancement sales can be performed effectively. It is evident that the company has crashed its business by up to 90% which designates to get removed when organisations perform more actively (M&S, 2022). 
· M&S will be required to implement advanced technologies after the Covid-19 pandemic as the manufacturing and production process of the products or services has gained complexity. It can be assumed that the company will be required to make fund arrangements based on which the company can get to know about the integrated manufacturing process and supply chain management through which they can reach and serve products to their customers (Chartes Moore, 2021). It can effectively help the company to recover from the challenges which are more complex for them to gain its operational actions. The company will be required to allocate internal and external financial sources such that it can provide scope for them to know about the actions that are preferable for them to create strategic growth in its business. It will provide additional support to the company to know about the sources or resources that are important for them to enhance its business. 


[bookmark: _Toc124073955]Conclusion
It can be concluded that M&S will be required to arrange for training and development for their employees so that they can utilise the online transforms through which they can sell products or services to their customers. Workforce skills and capabilities are required to be analysed and reflected so that it can provide a scope for the company to know about the actions that are preferable for them to enhance their business operations in the pandemic situation. Thus, different models of business strategies have been described which provides scope for M&S to know about the necessary actions that are reflectable over different variations. The company offers a wide range of services which creates much progression in their business capabilities through the Covid-19 pandemic it can be termed to create an operational challenge for the company. 
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