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[bookmark: _Toc30463]Executive Summary
This article first conducts a thorough and in-depth analysis of Marks & Spencer's development environment using the SWOT analysis method. Analysis reveals that Marks & Spencer's growth faces a number of obstacles and threats in addition to favourable development opportunities and advantages in the current economic climate. 
In particular, Marks & Spencer's current advantages are primarily derived from its strong brand recognition, substantial local market share, excellent physical location, and pleasant shopping atmosphere. This has set the stage for supermarket development to be robust and long-lasting in the future. Low profit margins, fierce price competition, and high costs are its key weaknesses. This limits Marks & Spencer's ability to grow in the future in certain ways.
According to this article, Marks & Spencer should decide on and put into practice new development strategies, such as "clarifying market positioning, valuing marketing, adopting new promotional methods, and fully utilising geographical advantages," in light of the competitive environment and current development status that supermarkets face. In addition to offering helpful experience to other retail businesses, I hope to inspire some ideas for Marks & Spencer's future development direction and give these businesses better development space going forward.
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[bookmark: _Toc10071]1.Introduction
The world economy is currently experiencing slow growth, inflation is a problem in Western nations, emerging economies are slowly recovering, and the international environment is dynamic and complex(Asgary et al., 2023). The macroeconomic environment's unpredictability makes it difficult for the global retail sector to lower overall demand, and it has also had an effect on the grocery retail sector in the UK.
This article performs a thorough and in-depth analysis of Marks&Spencer's development process and current development environment using the UK retailer as an example. This is one of the UK's representative businesses and the biggest international commercial retail group. In the UK, it is rather widely available in a lot of supermarkets(Mellahi, Jackson and Sparks, 2021).
It is discovered through analysis that there are a lot of unknowns regarding the future growth of supermarkets in a setting that is becoming more and more competitive. They are dealing with a number of uncertainties in addition to positive development trends. 



























[bookmark: _Toc8052]2. SWOT analysis of Marks&Spencer
Early in the 1980s, Weirick, a management professor at the University of San Francisco, proposed the SWOT analysis method, which entails evaluating a company's strengths, weaknesses, opportunities, and threats. The SWOT analysis method is similar to the internal analysis method used by businesses, which focuses on analysing the conditions of the business within a predetermined scope. Thus, defining the company's resource advantages and disadvantages as well as comprehending the opportunities and difficulties it faces will be essential to developing the company's future development plan(States., 2018). We will perform a SWOT analysis using the UK retailer Marks & Spencer as an example.

[bookmark: _Toc22561]2.1 Strength (internal)
Compared to other supermarket types, which almost all have a large building area, a pedestrian flow scale, and a convenient transportation environment, Marks & Spencer, a high-end chain supermarket in the UK, has a better geographic location. 
Customers' diverse shopping needs are satisfied by the wide range of products available, which also broadens the variety of shopping experiences.
Customers' shopping experiences are enhanced by the comfortable surroundings and the large, light-filled shopping area that the Marks & Spencer supermarket offers(Dealtry, 2021).
With its automatic checkout system and high efficiency, the Marks & Spencer supermarket shopping checkout system cuts down on waiting times and lineups. 
Outside of the UK, there is a great deal of awareness and reputation for the brand.
The customer base of Marks & Spencer Supermarket is sizable, affluent, and devoted; they value quality above all else and are very satisfied with the store's selection, level of service, and cost.


[bookmark: _Toc21953]2.2 Weakness (internal)
Competition pressure is coming from both small and large chain supermarkets for Marks & Spencer as the grocery retail industry becomes more and more competitive(Euromonitor International, 2019). 
Given the intense price competition, Marks & Spencer has a premium price positioning as a high-end supermarket. However, some customers may see a decline in their purchasing power or minimal price competition from rivals as a result of the inflationary economic climate, which could put Marks & Spencer supermarkets under pressure to lower their prices.
In an effort to draw in more customers, supermarkets might reduce their profit margins, which would lengthen their profit cycle. 
Given the ongoing rise in labour costs, supermarket profitability has been under pressure. 

[bookmark: _Toc1498]2.3 Opportunity (external)
In an effort to increase brand awareness, draw in more customers, and promote its brand image more actively, Marks & Spencer is doing more.
Marks & Spencer grows the number and size of its current stores in an effort to take advantage of opportunities in new markets.
In order to increase sales and foster customer loyalty, Marks & Spencer created a membership programme that offers discounts and other benefits to members, such as small gifts, coupons, and other items during special occasions(Fifield, 2022).
By creating online sales platforms and offering e-shopping services, Marks & Spencer creates new sales channels in response to the growth of the Internet.
Food that is organic and healthful is in greater demand among consumers, and Marks & Spencer caters to this market segment by carrying a greater selection of healthful foods.

[bookmark: _Toc23249]2.4 Thrust (external)
Consumer purchasing power is impacted by the volatile external economic climate, macroeconomic swings, inflation, and other external factors, which puts pressure on Marks & Spencer's sales(Cadogan, 2019). 
Being a retailer, Marks & Spencer is extremely vulnerable to changes in the cost of commodities and raw materials. Price increases may affect profitability and result in higher costs.
Supermarket product selection and marketing strategies may face challenges due to shifts in consumer demand, necessitating ongoing monitoring and adaptation. 
The government is creating a plan for retailers to impose price caps on staples like milk and bread in order to help people deal with the rising cost of living. This will be done through changes to laws and regulations. may have restrictions and effects on the market share and business practices of Marks & Spencer(Cadogan, 2022). 

[bookmark: _Toc19353]3.Analysis of Marks&Spencer's "Porter's Five Forces Model"
Michael Porter developed the Porter's Five Forces model, which businesses frequently utilise to develop competitive strategies. According to the theory, there are five factors that affect the industry. The supply side's bargaining power is the first. Second, the buyer's ability to negotiate. Thirdly, the risk posed by new competitors. The threat of substitutes is the fourth. Fifth, rivalry between already-existing rivals(Henk and Waalewijn, 2019).
Once the five aforementioned determining factors have been identified, the Porter's Five Forces model incorporates them into a framework and considers them throughout the analysis process. The analysis's findings are applied to give a detailed analysis of the enterprise's profitability and state of development(Walker and Madsen, 2019). Continue analysing the industry in which the enterprise operates in terms of its development status, level of competition, and potential profitability based on the analysis results of several enterprises. Through the application of Porter's Five Forces model for thorough analysis, businesses can implement focused strategic initiatives within the industry's competitive landscape. 

[bookmark: _Toc3050]3.1 Analysis of Threats from Same Type Supermarkets
Marks & Spencer sells a variety of goods, such as daily essentials, furniture and appliances for the home, and fresh food. In this sense, Marks & Spencer will face competition from professional retailers, malls, convenience stores, and internet retailers across the United Kingdom.

[bookmark: _Toc11753]3.2 Professional store threats.
A specialty store is distinguished by its unique offering and flagship brand, like Simple, a skincare line that is carried on Martha's shelves. But compared to Marks & Spencer, the selection of specialty stores is wider, the salespeople are more experienced, and the discounts are larger. Sales will be significantly impacted once Marks & Spencer starts selling products with overlapping features, and supermarkets will have little advantage over them. 
As a result, chain supermarket performance has been gradually declining as a result of the emergence of this kind of professional store.

[bookmark: _Toc3655]3.3 Threats from large supermarkets.
For instance, TESCO frequently offers discounts, and consumers who have membership cards can buy goods at a reduced cost. Nevertheless, the Marks & Spencer membership card can only be redeemed by accruing points and offers no discount advantages. 

[bookmark: _Toc3216]3.4 Threats from Convenience Stores.
Convenience stores enjoy a broader spectrum of appeal. Any convenience store can provide goods that satisfy the needs of the locals by catering to their needs(A, Williamson Steven A and Babson, 2017). Convenience stores have sufficient hours of operation—some of them are even open twenty-four hours a day. Fast-moving consumer goods that satisfy customers' immediate consumption needs make up the majority of the products it sells(Dess, 2018). Additionally, it offers practical services like breakfast in accordance with the needs of the local populace.

[bookmark: _Toc7229]3.5 Supplier Analysis
Supplier management is a critical component in the procurement management process of supermarkets. As was previously mentioned, suppliers can affect a business's profitability and core competitiveness by increasing the cost of their products or lowering the calibre and calibre of their services(R Glenn Hubbard and Anthony Patrick O'brien, 2019). Therefore, it is imperative that Marks & Spencer evaluate the suppliers' bargaining power.
From the standpoint of Marks & Spencer's development scale, the scale will keep growing in the future and so will the volume of goods purchased. Chain stores will have the upper hand when negotiating prices with suppliers. Supermarkets can work directly with manufacturers even after they reach a certain size, bypassing intermediaries, and begin their own brand research and development. For example, their flagship food has already reached a price agreement with manufacturers, allowing them to form their own brand attributes without having to deal with middlemen(Manfred Krafft and Mantrala, 2020).
The long-term suppliers to Marks & Spencer generally don't have much negotiating power. These products have a very devoted following and strong appeal because they include best-selling items with unique features and some independently developed branded products. 
These goods essentially have no negotiating power and can only become price takers for suppliers.

[bookmark: _Toc21387]3.6 Competitor Analysis
Because the UK's supermarket market is so crowded, there is fierce competition among businesses. In particular, the following domains see the highest levels of competition. 
First, marketing initiatives. The frequency of promotional activities is one factor. Various supermarkets will begin their promotional activities during the special Christmas and Easter holidays(Grewal and Levy, 2018). Supermarkets will also periodically host a variety of promotional events in an effort to draw customers and boost store recognition. The type of promotional activities is an additional factor. The supermarket retail industry is highly competitive these days, and different supermarkets host a variety of promotional events(Godin, 2018). 
Second, a growing number of supermarkets are becoming more comprehensive, and their after-sales care now includes free door-to-door delivery. 
Thus, to stay out of this kind of situation, Marks & Spencer needs to keep improving its core competitiveness, keeping up with changes to its competitive strategy, and growing its market share in the retail sector.

[bookmark: _Toc10447]3.7 Analysis of Potential Competitors
The supermarket industry is always welcoming new competitors as a result of the ongoing growth of the British economy. A number of international supermarkets, including Wal-Mart and Metro, have already made their way into the UK. Subsequently, additional supermarkets will enter the market, escalating competition in the already crowded space. Supermarkets, new and old, will face never-before-seen pressure due to low entry barriers and intense competition. 
The pressure to enter the market comes first. Since competitors have long held some of the best core commercial locations in the UK, and the market is already somewhat saturated, it is challenging for recently established supermarkets to gain an advantage in store location.
The pressure to control the market comes in second. Due to pressure from competitors and a high entry barrier, the UK's supermarket market is already relatively saturated(Basker, 2019). A few major brand supermarkets currently in operation control the majority of the UK's grocery market share. Since Marks & Spencer enjoys an advantageous position due to its enterprise scale and brand influence, it will be even harder for the company to withstand the influence of rivals. Other supermarket brands face an equally difficult time surviving in this environment, and they must incur significant costs before they can grow(Marshall and Johnston, 2019).

[bookmark: _Toc27881]3.8 Consumer Analysis
There are two ways to approach consumer analysis. First, from the standpoint of the customer, while modern consumers are less price sensitive than in the past, the majority of them are used to comparing products side by side before completing a formal transaction and finally selecting the best option. In light of this, consumers may be seen as having significant bargaining power.
Second, ever since it made its debut in the UK, the retail sector has existed in a fiercely competitive environment. But this competitive environment will only get more intense. As a result, numerous businesses will work to delve deeper into uncharted territory and expand their market share in previously untapped areas. Consequently, these retail businesses have opened their own brand stores, which benefits customers by giving them more options(Du, Strydom and Jooste, 2019).
Furthermore, as network technology advances, consumers are becoming more self-reliant. Customers take the initiative because there are numerous online channels via which they can obtain different product information(Iacobucci, 2022). They can easily negotiate with suppliers and have a better understanding of the products. As the internet develops and products become more widely available, consumers' bargaining power will only increase.
Customers are growing more price-sensitive and attentive to the value of products as well as the strength of discounts as a result of wars and rising inflation rates in some parts of the world.
As a result, Marks & Spencer works even harder to make shopping enjoyable, offer higher-quality products at discounts, offer superior speciality services, and satisfy a wide range of affordable customer needs.

[bookmark: _Toc29855]4. Suggestions for optimizing Marks&Spencer marketing strategy
[bookmark: _Toc16994]4.1 Clarify market positioning
At present, there is an issue with Marks & Spencer's unclear positioning. With the exception of its own specialty food, the majority of its other offerings are similar to those found in surrounding supermarkets and convenience stores and lack any distinguishing qualities(Kupke, 2023). The elevated shopping environment is the only distinction.
Marks & Spencer must thus have a distinct market positioning. Because Marks & Spencer has so many locations, not every store can utilise the standard chain operation technique. It ought to implement distinct and customised operating procedures depending on various addresses. Stores in remote areas and those in the city centre, for instance, ought to have distinct market positioning. While stores in rural areas should offer more affordable goods, those in city centres should offer more individualised attention and convenience(Dibb and Simkin, 2018).

[bookmark: _Toc18327]4.2 Emphasize marketing and adopt new types of promotions
Chain supermarkets should refrain from pursuing product and price marketing in an aimless manner when putting marketing strategies into practice. A significant part of operations is played by emotional marketing. Emotional communication is a key component of emotional marketing since it fosters consumer trust and preference for the store's goods, which in turn helps other marketing strategies to be developed. 
For instance, to draw in customers, Marks & Spencer can share engaging, worthwhile, and emotive content on social media. Examine profound needs and offer emotional assistance. We can better understand consumers' inner lives and offer goods and services that speak to their emotions by performing user interviews and market research (Todaro and Smith, 2020).

[bookmark: _Toc21738]4.3 Make full use of geographical recommendations
Large chain supermarkets can benefit from the efficient application of marketing strategies when they are located in a favourable geographic area. As a result, this advantage must be taken into consideration when developing and implementing marketing strategies(Newnan et al., 2020). 
For instance, broadening the scope of promotion and conducting radio promotional activities by taking advantage of the high foot traffic. To build a positive reputation and increase one's credibility in the community, one can also host regional discounts or feedback events, which will increase their influence. Related events can also be held around particular holidays, like Christmas and Easter, to allow customers to view the supermarkets' feedback and take advantage of geographic advantages for distribution(Bagozzi et al., 2018). Supermarket marketing strategies can only be more effectively executed by making the most of geographical advantages and leveraging their role.
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5. Conclusions
First, an analysis of the current market environment in which Marks & Spencer operates leads one to believe that, given the current state of the economy, there is still a great deal of room for growth in the supermarket industry, and that, all things considered, the market environment remains highly favourable for Marks & Spencer's future development. 
Second, this article's analysis of Porter's Five Forces and SWOT models leads it to conclude that Marks & Spencer has a significant market share and a particular brand influence in the neighbourhood, which provides the groundwork for the company's long-term, healthy growth. Low profits, intense peer competition, and high costs are all signs of weakness.
The final analysis concludes that Marks & Spencer should increase customer loyalty to the supermarket, make reasonable use of its geographic advantages, clarify its market positioning, strengthen its core competitiveness, adopt diversified marketing strategies, use emotional marketing, alter a single marketing method, and allow Marks & Spencer to grow. 
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