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[bookmark: _Toc61261982]INTRODUCTION
Marketing is just one of the many processes in an organisation, but it is equally, if not majorly, important as the others. Grönroos (2011) defined marketing as a phenomenon representing the organisation’s focus on its customers. This means that, being one of the main processes, the duty of marketing is to recognise customer needs and wants and to produce, manufacture or modify products in order to respond to the demands of the market. Such demands would not be met without marketing. In addition to this, the management will also be unable to expand its market which meant that it could lose its opportunities to cater more customers. Hence, it will be a very difficult challenge for the company to generate profit (Fezla and Asllani, 2013). Some organisations even treat marketing as their only success determinant due to the increasingly competitive business environment whereby customer satisfaction is the main indicator of profit generation. However, even non-profit organisations recognise the importance of marketing because, after all, organisations exist not only for themselves but also for the stakeholders who has needs they must meet (Doyle and Stern, 2006).

This study aims to analyse the internal and external marketing environment of Marks and Spencer, as well as the role of marketing in this organisation. Marks and Spencer, popularly called as M&S, is a British multinational company who is one of the leading retailers of essential products such as food, clothing and homewares. Started by Michael Marks and Thomas Spencer, M&S dates back to 1884 when they started as a Penny Bazaar in Leeds. After more than 130 years, M&S has now more than 1,500 stores and 44 websites in the UK and in other 62 countries across the globe (Marks and Spencer, 2021).

[bookmark: _Toc61261983]PESTLE ANALYSIS OF MARKS AND SPENCER
PESTLE analysis is a marketing tool taking account various aspects in the external environment of an organisation in order to evaluate each of them and create a better marketing strategy (Perera, 2017). 

[bookmark: _Toc61261984]Political
Perhaps the most common political factor affecting UK organisations, including M&S, is BREXIT. The decision of United Kingdom to leave the European Union expectedly affected the operations of the companies in each party. In case of Marks and Spencer, the changes in the trading policies following Brexit have affected its operations in an unfavourable way. The new border rules created problems for traders and exporters, and they are hit by red tape–additional costs brought about by the new UK-EU trading policies. According to M&S Chief Executive Steve Rowe, they are expecting rise in export costs, but they have been working actively to manage the effects of the ‘rules of origin’ regulation which requires the products to be taxed depending on the country where they came from.  M&S set ‘Percy Pig’ sweets as an example, this product being manufactured in Germany, exported to UK and then re-exported to various M&S outlets in France, Czech Republic and Ireland (BBC, 2021a). 
[bookmark: _Toc61261985]Economic
M&S has always faced challenges brought about by pricing due to the reason that they offer quality products thus pricing them quite higher than the local retail stores. Brexit and the Covid-19 pandemic unfavourably impacted the businesses in UK, pushing them to survive rather than to thrive (Meechan, 2020). As few businesses shut down, mainly because of the pandemic, the disposable income of people changed as well, making consumers switch to local stores offering budget-friendly products.

[bookmark: _Toc61261986]Social
Marks and Spencer’s clothing line is not a fan of the latest generations thus they have been experiencing loses on this market group. However, M&S strategize to make up for the discrepancy by dominating food retail through ready meals. BBC (2021b) reported that the lockdown restrictions, as part of UK’s combat against the coronavirus pandemic, had increased M&S’s sleepwear sales. 

[bookmark: _Toc61261987]Technological
Nowadays, adapting to technological changes is a must in order to survive in the era of rising digitalisation. Failure to comply with technological advances can bring negative effect as worse as shutting the business completely. Due to the pandemic, non-food stores of M&S have been temporarily closed. However, M&S can still sell their clothing and homeware products through their website, and food products are also available online through their partnership with Ocado which started in September last year (BBC, 2020). These strategies are additional M&S’s existing technological compliance such as contactless payment and self-checkout counters.

[bookmark: _Toc61261988]Legal
As mentioned in the political factor, Brexit resulted to changes in trading policies and procedures. Aside from the issue on tariffs, UK businesses, such as M&S, are faced with border regulations and procedures.

[bookmark: _Toc61261989]Environmental
Consumers are becoming more aware of the environmental responsibilities of the brands they support. Not only have the people been keen on the pricing policy and quality control of the products they buy, but customers are also concerned on how the products were manufactured and produced. As part of M&S’s sustainability, they have developed Plan A which aims “to return M&S to sustainable, profitable growth and to deliver long-term value for all stakeholders.” (Marks and Spencer, 2021)

[bookmark: _Toc61261990]SWOT ANALYSIS OF MARKS AND SPENCER
[bookmark: _Toc61261991]Strengths
· Recognised brand – Being in the retail industry for more than 130 years, M&S has established their market position in the UK and other countries.
· Quality product – M&S offers own brand quality product.
· Multinational company – Having thousand stores across the globe enables M&S to be aware on the global issues in the retail industry. Also, M&S can utilise this as an advantage towards the rising globalisation.  
· Product Variety – Venturing in various products such as homeware, clothing and food gives M&S different income channels.
[bookmark: _Toc61261992]Weakness
· Public perception – As previously mentioned in the social factor under PESTLE analysis, the public opinion regarding fashion has impacted the sales and its costs. Lack of novelty in the clothing line prevents M&S from penetrating wider market, i.e., younger generation.
· Continued poor financial performance due to decline in clothing sales (Wood, 2019)
[bookmark: _Toc61261993]Opportunities
· Strengthening presence in the online platforms. M&S’s partnership with Ocado has helped the business in the midst of the pandemic (Armitage, 2021).
· Restructure clothing brand in order to cater younger/latest generation.
[bookmark: _Toc61261994]Threats
· Challenges brought about by Brexit.
· Current and potential competitors will always be a threat, especially the low-cost ones.
· Customer preference regarding pricing.
· Slowed down economy due to Brexit and the coronavirus pandemic. 


[bookmark: _Toc61261995]PORTER’S FIVE FORCES ANALYSIS OF MARKS AND SPENCER
Porter (1980, cited in Dobbs, 2014), enumerated five forces of which the collective strength determines the potential profit-making capacity of a business within an industry.

[bookmark: _Toc61261996]Threat of New Entrants
Marks and Spencer has been operating for more than a century and it has established its brand, obtained their share in the market and developed loyalty of their customers. Due to this, the threat of new entrants is low. In addition to this, venturing in the retail industry is financially demanding because of the high entry cost.

[bookmark: _Toc61261997]Threat of Substitutes
Unlike the threat new entrants pose, the threat of substitute for M&S is high, because its products including homewares, clothing and food. There are existing retailers which offers those products for cheaper price. M&S’s international sales declined by 10.4% because of the Covid-19 pandemic (Chapman, 2021) which also affected the spending of people all over the world thereby changing their preference.

[bookmark: _Toc61261998]Bargaining Power of Customers
For most businesses, the bargaining power of customers is high. This is also applicable to M&S due to customer’s preferences. Customers wants to purchase quality products at the most affordable price therefore the burden of keeping up with this kind of demand lies with M&S’s market share.
[bookmark: _Toc61261999]Bargaining Power of Suppliers
Marks and Spencer is a household name when it comes to retailers offering products of their own brand. This means that they are not that dependent on suppliers like other retailers do. Moreover, since M&S is an established business, many suppliers would want to form partnership with them in order to reach bigger market. Therefore, the bargaining power of suppliers is low.

[bookmark: _Toc61262000]Rivalry Among the Existing Competitors
In relation to the first four forces, the rivalry among the existing competitors of M&S is high. M&S’s food products can be substituted by other stores such as Waitrose, Debenhams, Tesco, and Asda. This is the same for their clothing and houseware products as there are other stores who can offer substitute products for cheaper price.
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According to Hanlon (2020), Segmentation, Targeting and Positioning (STP) is a strategic marketing approach in Modern Marketing which aims to create a marketing communications plan. Market segmentation, as defined by Tynan and Drayton (1987, cited in Dolnicar et al, 2018, p.6), is a marketing tool designed to help managers to draw a number of homogeneous markets from a heterogeneous market (Smith, 1956, cited in Dolnicar et al, 2018, p.6), and design an appropriate and efficient marketing mix in order to produce a specific product for them. Marks and Spencer segments their market according to the geography, demography and behaviours. M&S use geographic segmentation in expanding their market across the globe. Demographic segmentation is also used by dividing the market according to their ages, gender and economic status. Lastly, behavioural segmentation is employed depending on the customer preferences. In order to maintain sustainability, M&S then evaluate and select target segments in order to assess the potential of each segments. The business can then occupy a unique image or brand in the minds of their target segments. Using the STP model, it can be drawn that M&S has price-conscious segments, targets those in the upper middle class to upper class and positions themselves as a brand with affordable products with high quality.

[bookmark: _Toc61262002]MARKETING MIX STRATEGIES
McCarthy (1964) designed a marketing model which analyses product, price, place and promotion (4Ps) in order to pursue its marketing objectives (Kotler, 2000). Thabit and Raewf (2018, p. 100) defined marketing mix as “the operational part of marketing” which aims to develop both short-term and long-term strategies in providing for the needs and demands of customers. The main elements of a marketing mix for product-based marketing involves the 4Ps which were previously mentioned. There are 3 additional elements for service-based marketing which are: People, Process and Physical Evidence. Since M&S offers products and not services, its marketing mix consist of the 4 basics elements as explained below:
· Products: M&S is well known for having a variety of products such as clothing, homewares and food products
· Price: Since M&S offers high quality products, their pricing ranges from medium to high.
· Place: M&S operates in the UK as well as in other countries and they also have their own website and a partnership with Ocado which adds as their distribution channel.
· Promotion: M&S uses traditional advertising such as television and press. The rise of digitalisation also encouraged M&S to invest in social media advertising (Hammett, 2020).

[bookmark: _Toc61262003]CONCLUSION
After analysing the macroenvironment as well as the microenvironment of Marks and Spencer, it can be concluded that the business has favourable and unfavourable situations, high and low threats and fair share of advantages and disadvantages within the organisation itself and within the retail industry as a whole. But just as previously mentioned, a well-strategized marketing plan can aid M&S to gain its competitive advantage. 
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[bookmark: _Toc61262005]RECOMMENDATIONS
The following recommendations can be established following the analysis of the internal and external environment of M&S:
· M&S should invest more on research and development in order to produce variety of products especially those in their clothing line. Moreover, investments in R&D can aid M&S in expanding their online presence as many people have now resort to online shopping due to the current pandemic as well as the rise of digitalisation.
· M&S should modify the supply chain in order to adapt with the new trading policies and procedures brought about by Brexit. This will also help the local community and economy. 
· M&S should strengthen customer relationship by giving more discounts and by strengthening the customer relationship through customer service.
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