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[bookmark: _Toc131359839]Introduction and history of Marks and Spencer:
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(Sewell, 2023)
Marks & Spencer (M&S) is a British multinational retailer that was founded in 1884 by Michael Marks and Thomas Spencer in Leeds, England (Marks & Spencer- Our history, 2021). The company started as a small stall in Leeds market that sold clothing and household items, and by the early 20th century, it had become a leading retailer in the UK. M&S expanded rapidly in the mid-20th century, with the introduction of new product lines such as food and homeware (Marks & Spencer-About us, 2021). The company's expansion continued in the 1990s and 2000s, with the opening of new stores in international markets, such as India and China (BBC News, 2019).
Today, M&S operates over 950 stores in the UK and over 450 stores in 50 countries worldwide, employing over 80,000 people. The company's product lines include clothing, food, and homeware. M&S's mission statement is "Making Every Moment Special," which reflects the company's commitment to providing its customers with high-quality products and a premium shopping experience (Marks & Spencer-Our values, 2021). The company's values include innovation, quality, value, service, and trust, which are embedded in its culture and guide its operations. M&S has focused on improving its sustainability and ethical sourcing practices, as well as modernizing its operations and product offerings to meet the changing needs of its customers (The Guardian, 2021).
[bookmark: _Toc131359840]Segmentation, Targeting, and Positioning Strategies:
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(NGO, 2023)
The crucial marketing ideas of segmentation, targeting, and positioning (STP) enable businesses to efficiently identify and meet the demands of particular client groups. Segmentation is the process of breaking the market down into smaller groups of consumers who share similar traits and requirements. In targeting, one or more of these segments are chosen to serve based on their appeal and compatibility with the company's capabilities. The process of positioning entails creating a distinctive value proposition and brand image for the business in the eyes of the target market (Kotler, 1989).
[bookmark: _Toc131359841]Segmentation Strategy:
Marks & Spencer (M&S) divides the market using a variety of segmentation factors. The practice of segmenting involves breaking up a big, diverse market into smaller, more homogeneous groups or segments based on shared demands, traits, or behaviours. Companies like M&S may better address the demands of each segment and increase customer happiness and profitability by identifying and focusing on certain segments (Kotler et al., 2016).
Here are some of the segmentation variables that M&S uses:
[bookmark: _Toc131359842]Demographic Segmentation: Involves dividing the market based on age, gender, income, education, occupation, family size, and other demographic factors. M&S targets different age groups with specific product lines, such as children’s clothing, men’s and women’s clothing, and products for seniors (Lamb et al., 2011).
For example, M&S has a “Classic” line that targets older, more conservative customers who value quality and durability. On the other hand, their “Per Una” line targets women aged 25-45 who are fashion-conscious and looking for unique designs.
[bookmark: _Toc131359843]Geographic Segmentation: Involves dividing the market based on geographic location, such as country, region, city, or neighborhood. M&S targets different regions and countries with specific products that cater to local tastes and preferences (Marks & Spencer, 2022).
For example, in the UK, M&S offers a range of products that are specifically tailored to the Scottish market, such as haggis, shortbread, and whisky.
[bookmark: _Toc131359844]Psychographic Segmentation: Involves dividing the market based on lifestyle, personality, values, attitudes, and interests. M&S targets customers who value quality, style, and convenience (Marks & Spencer, 2022).
 For example, their “Food to Go” range targets busy, health-conscious customers who want fresh, nutritious food on the go.
[bookmark: _Toc131359845]Behavioural Segmentation: Involves dividing the market based on consumer behaviour, such as usage rate, loyalty, occasions, benefits sought, and readiness to buy. M&S targets customers who are loyal to the brand and value their products. (Solomon, 2014)
For example, their “Sparks” loyalty program rewards customers for their purchases and provides personalized offers and discounts.

M&S uses various segmentation variables to subdivide the market and target specific customer segments. By understanding the needs, preferences, and behaviors of different segments, M&S can tailor its marketing mix to better meet their needs and achieve greater customer satisfaction and profitability.

[bookmark: _Toc131359846]Current Targeting, and Positioning Strategies of Mark & Spencer:
[bookmark: _Toc131359847]Targeting Strategy:
M&S uses a differentiated targeting strategy, where it caters to different segments of the market with different products and services. The company's clothing segment targets women aged 35 to 55 years with its classic and modern collections. M&S also targets the younger market with its Goodmove collection, which caters to consumers interested in active wear. The company's food segment targets consumers of all age groups and income levels with its range of high-quality and affordable food products. M&S also targets the high-end market with its Autograph and Limited-Edition collections. These collections are designed for consumers who are willing to pay a premium price for high-quality products. The company's home segment targets consumers who are interested in quality home products and decor (Mintel, 2021).
[bookmark: _Toc131359848]Positioning Strategy:
M&S positions itself as a premium brand that offers high-quality products at affordable prices. The company emphasizes its commitment to sustainability and ethical sourcing, which differentiates it from its competitors. Additionally, M&S portrays itself as a company that provides a broad range of goods and services to meet the demands of various consumer demographics. In terms of its clothing segment, M&S positions itself as a brand that offers classic and modern collections for women of all ages. The company's Autograph and Limited-Edition collections position it as a brand that offers high-quality and exclusive products for consumers who are willing to pay a premium price. M&S's food segment positions itself as a brand that offers high-quality and affordable food products. The company's emphasis on sourcing products locally and its commitment to sustainability appeal to consumers who are environmentally conscious. (Sparks, 2021).

M&S targets the high-end market with its Autograph and Limited-Edition collections, which offer exclusive and high-quality products at premium prices. The company's loyalty program, Sparks, targets its most frequent customers with personalized offers and rewards. M&S's positioning strategy emphasizes its commitment to sustainability and ethical sourcing, which differentiates it from its competitors. The company positions itself as a premium brand that offers high-quality products at affordable prices. M&S's clothing segment positions itself as a brand that offers classic and modern collections for women of all ages. The company's food segment positions itself as a brand that offers high-quality and affordable food products, with an emphasis on local sourcing and sustainability. M&S's home segment positions itself as a brand that offers quality home products and decor.
M&S's segmentation, targeting, and positioning strategies have helped the company to serve the needs of different customer segments effectively. The business's emphasis on sustainability and ethical sourcing has additionally helped set it apart from its rivals. M&S's use of a differentiated targeting strategy has enabled it to cater to different segments of the market with different products and services, while its positioning strategy has helped to establish a unique brand image and value proposition in the minds of its target customers (Tsoi, 2020).

[bookmark: _Toc131359849]Marketing mix strategies of Marks and Spencer (7p’s):


(Sokolidou, 2022) [image: ]
[bookmark: _Toc131359850]Product:
M&S offers a range of products across its three main categories: clothing, home, and food. The company's products are known for their quality and value, with a focus on sustainable and ethical sourcing practices. In the clothing category, M&S offers a range of clothing lines, including women's wear, men's wear, children's wear, and lingerie. The company is known for its high-quality fabrics and classic styles. In the home category, M&S offers a range of home accessories, furniture, and bedding, with a focus on modern and contemporary designs. In the food category, M&S offers a range of high-quality food products, including fresh produce, bakery items, and ready-made meals. M&S also offers a range of products under its own brand name, including its popular "Dine in for Two" meal deal (Marks and Spencer-Our Products, 2022).
[bookmark: _Toc131359851]Price:
M&S has a price approach that accounts for the worth and caliber of its goods. Although the company's costs are often greater than those of its rivals, its goods are renowned for their superior quality and sturdiness. M&S offers a range of pricing options across its different product lines, with the aim of appealing to different segments of the market. The company also offers regular promotions and discounts, such as its "Sparks" loyalty program, which rewards customers with discounts and offers based on their shopping habits (Marks and Spencer-Pricing Strategy, 2022).
[bookmark: _Toc131359852]Place:
M&S makes its products available to customers through a range of channels. The company operates over 950 stores in the UK and over 450 stores in 50 countries worldwide, with a mix of company-owned and franchise stores. M&S also has an online store that offers its full range of products, as well as a click-and-collect service that allows customers to order online and collect their purchases from a store. M&S has also partnered with other retailers to make its products available in their stores, such as its partnership with Ocado to offer its food products for home delivery (Marks and Spencer-Store Finder, 2022).
[bookmark: _Toc131359853]Promotion:
M&S reaches their target market through social media marketing, direct marketing, personal selling, sales promotions, public relations, and advertising. The company emphasises the worth and calibre of its products in its advertising campaigns, which combine traditional and digital advertising platforms. To promote repeat business and client loyalty, M&S also runs sales specials like its "Dine in for Two" lunch offer and its "Sparks" reward program. The company has invested in social media marketing, maintaining a sizable presence on platforms like Instagram and Twitter where it engages with customers and shares details about new items and promotions. Also, M&S employs public relations to share information about its commitment to adopting sustainable and ethical sourcing processes (Marks and Spencer- Our Campaigns, 2022).
[bookmark: _Toc131359854]People:
M&S focuses on providing excellent customer service to differentiate itself from its competitors. The company trains its employees to deliver high-quality customer service and ensure that they have the necessary product knowledge to assist customers. The company also hires diverse employees to cater to its diverse customer base (Marks and Spencer- Sustainability, 2022).
[bookmark: _Toc131359855]Process:
M&S has streamlined its processes to ensure that customers have a seamless experience across different channels. The company has invested in technology to improve its supply chain processes, such as automation and data analytics, to improve the availability of products and reduce waste. The company also uses an efficient delivery system to ensure that products are delivered on time to customers (Marks and Spencer-Our Plan, 2022).
[bookmark: _Toc131359856]Physical Evidence:
M&S's stores and online platform are designed to provide customers with an immersive and enjoyable experience. The company uses store layouts and visual merchandising techniques to create an attractive shopping environment. M&S also uses eco-friendly packaging to promote its sustainability efforts Marks and Spencer-Marks and Spencer Launches First Ever Vegan Only Retail Space, 2022).
M&S uses an integrated marketing communications strategy that combines the different elements of its marketing mix to create a consistent and cohesive message to its target market. For example, the company's "Dine in for Two" meal deal combines product (food), price (discounted offer), and promotion (advertising and sales promotion) to create a compelling offer for customers. M&S also uses its Sparks loyalty program to gather data on customer shopping habits, which it then uses to create personalized promotions and offers for individual customers. The company's sustainability and ethical sourcing practices are also integrated into its marketing communications, with a focus on transparency and accountability in its supply chain.
M&S's current marketing mix strategies are aimed at providing high-quality products, excellent customer service, and a seamless shopping experience across different channels. The company's emphasis on sustainability and customer-centricity is reflected in its product offerings, pricing strategy, distribution channels, and marketing communications (Marks and Spencer-M&S Food, 2022).
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