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Executive Summary
The study is mainly based on the marketing process, where M&S has been taken to demonstrate properly. SWOT analysis, PESTLE analysis has been highlighted to develop the internal and external process of the organisation. Besides, marketing mix (4ps), porter's five force models are also highlighted to develop the report quality very well. 

Table of Contents
Task-1: Internal and External analysis of the company	5
Introduction	5
Definition of the marketing	5
Identifying the main stages in the marketing process	5
Identifying the Macro-environment for the organisation	7
Relating the Porters five force model with the company	9
Analysing the SWOT analysis of the company	11
Relating the STP analysis with the organisation	12
Identifying the marketing mix element	13
Conclusion	14
Recommendation	14
Reference List	15



[bookmark: _Toc89729612]Task-1: Internal and External analysis of the company
[bookmark: _Toc89729613]Introduction
Marketing is the part of activity that is mainly undertaken by the companies to perfectly promote the selling and buying of the company’s products or services. The study is mainly based on the marketing process that needs to be analysed through developing the different approaches. Marks and Spencer have taken. Identification of marketing aspects within the organisation, important stages of the marketing process are the main focusing points that are highlighted in this study to demonstrate and understand the fundamental approaches of the marketing process within the organisation. Besides, Porter's five force model, SWOT analysis and Pestle analysis are taking part in this study to evaluate the selected company’s marketing process within the UK marketplace. STP analysis is another part that is discussed in this report to demonstrate the company’s positions within the retail industry. 
[bookmark: _Toc89729614]Definition of the marketing
Marketing is the basic activity that identifies itself as an organisation’s vehicle to create better decisions making practices in marketing areas. It is the activity that is undertaken by a company to promote services and products of the company. According to Matikiti et al., (2018), marketing factors are identified as four stages such as monopolistic competition, proper competition, monopoly and oligopoly. It is mainly increasing awareness through enhancing the preferences of services and products. Packing, placements, advertising and pricing are the essential segments of marketing, which help to develop the product or services qualities of the organisation.  The UK based multinational retail industry Marks & Spencer uses marketing strategies to develop the marketing process within the organisation (Statista.com, 2021). The marketing process mainly discovers the selected areas that mainly help to influence the organisation’s growth process. 
[bookmark: _Toc89729615]Identifying the main stages in the marketing process 
Marketing processes for an organisation are part of a sequential process that is mainly divided into the five basic stages such as, planning, programming, strategising, capturing and engaging. These all need to be considered as phases, which mainly identify the superior values to enhance the customer process successfully. Consequently, as assisted by Utakaeva (2020), the author stated that marketing’s other divisions are divided into four stages, which is indenting the life cycle of products. The stages are named as Growth, introduction, decline and maturity and these stages enhance the marketing growth process successfully. This four-stage oriented concept is part of the management system that mainly influences the marketing process through determining the price reduction process. According to Gladka and Fedorova (2019), planning is the initial stage of marketing that mainly increases or decreases the marketing size of the organisation through understanding the product and marketing process. Situational analysis, strategy implementation, objectives and controls are the main focusing stages of the marketing process that mainly influence the planning process of the organisation. 
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Figure 1: Stages of marketing process 
(Source: to Gladka and Fedorova, 2019)
Situational analysis is the method of collection process of marketing, which mainly analyses the external and internal factors within the organisation. Project growth and assessing the competitors are the parts of situational analysis within the organisation. Strategy implementation is another stage of the marketing process that mainly makes better communication approaches through developing contingency plans (Olson et al., 2018). Objectives mainly help to achieve the marketing goals and they also enhance the performance of the organisation through determining the controlling aspects. Marks and Spencer is a renowned retail industry, which uses these marketing stages to develop the marketing process for its products and services (Edwardlowe.org, 2021).  Different types of strategies and objectives are developed by the company through determining the controlling aspects of products or services such as, targeting markets, market researching process and so on.  
[bookmark: _Toc89729616]Identifying the Macro-environment for the organisation 
PESTLE analysis
	Factors
	Impacts

	Political
	· Stability in political aspect
· Superior economic policies are available for business persons (Eacea.ec.europa.eu, 2021)
· The UK government depends upon parliament (Greatbritishmag.co.uk, 2021)
· Import and export activity is developed
· Easy to exchange the foreign currencies

	Economical
	· Approx 6.76% growth of GDP rate after pandemic (Ons.gov.uk, 2021)
· Sixth-largest developed country worldwide
· Around 4.6% unemployment rate availability (Statista.com, 2021)
· Approx, 20% tax rate availability in the UK (Statista.com, 2021)

	Social
	· High buying habits availability among UK people
· Approx 67.6 million population availability (History.org.uk, 2021) 
· Cultural attitude available among UK people
· Like to live with better lifestyles (Studying-in-uk.org, 2021)

	Technological
	· Taking 2nd highest-ranking across the world (Accountingweb.co.uk, 2020)
· Thriving tech sector obtain-ability 
· High-level of transportation and connectivity across the country (Statista.com,  2021)
· Better internet and artificial intelligence are available   

	Legal
	· Industry safety-oriented legislation available
· Antitrust and common law available (uk.practicallaw.thomsonreuters.com, 2021)
· Employment oriented laws are available (uk.practicallaw.thomsonreuters.com, 2021)

	Environmental
	· Poor effects for climate change
· Water shortage issue (Worldtravelguide.net, 2021)
· Reducing carbon emission usage 
· Soil contamination problem availability  (Worldtravelguide.net, 2021)


Table 1: PESTLE analysis of Marks and Spencer
(Source: Created by author)
Analysis
In the above table, six factors are identified that mainly help to understand whether the selected organisation can expand their business in the UK marketplace or not. Besides, as per the political analysis of the UK, it has been seen that political stability is available that mainly influences the business process effectively. Besides, Superior economic policies are available for business persons and better import and export activity, easily exchanging the foreign currency are the main focusing aspects that help to expand the business process within the organisation. Apart from this, 6.76% growth of GDP rate, 4.6% unemployment rate and the Sixth-largest developed country as worldwide are the economical aspect of the UK that are also better for the organisation to expand and explore the business process.  High buying habits of UK people, 67.6 million population and cultural attitudes are the social aspect that mainly identifies the huge number of customers that can easily be increased in the UK marketplace. 
The 2nd highest ranking in the technology department, Thriving tech sector availability and better transportation level also highlighted that the UK has better technology than other places. Different employment and industry-related laws are available in the UK, which is also better for the UK industries. However, the climate change and water shortage issues, Soil contamination problems are creating problems for the development and explanation process of companies. Thus, after evaluation, it can be stated that Marks and Spencer’s easily develop and expand their business in the UK marketplace because of better technology, social, economical, political aspects. 
Advantages and disadvantages factors over organisation
It is a simple oriented framework and it enhances the strategic thinking process of organisation. Besides, Political, social and economical factors are identified from this PESTLE analysis, which mainly counted as advantages for the organisation (Mihailova, 2020). On the other hand, environmental factor can be counted as disadvantage because poor environmental process is faced by whole UK.  The factors help to understand the wide-oriented business environments (Christodoulou and Cullinane, 2019). 
[bookmark: _Toc89729617]Relating the Porter five force model with the company	
Porter's five forces are the part of business analysis that identifies the model of industries. According to Ferdinand and Tresyanto (2020), Supplier power, Competitive rivalry, Buyer power, Threat of new entry and Threat of substitution are the five basic steps that mainly analyse the competitive position within the marketplace. Marks and Spencer’s competitive advantages are identified in this study to understand the company’s profitability level Such as,
The bargaining of Supplier power (Low)
Supplier power is the degree of control that influences the prices through available resources. Suppliers can achieve the most power while companies are depending upon them and cannot switch to the other suppliers. The supplier power of Marks and Spencer is low because massive customers are connected with them and make huge turnover (corporate.marksandspencer.com, 2021). 
Threat of substitution (High)
A Threat of substitutes is the availability of products that can easily be purchased by the customers from others. Threats of substitutes are high, while rival companies are given better products. Marks and Spencer has high threats of substitutes because more competitors are available in the UK marketplace that can reduce product demands.  
 [image: ]
Figure 2: Porter’s five force 
(Source: Aithal, 2017)
Competitive rivalry (High)
Competitive rivalry is the identifying competition with the firms, which have existed from earlier days. Interesting rivalry can create a limited profit level through increasing advertising expenditures (Bruijl, 2018). The competitive rivalry is high in M&S because other organisations are entering into the markets with products, whose quality is totally similar to the M&S (corporate.marksandspencer.com, 2021). 
Bargaining of Buyer power (High)
Bargaining power of the buyer is identifying the customers of the company, who want a better quality product with minimum price. M&S bargaining power of buyers is high because customers are attracted to classical products with a profitable budget. Competitors are trying to focus on customers while maintaining their demands. 
Threat of new entry (Low)
Threats in new entrance are the huge competition with the existing companies in the new marketplace and customers (Slee et al., 2020). However, threats of new entrants in M&S is low because the company has strong brand value and has a set to make successful chain oriented stores internationally.
Advantages and disadvantages factors over organisation 
Porter five forces are helps to understand the factors of the organisations and Profitability and decision making process also can be determined through this Model (Kabeyi, 2018). Besides, better bargaining power of supply and better threats of new entrance process are help to develop the business process within the organisation (Mukherjee, 2018). On the other hand, high bargaining powers of buyer and competition revelry make disadvantages for the organisation because these factors reduce the company’s strategic alliances effectively.    
[bookmark: _Toc89729618]Analysing the SWOT analysis of the company
	Strength 
	Weakness

	· Clear and high brand image (Statista.com, 2021)
· Better innovation and diversification availability
· 9,166.9 billion dollars in annual revenue (Statista.com, 2021)
· 220 personally owned and approx 300 franchises available across the world (Marksandspencer.in, 2021)
	· Poor supply chaining scalability (corporate.marksandspencer.com, 2021)
· Poor penetrating process used in international market

	Opportunity
	Threats

	· Huge market demands
· New segments are opening on a daily basis (corporate.marksandspencer.com, 2021)
· Huge customers are attracted to products
	· Huge competitions are available in market
· Created impact on logistic costing process (Marksandspencer.in, 2021)


Table 2: SWOT analysis of M&S
(Source: Created by author)
Analysis
From the above table, it can be seen that clear and high brand images are present in the M&S company, which can minimise the weakness of poor supply chain scalability within the organisation. On the other hand, better innovation and diversification availability, 220 personally owned and approx 300 franchises availability across the world can easily reduce the weakness of Poor penetrating process used in international markets within the organisation. On the other hand, huge market demands and new segments opening process reduce the threats on the logistic costing process. Huge customer demands enhance the competition level of companies. 
[bookmark: _Toc89729619]Relating the STP analysis with the organisation
Segmentation
Segmentation is the process that allows the seller to demand product needs and the customer's paying abilities also can be determined through analysing this aspect. Geographic, psychographic, demographic and behaviour are the four types of segmentation that can be analysed through lifestyles, ages and genders and other aspects. Different strategies are used in this type of segmentation and differentiate it through understanding their different company’s aspects (Bae et al., 2021).  M&S used demographic segmentation to select their targeted customers for their products (Corporate.marksandspencer.com, 2021). The company tries to open their new branches by determining different segmentation strategies within the organisation.
Targeting
Targeting is the essential part of STP analysis that mainly helps to understand the business expansion process within the marketplace. Targeting the audience is the main focusing aspect that can enhance the company process through developing better strategies. The organisation M&S used a demographic segmentation process and from this aspect, it can be identified that the organisation targeted the particular customer's age. The organisation is targeting the 30 plus age group-oriented people, who have a high-income group (corporate.marksandspencer.com, 2021). From this aspect, it can be stated that the organisation segmented and targeted the customers through determining the product value process. 
Position
[image: ]
Figure 3: Positioning map of M&S
(Source: As influenced by Bae et al., 2021) 
From this aspect, it can be stated that the organisation is positioned at a high price and high-quality section that mainly identifies the marketplace position of their product in the particular marketplace. 
[bookmark: _Toc89729620]Identifying the marketing mix element 
4ps of marketing mix
Product 
Product is important in the marketing mix that mainly connects the company with its customers. M&S mainly sells high-quality products for their customers and develop innovation process on their product also. 
Price 
Price is another segmentation of the marketing mix process, which mainly identifying the values exchange of their products., The M&S company started their cloth oriented product from 100 dollars (corporate.marksandspencer.com, 2021). 
Place 
Place mainly identifies the competitive strategies through determining the brand positioning. The company has 220 personally owned branches and approx 300 franchises across the world, which helps to understand the strong brand process in front of customers. 
Promotion
Promotions mainly spread product-oriented information in different places. The M&S used social media platforms to spread their brand information in the UK marketplace (Statista.com, 2021). 
[bookmark: _Toc89729621]Conclusion
In this study, marketing analysis is the main focusing aspect, where marketing mix, SWOT analysis, PESTLE analysis has been highlighted to develop the M&S business process. After evaluating the models and frameworks it can be stated that the marketing analysis is the most important aspect to develop the business process within the marketplace. 
[bookmark: _Toc89729622]Recommendation
· Documenting the market planning process is an important strategy that needs to be used to develop the marketing process within the M&S organisation effectively (Vasović et al., 2018). 
· Using CRM technology is another essential key that needs to be used to develop marketing strategies within the organisation. 
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