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Marks and Spencer Group plc is a large Multinational Retail company headquartered in London, England. It is well known for its clothes, home goods, and packaged foods, most of which are sold under its brand. The company produced nearly £8 billion in retail revenue, operated about 500 stores in more than 30 countries of the world, and purchased Brooks Brothers as well as King's Supermarkets in the United States. It had a well-known private retailer brand in St Michael, an impressive financial services business in the United Kingdom, and earned over 1.15 billion pounds in profit before tax (Stakeholders of Marks and Spencer Commerce Essay, 2021). Recently they got involved in community engagement as part of their plan to grow their business. Marks & Spencer finally introduced a robust community engagement initiative as part of Project A 2025 – the company's latest strategy to serve 1,000 people, assist ten million people in living healthier, better lifestyles, and turn them into a zero-waste company (Stakeholders of Marks and Spencer Commerce Essay, 2021).







[bookmark: _Toc40464009]




[bookmark: _Toc70296327]Importance of community engagement activities for businesses.
Community engagement enables businesses to have a beneficial impact on the communities in which they work. Businesses may engage in community service in a variety of ways. They can make monetary assistance to their company on their behalf. Alternatively, they may organize employee service days in collaboration with a non-profit. Community engagement may provide businesses with an invaluable forum to market their goods and services (Business, Financial and Financial, 2021).
Additionally, it will serve to uphold the company's ideals. When businesses actively participate in their communities daily, they will promote a healthy corporate performance and create positive relationships with their neighbors. Additionally, the company will assist those in need and improve lives. If a business wants to differentiate itself from rivals, participation in the group is the path. Around 23% company has already been involved in community engagement projects. Marks & Spencer has announced a project worth £2.5b for community engagement activities (Business, Financial and Financial, 2021). The benefits business can get from community engagement is given below
                  [image: ]
Figure 1: Benefit of community engagement (Business, Financial, and Financial, 2021)
Increasing brand awareness
Brand recognition leads to a consumer's familiarity with a company's image. For example, if somebody states they require Windex, it is evident that they are referencing the cleaning solution (Bourner, 2010). It is because Windex has a good reputation. While brand recognition is critical for any company, it is even more vital for startups. And besides, if people have no idea of their company, they are unlikely to purchase (Business, Financial and Financial, 2021). When employees give something back to the community, they increase awareness of their company. Even if they are not the company's target customers, they can spread the word about the company.
Building trust in the operation
Customers will not buy from your company because they have confidence in it. This is true in today's heightened challenging market. If a consumer has difficulty trusting a company, they would likely purchase from a rival. Participating in group activities is another excellent way to foster faith. If a business provides resources to society, it establishes a reputation as an enterprise that supports activities other than profit (Business, Financial and Financial, 2021). Consumers have a natural tendency to follow organisations that assist those in need. They are more likely to trust a brand if they see workers at volunteer events or hear about their charitable activity on social media. If they've established confidence, their odds of expanding the company's image significantly increase. People would have a reason to choose their brand over a rival.
Creating positive culture
Culture is a company's identity. It is what distinguishes the company from its rivals. At its most fundamental level, culture is an integral part of beliefs, practices, customs, and perceptions. When a business has a good atmosphere, it will attract and retain top talent (Checkoway, 2015). This is a significant advantage since hiring and educating workers takes a considerable amount of time and resources. Staff members who are content with their employer's culture are usually more active (Checkoway, 2015). They can rely on them to go above and beyond to maintain their organization’s performance. However, if employees are dissatisfied with the community, the organisation can discover that employees are less driven to work more effectively and efficiently. Trying to promote community engagement will aid in the development of a healthy corporate culture. Many workers desire to work for a company that values giving back. They appreciate the opportunity to deviate from their daily routines to assist others.
In the following ways, a company can be involved in community engagement.
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                Figure 2: Activities to involve in community management (M&S ANNOUNCES MAJOR NEW COMMUNITY TRANSFORMATION PROGRAMME, 2021)
Encouraging employees to volunteer
 The company should make it clear to their staff that management would like them to participate in events during their leisure period for the community. The company can either encourage a few unique volunteer opportunities or workers to volunteer however they please (Low, 2018).
Sponsor an Event
 If the group is hosting an event, such as a fundraiser, marathon, or festival, consider being a sponsor. Additionally, they can allow your workers to wear branded clothing to the function.
Organizing a Fundraiser charity event
A charity drive enables a company to contribute without investing a substantial amount of time or resources. Solicit donations of articles, clothes, foodstuffs, and other things from their staff (M&S ANNOUNCES MAJOR NEW COMMUNITY TRANSFORMATION PROGRAMME, 2021). 
Sharing Expertise
 There are probably individuals in the local community who might benefit from a company's expertise (Budiani, 2020). For instance, if a non-profit organisation requires a web developer but lacks the funds to hire one, the big companies might offer to build their website and app for free.


[bookmark: _Toc70296328]Literature review on organisation development through employee involvement in community engagement
When workers are motivated, they are committed to generating better productivity. The performance of workers improves organisational growth.  What they try to accomplish does not always lead to the desired effect. Additionally, corporate community engagement helps organisations foster increased efficiency among their employees (M&S ANNOUNCES MAJOR NEW COMMUNITY TRANSFORMATION PROGRAMME, 2021).  In CCI ventures, staff involvement is a requirement. Organisations often use this technique to try to affect people's way of thinking. Besides, it's used for enhancing marketing activities. Many executives believe that significant events, such as television programs, are orchestrated by large corporations to seek celebrity support. Donations are significantly increasing, and hope is kept alive by such efforts.  Doing something of this kind increases a company's name recognition in the market. Social impact on programs such as these has ripple effects across the entire organisations. CCI operations and influence company sales (Low, 2018).  Often corporations misjudge CCIs and make poor decisions. CCI has to conform to society's customs, traditions, and expectations. There are examples like this, and they're all over the world.
A majority of people do not want to discuss intimate relationships with the public to increase visibility. Employee involvement and channel participation are inseparable. Just as much money can be invested in a CCI, it is wasted if workers are not committed. As a result, there is no corresponding return on investment for CCI. Employee involvement is essential to make a good CCI as well. Without employees' commitment, all CCI ventures will also fail.  Employee-turned-leaders can serve the aim of the organisation's initiatives. Engaged workers get the job done using projects such as CCI will involve workers in community service, and their interpersonal skills will bring success for the company (M&S ANNOUNCES MAJOR NEW COMMUNITY TRANSFORMATION PROGRAMME, 2021).


[bookmark: _Toc70296329]Marks & Spencer’s community engagement programs
Marks & Spencer has launched a community involvement initiative. M&S will collaborate with local councils and charity partners to assist neighborhoods in achieving meaningful, concrete change. It launches on 'Make it Matter Day,' during which M &S encourages the UK to make every choice count* and #SpenditWell (Community Engagement, 2021). It will be piloted in ten neighborhoods over the next two years, during which M&S will test a variety of actions aimed at addressing the most pressing problems facing communities – such as unemployment, capacity deficiencies, homelessness, inequality, and emotional wellbeing. By 2023, successful programs will be expanded to an additional 100 cities, and by 2025, they will be shared with 1,000 locations (Community Engagement, 2021). Marks & Spencer Chief Executive Steve Rowe said: "For 133 years, Marks & Spencer has been at the forefront of social change, and we're committed to continuing to do so in the years ahead by taking bold steps to help consumers and communities; live happier, healthier lives (Community Engagement, 2021)." They increasingly see evidence across their UK-wide store network that communities need help from partners such as M&S to effect meaningful change. They have considered what is important to communities, such as access to work-related skills, social inclusion, and advocacy for mental health issues. They believe they can play a critical role and make a significant difference in community life. They're starting with ten to allow for learning, adaptation, and the development of an agile strategy that will enable them to serve 1,000 communities by 2025 (Leading fashion retailers in the UK 2013 | Statista, 2021).” M&S will trial a series of locally tailored projects aimed at enhancing residents' social health and satisfaction in these neighborhoods, collaborating with The Social Innovation Partnership to monitor how residents feel about their society – how optimistic they are, how related they are to others, and if they feel a sense of belonging. M&S will collaborate with local councils and partners to deliver the projects, including Businesses in The Region.
Each area will have its schedule of events, including the following initiatives and bespoke initiatives: supporting startups, focusing on the community’s mental health, and providing charity for healthcare causes. The detail is enlisted in the appendix at the end of this report. 
Marks & Spencers had a seminar where they have discussed the following programs with their employees. The senior executives have taken measures to assist M&S colleagues worldwide in donating million hours of supervised time to community engagement over the next five years. By 2022, their packaging will be recyclable; they plan to eliminate half of their wasted food by 2025; and a panel will be established to ensure that by 2022, half of the global food sales will come from healthy items. By 2025, they will contribute £25 million to charities battling cancer, cardiovascular disease, psychiatric disorder, poverty, and disability (Leading fashion retailers in the UK 2013 | Statista, 2021). By 2025, M&S intends to procure all critical raw materials from renewable sources; they also plan to create a green atmosphere for the city.
Therefore, M&S will slash carbon dioxide emissions by 80 per cent in its activities by 2030 and by 13.3 million tones in its production process over the same time. They actively work with suppliers to support workers on programs including financial literacy, leadership skills, as well as health. They have decided to work with an NGO named Emerging Leaders, that provided leadership training to more than 50,000 of their supply chains staffs in different parts of the world (leading fashion retailers in the UK 2013 | Statista, 2021). The training takers participate on an incredible journey to a new mindset and empower them to take others on the same journey as leaders in their communities. They collaborate with stakeholders to assist staff with leadership development, financial literacy, and wellness. They chose to partner with Rising Entrepreneurs, a non-governmental organisation that has given leadership learning to about 50,000 employees in various parts of the world (Greenberger and McNaughton, 2019). The acceleration would provide an incredible journey to develop a new attitude and equip them to guide them on the same path as community leaders. Marks & Spencer interacts with its stakeholders, such as consumers, the neighborhood, and the state, through external channels. Its public relations feature serves as a vehicle for effectively communicating its pleasant picture to the appropriate audiences (Matthew, 2016). Additionally, the company interacts with its external key stakeholders through forums, advertising, marketing programs, and email messages.



[bookmark: _Toc70296330]Recommendations
The recommendations for Marks & Spencer would be inspiring millions of their worldwide clients to help a good cause. This build a good reputation for them also would help the community to be better for living. M&S will donate 1p to a foundation of their choosing for any time a consumer purchases with a Marks and spencer Sparks Ticket. M&S has contributed almost £7 million to their Spark foundations since 2015 (Leading fashion retailers in the UK 2013 | Statista, 2021). They will now expand the number of charities from ten to thirty-five to provide a broader range to consumers. They should conduct brainstorming sessions and consult with leadership teams within their core business unit to determine what they want to do with consumers as well as offer potential charitable collaborators in terms of resources, specialized expertise, information campaigns, and storage space (Matthew, 2016). They will resolve consumer and worker needs through the alliances they create. They can support the World's Biggest Coffee Morning by being a sponsor. Their workers could participate in competitions and fundraising, going above and beyond to encourage and engage customers. They've recently increased more than £19 million from such sponsorship since 2010 to support essential Macmillan assistance to local neighborhoods throughout the UK (Leading fashion retailers in the UK 2013, 2021).
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Marks & Spencer does not need to be more focused on raising funds for community engagement. Instead, they can be more determined to train their employees to be empathetic towards the community. As a result, it would make the employees motivated, and they can be a part of the new change. Historically it has been seen that when companies have been more involved in community engagement, their productivity has risen. In 2020, after being engaged with community engagement, Marks & Spencer had earned revenue worth 10.18 billion GBP. They have achieved 296 far-reaching social and sustainability commitments as part of their projects, won 250 awards, as well as saved approximately 750 million pounds in costs by lowering power usage, decreasing transportation costs, and reducing consumption in the packaging.
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