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M&S launched PLAN A 2025, an ambitious customer focused sustainability plan, 10 years after its original 100 commitments in their five-year plan. Building from their previous successes they aim to in a 3-pillar plan, support 1000 communities, 10 million people live happier and healthier lives and become a zero-waste organisation, tackling customer and colleague well being and caring for the planet. 
M&S with Plan A, appear to have a positive committed attitude towards sustainability, engaging their staff to adopt the same attitude by implementing training, paid voluntary work in their community, appointing carbon champions, giving them the knowledge needed, this enabling them to engage with customers sharing this knowledge and building trust, encouraging them to adopt the same attitude towards Plan A. Whilst some of M&S customers do recognise the dedication from M&S in Plan A, data and research has shown that consumers don’t fully trust retailers pledges, some through lack of knowledge and are sceptical over retailers sustainability claims, data also suggests that there is still a barrier of consumers lack of interest. 
What do consumers want? 
 Do they pay attention to products they purchase?
 Are they engaged?
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Data from a survey carried out by Deloitte (March,2021) shows that the top 5 things consumers wanted from Retailers most have implemented in their action plans, results also revealed and where retailers need to look at and address were that, 28% stopped purchasing products due to ethical or environmental concerns,  1 in 5 had no interest and 15% said they lacked information.
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Are M&S doing enough? what have they achieved in the last 10 years?  examples of their achievements are, they delivered 296 stretching eco and ethical commitments, won 240 awards and have saved £750 million using less energy, fewer transport miles and reducing their packaging. With the launch of their marketing campaign this could be an opportunity for them to close the gap in knowledge consumers need and possibly engage those with little interest to support Plan A adopting their beliefs, values and attitude (M&S,2017).
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M&S Attitude v's Customers
Attitude towards Sustainability

M&S

* Appear to have strong beliefs and values guiding them to have a
dedicated, committed attitude to sustainability and climate change.

* Engage their staff to adopt the same attitude by training and giving
them the knowledge to engage with customers to build their trust and
believe in Plan A adopting the same attitude supporting Plan A.

* Consumers

* Whilst some consumers do recognise M&S are committed in their Plan
A and share some of the same values and beliefs towards sustainability
they don’t fully trust retailers pledges, through lack of knowledge

* Data also suggests that there is still a barrier of consumers lack of
interest
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         M&S Attitude v’s Customers  Attitude towards Sustainability  • M&S  • Appear to have strong beliefs and values guiding them to have a  dedicated, committed attitude to sustainability and climate change. • Engage their staff to adopt the same attitude by training and giving  them the knowledge to engage with customers to build their trust and  believe in Plan A adopting the same attitude supporting Plan A. • Consumers  • Whilst some consumers do recognise M&S are committed in their Plan  A and share some of the same values and beliefs towards sustainability  they don’t fully trust retailers pledges, through lack of knowledge  • Data also suggests that there is still a barrier of consumers lack of  interest
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Evaluate

Data from a survey carried out By
Deloitte (March,2021) showed

Top 5 things consumers wanted
from Retailers were

e 1 Sustainable packaging 69%

e 2 Waste Reduction 68%

e 3 Reduced Carbon footprint 48%
e 4 Ethical work practices 41%

e 5 Respect of human rights 39%
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                Evaluate   Data from a survey carried out By  Deloitte (March,2021) showed  Top 5 things consumers wanted  from Retailers were • 1 Sustainable packaging 69% • 2 Waste Reduction 68% • 3 Reduced Carbon footprint 48% • 4 Ethical work practices 41% • 5 Respect of human rights 39%
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* 32% of consumers are highly engaged to
adopting sustainable lifestyle

» 28% of consumers stopped purchasing
products due to ethical or environmental
concerns

* 1in 5 consumers had no interest in
sustainability

* 15% of consumers saying they lacked
information
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         Results also  showed  • 32% of consumers are highly engaged to  adopting sustainable lifestyle • 28% of consumers stopped purchasing  products due to ethical or environmental  concerns • 1 in 5 consumers had no interest in  sustainability • 15% of consumers saying they lacked  information
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Delivered 296 stretching eco
and ethical commitments

Saved £750 million using less
energy, fewer transport miles
and reducing packaging
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                          Are M&S doing  enough to get  consumers to  change their  attitude towards  sustainability and  support Plan A  2025 What Have  they achieved in  the last 10 years ? (M&S,2017)       Delivered 296 stretching eco  and ethical commitments      Won 240 awards        Saved £750 million using less  energy, fewer transport miles  and reducing packaging
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                                 M&S Marketing  Campaign could provide  Data and information  consumers need to  change their attitude and  close the gap in  knowledge consumers  need to support Plan A in  their Beliefs, Values and  Attitude (M&S,2017)      Every window at all M&S Stores will  feature Plan A Message      Biggest stores hosting welcome Zone  detailing what the store is doing to support  the local community       Radio support       And promoted content on social media
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* Whilst M&S and other leading supermarkets
believe they have strong Beliefs, values and
attitudes towards sustainability and have
implemented strong action plans, they have
failed in some areas as highlighted in this
presentation such as,

Conclusion « Ethical trading
* Auditing policies

* Knowledge to consumers
* Well being of employees

* Credibility in their promises

* Retailers have along way to go, and must
continue to review their plans and acknowledge
their failures as well as their successes. Close the
gap they have with their consumers to gain their
trust and share their Values, beliefs and attitudes
and support sustainabilityplans such as M&S
Plan A
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                   Conclusion                           • Whilst M&S and other leading supermarkets  believe they have strong Beliefs, values and  attitudes towards sustainability and have  implemented strong action plans, they have  failed in some areas as highlighted in this  presentation such as,  • Ethical trading • Auditing policies • Knowledge to consumers  • Well being of employees • Credibility in their promises • Retailers have a long way to go, and must  continue to review their plans and acknowledge  their failures as well as their successes. Close the  gap they have with their consumers to gain their  trust and share their Values, beliefs and attitudes  and support sustainability  plans such as  M&S  Plan A
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M&S Plan A

“There’s attitude to sustainability and then
there is M&S attitude to sustainability”

lan B
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                              M&S Plan A  “There’s attitude to sustainability and then  there is M&S attitude to sustainability” 
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Assumption

M&S Launches PLAN A 2025- An
Ambitious, customer focused sustainability
plan.

Building on the success of the first 10 years
of plan A, the eco ethical programme aims
to support, in a 3 pillar plan

1000 communities

2. Help 10 million people live happier,
healthier lives

3. Convertinto a Zero waste organisation
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         Assumption M&S Launches PLAN A 2025  – An  Ambitious, customer focused sustainability  plan.  Building on the success of the first 10 years  of plan A, the eco ethical programme aims  to support, in a 3 pillar plan 1. 1000 communities 2. Help 10 million people live happier,  healthier lives 3. Convert into a Zero waste organisation


