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[bookmark: _Toc75131608]Problem
	After conducting an enhanced analysis on the decline of Marks and Spencer, it has been concluded that the Group is facing several problems, the main being a reduction in sales from their Clothing and Home Division, by nearly 46% in the last ten years.
[image: Chart, bar chart

Description automatically generated]
	Figure 1. Figure 1. Marks and Spencer Clothing and Home revenue in the UK from 2009/2010 to 2020/2021 (Statista, 2021)
[bookmark: _Toc75131609]Solutions
	To identify the best solution to implement, the company used a weighted decision matrix. This mathematical tool is designed to be used in the decision-making process by enabling the user to evaluate a set of potential solutions against certain criteria and choose the one with the highest score (Aziz, et al., 2016).
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	It has been established that the option C will bring the most benefits on the short and long term and is the most cost-effective to implement.
	This can be easily obtained thanks to the strengths of the Group, as they are the largest clothing retailer in UK and a leading brand for Womenswear and Menswear sectors (Marks and Spencer, 2021), as well as having online presence in 100 countries (Glenn, 2021) and gaining new platform from the biggest online supermarket in UK.
[bookmark: _Toc75131610]Monitoring
	For the successful implementation of the solution, the managing board has set a few SMART objectives that will be essential for increasing the sales in the Clothing and Home segment.
	The company will be needing resources like money to invest in the websites, marketing, distribution, employees and equipment.
	The key indicators that will be monitored are going to be the new registered and returning customers, number of app downloads, new Sharp scheme members, online profitability ratio and number of deliveries from distribution centres.
[bookmark: _Toc75131611]Reviewing 
	The plan will be reviewed by the managing board every six months through the Half Year Results and at the end of year through the Annual Reports.
	During the review, the executives will establish if the objectives are met, if the strategy has affected other areas of the business, and if anything can be improved. If certain targets are not met, then the managers can recommend improvements for the plan based on the KPI’s and the feedback received from stakeholders.
[bookmark: _Toc75131612]Communicating 
	Effective communication is crucial for creating and maintaining a strong relationship with stakeholders as it will also lead to capital growth and long-term development for the business (Wereda & Okorski, 2021)
	Social media is a very important communication channel as the leaders can use it to send out their message to the employees, customers, and helps them to build trust among investors and communities (Simsek, et al., 2020).
Internal stakeholders
	The communication with the internal stakeholders should take place before the solution is implemented and during the action plan and can be done through various methods, like monthly board meetings, monthly and quarterly reports, emails, intranet, newsletters, townhalls.
External stakeholders
	Regarding the external stakeholders, the company will also communicate the solution to the customers, local communities, suppliers, creditors. 
	The suppliers and creditors should be made aware before the strategy is implemented and keep informed through monthly reports, emails, conference calls.	
	The customers and local communities can be informed while the strategy is executed and the digital communication tools prove to be very effective, like newsletters, digital marketing, press releases, surveys, reports.
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Template for Monitoring, Reviewing and Communicating a Decision
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Weights 5 4 3 4 Total
A. Changing locations for poor performing stores 6 3 3 6 75
B. Redesign the physical stores 6 3 1 9 81
C. Invest in the online platforms and become a digital first retailer 9 6 9 9 132
D. Investment in new distribution centres 3 3 6 6 69

Criteria Weights Solutions

Menu Weights Menu
1 1 None
2 3 Low
3 6 Mid
4 9 High
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Decision implemented:
Invest in the online platforms and become a digital first retailer.

Monitoring the decision: The Digital and Data Manager will be monitoring the plan every month

Resources
Employees
Money

Equipment

Key Indicator
Number of M&s app downloads

New online customers

Nurnber of deliveries from distribution centres
New registrations for Sharp loyalty scheme
Online profitability ratio

Target:
Growing the online customer base for Clothing and Home from 9 million custormers to 20 million customers by the
end of 2022,

Increase of the online share to 80% of the total clothing sales by the end of 2022.

Transition allthe Clothing and Home products on the Ocado platform by the end of 2022.

Dats Sources:
The data will be taken from the financial reports and Digital and Data department,

Reviewing the decision:

‘The action plan wil be reviewed every 6 months through the Half Year Results and at the end of the year through
the Annual Reports.

Has the company met the targets?
Has the decision impacted other areas of the business?
Was the strategy cost-effective?
Has the problem been resolved?
‘What was done right?
What can be improved?

Communicating the Decision:

Internal stakeholders External Stakeholders
Owners Suppliers
Managing board Customers
Employees Communities
shareholders
Creditors





