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Once known as one of the UK’s giant retailers, in the last couple of years the situation of Marks and Spencer became rough, the company seeing a decrease in income and being forced to close down some of their stores (MarketLine, 2021). After conducting the SWOT and the PESTLE analysis, it was discovered that biggest weaknesses of the company are the poor quality of products and the lack of inclusion and diversion which made the customers or the potential customers to turn their attention to Marks and Spencer’s competition (Insider, 2019). On the other side, Marks and Spencer’s position on the market is considered to be a strength which can be used in bringing the company to its original glory (MarketLine, 2021). At the same time, the company has been affected by the change in customers’ attitudes, as they do not find Marks and Spencer suitable for their needs anymore and they stopped spending money in the store (Lyons, 2018). 
Based on all the information above an action plan was developed in order to transform Marks and Spencer into a company that fulfils the needs of its customers and listen to their requests. The proposed action plan has the purpose of increasing the sales, the customer satisfaction, and the profit, and at the same time, to prevent the company to close more of its shops. The first potential solution is to lower the prices to be in harmony with the actual quality of Marks and Spencer’s products, and to make customers to feel like their money were well spent at the store (Vizard, 2019). Another potential solution is to improve the sizes available and make the store become more inclusive towards the new generation, improving in this way the target market and the sales. The third potential solution is to create a new marketing strategy to increase the awareness of the changes that are happening within the company. Finally, the last proposed solution is for the company to be generally closer to its customers and pay attention to their needs and constantly adapt to them, as this will benefit the company in the long term by keeping the customers happy and the profit growing. 
The resources needed for the success of the proposed action plan are the shareholders, the marketing and the financial department and the rest of the staff.
The key indicators of the success of the action plan are an increased number of sales, customer satisfaction and profit and the reopening of the closed stores.
The targets for the next two years are: 
· To increase the customer satisfaction by 60% by the end of 2023.
· To decrease the prices with 30% by the end of 2021.
· To increase the number of sales by 50% by the end of 2023.
The progress will be monitored internally monthly and will be available to the public at the end of the financial year.
To review the success of the action plan, there must exist positive answers to the following questions:
1. Did the sales increase after the price reduction?
2. Did the profit increase? If yet, by what percentage compared to 2020?
3. How many stores are open?
4. Are the customers happy?
The decision will be communicated internally to every member of the staff and externally to the shareholders, mass media, customers, and social media. 
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