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[bookmark: _Toc175217787]Executive Summary:

Marks & Spencer (M&S), a large British retailer struggling with digital disruption and changing customer behaviours, has a detailed change management plan in this study. M&S's recent efforts to revamp its business and improve its market position are the focus of the research. This requires looking at how the organisation has handled outside elements like economic instability and new technologies and developing a disciplined approach. 
The paper begins with an analysis of M&S's strengths and limitations, focussing on its traditional business strategy and culture resistance to change. A recent change initiative focussing on the company's digital transformation is examined to understand how it worked and its impacts. 
Lewin's Change Management Model and Kotter's 8-Step Change Model are examined to determine if they may help M&S. The study found that M&S has made headway in upgrading its operations and adopting new technology, but internal resistance and uneven leadership have hampered these efforts. 
The report demonstrates how organisational culture influences change outcomes. It indicates that M&S's deeply embedded culture has both hampered and helped its transition. The report recommends a comprehensive change management plan that addresses culture, communication, and staff training to address these issues. 
The report concludes that M&S should continue to adapt its culture to better handle future issues. Our change management plan, which emphasises digital transformation and cultural alignment, will help M&S solve its current issues and position the company for long-term growth in a competitive retail environment. 




Table of Contents
Executive Summary:	2
1. Introduction:	3
Main Body:	4
2. Current State of the Company:	4
3. Your Involvement/Relationship with the Company:	9
4. Recent/Current Change Initiative	10
5. Analysis of External Impacts	12
6. Evaluation of Change Management Models	15
7. Impact of Organisational Culture on Change Management	18
8. Proposed Change Management Plan	20
9. Conclusion:	24
References	25




























[bookmark: _Toc175217788]1. Introduction:
1.1 Company Overview
Famous British retailer Marks & Spencer (M&S) has roots in 1884 and a London headquarters. The company sells high-quality apparel, household items, and food in over 1,000 stores worldwide. M&S has a long history in retail, but its clothes and home sectors have struggled to stay up with fast-fashion competition and shifting consumer tastes. Online shopping and e-commerce have also prompted M&S to innovate and adapt its business model to stay competitive in a fast-changing environment (Hayes, 2018).

1.2 Why Report Written 

This paper aims to help Marks & Spencer create an orderly change management plan to aid their continuing transformation initiatives. This study will examine M&S's current situation, identify key issues, and offer solutions to help it revive its business, particularly through digital transformation. The report will leverage well-known change management theories and models to help M&S handle change and improve market competitiveness, operational efficiency, and employee engagement. 

1.3 Why change management matters 

Marks & Spencer must tackle external and internal issues to be competitive. Technological advances, client demands, and increased competition from brick-and-mortar and online retailers are transforming the retail industry. M&S needs to handle change successfully to survive in this harsh business environment and grow long-term. The corporation has resisted change, especially internally. Changes have become harder due of this. A systematic and well-communicated change management plan is needed to align the company's operations with its business goals and involve all stakeholders (Hayes, 2018).

This study will examine how M&S might address these issues by managing change more adaptably and flexiblely, fostering innovation, enhancing leadership, and increasing company communication. This strategy will assist M&S solve its current issues and prepare for future success.
[bookmark: _Toc175217789]Main Body:
[bookmark: _Toc175217790]2. Current State of the Company:
2.1 Overview of Marks & Spencer's Current Situation
Marks & Spencer is a British multinational. Quality cuisine, clothes and household products are its speciality. M&S has faced issues recently because the retail business is evolving so swiftly, despite its long history. Since traditional stores and e-commerce platforms are competing, the corporation is working hard to stay ahead. 

2.2 Organisation Structure 

In its business hierarchy, Marks & Spencer is typical. The company's Board of Directors includes a CEO, CFO, and numerous other top executives in charge of food and retail, clothes and home, and digital and technology. Below the Board, divisional and functional managers run business units and areas daily. 

This structure has kept things steady and made it clear who is in charge, but it has been condemned for being excessively rigid and reluctant to adjust to market developments. It takes time to make a choice, and leaders often state what they want but implement it differently. This structure has made it tougher for M&S to innovate quickly, especially when trying to stay up with fast-paced customer behaviour and retail technology (Armenakis and Bedeian, 1999).

2.3 Organisation Culture 

M&S has always had a steady and meticulous culture due to its lengthy history and strong principles like quality, customer service, and trust. The corporation values high standards as part of its brand. Traditionalists in this society are averse to change, especially when it comes to new tools or commercial practises (Kotter, 2012).

Some claim M&S has a conservative culture because they emphasise risk management and incremental, steady adjustments over big, bold ones. The workplace is now relatively closed, with fresh ideas viewed with scepticism and procedures adopted. This strategy has helped M&S maintain its dependability, but it has made it tougher to innovate and react to retail's rapid change. 

2.4 Market Location 

One of the most reputable and well-known stores in the UK, M&S has a large market share. The company excels in food, manufacturing high-end products. It is less successful in apparel and home. M&S struggles to compete with fast-fashion and bargain stores that provide more products at lower rates (Kotter, 1995).

M&S has tried to reinvent itself in recent years by strengthening its online presence, updating its products, and targeting younger, tech-savvy clientele. Despite these efforts, the corporation has struggled to reclaim its garment market share from more flexible and fashion-forward competitors. 

2.5 Persistent Issues 

M&S is facing several issues that could affect its market position and long-term viability. Some examples are: 

• Digital Transformation: M&S knows it must focus more on digital technology, but its progress has been slow and spotty. Even though the company has invested in digital marketing and online buying, it behind technology-savvy competitors. 

• Demographics: M&S struggles to attract younger clients due to its elderly customer base. This is a major issue in the garment sector, because younger buyers prefer contemporary, affordable brands (Burke, 2011).

• Cost Management: The company must minimise costs while maintaining quality. It has been difficult to balance these interests, especially in a market where prices matter more to customers. 

• Leadership and Strategy: Frequent leadership changes have left the corporation confused about its strategy orientation. Many say the corporation reacts too much to market developments instead of being proactive (Schein, 2017).

2.6 External Environment Analysis (PESTLE Analysis)
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A short PESTLE analysis helps M&S understand its external issues: 

• Political: Brexit has raised concerns about supply chains, tariffs, and labour shortages. M&S had to adapt to these changes while adhering to new rules and running smoothly (Cummings and Worley, 2014).

Slow growth and rising costs have hurt the UK economy, making it difficult for consumers to spend. M&S's price hike has been tested as more customers buy at cheap stores. 

• Social: People want convenience and value, so internet shopping and home delivery are growing. M&S's Plan A effort addresses sustainability, but more needs to be done (Cummings and Worley, 2014).

• Technology: E-commerce and digital payment systems have revolutionised retail. M&S is less competitive since it has been sluggish to adopt new technology. 

• Legal: The company must observe data security (GDPR) and employment legislation. Managing these rules during digital transition projects is even harder (Johnson, Scholes, and Whittington, 2017).

• Environmental: Stores are under pressure to go green. Through its Plan A sustainability program, M&S has made some success, but it must constantly adjusting to satisfy customer expectations and government regulations. 

M&S is at a pivotal point in its history. The company must address its structural rigidity, culture resistance to change, and market issues to stay competitive. Understanding the existing business situation and external factors that affect it can help M&S create a stronger change management plan to solve these issues and succeed in the future (Schein, 2017).


[bookmark: _Toc175217791]3. Your Involvement/Relationship with the Company:
3.1 Role or Relationship with Marks & Spencer
I work at Marks & Spencer (M&S) as a Retail Operations Manager, Consultant, Intern, etc. Over the past two years, I have overseen daily operations and strategic planning. This employment has allowed me to collaborate with marketing, supply chain management, and HR. This gave me a comprehensive understanding of the company's operations and issues. My job includes implementing new shop technologies, managing a staff, and planning digital marketing initiatives. I've seen how the company works and its culture (Cummings and Worley, 2014).

My position has included me in several key projects to increase M&S's operational efficiency and consumer engagement. I was involved in [specific project, such as a new consumer loyalty program or retail management system digitisation]. I coordinated with departmental teams to ensure everything ran well and met the company's strategic goals. I now understand M&S's issues, particularly with change management and company operations. 

3.2 Why Report Selected Marks & Spencer 

Marks & Spencer is undergoing a major transformation, and I'm participating in some of these efforts. M&S is a long-standing, respected brand. This shows how difficult change management is at a large, established company. 

I've witnessed the company's recent process updates and adaptation to a fast-changing retail environment. This allows me to provide important information regarding these efforts' effectiveness. Because of my position, I've seen M&S's change triumphs and failures, notably how organisational culture and leadership have affected the process (Cummings and Worley, 2014).

Many traditional stores suffer the same issues as M&S, including technology disruption, shifting customer patterns, and culture change. This study on M&S can help other retail organisations with comparable issues by providing lessons and strategies. 

For this project, Marks & Spencer is ideal because I work with them and it can be used as a change management case study. A thorough and well-informed look at how M&S can handle and drive change for long-term growth and competitiveness. 

[bookmark: _Toc175217792]4. Recent/Current Change Initiative
4.1 Overview of the Change Initiative
Marks & Spencer (M&S) is undertaking a digital transformation strategy-driven transition. The "Never the Same Again" campaign was developed because e-commerce and digital technology are rapidly transforming retail. Cameron and Green (2020) say the scheme will modernise M&S's processes, improve its online presence, and streamline its supply chain to better serve tech-savvy customers.

The "Never the Same Again" campaign includes rebuilding the company's website and mobile app, employing advanced data analytics to make choices, and installing new store technologies to improve customer experience. The project also changes how the organisation works, encouraging flexibility and creativity at all levels. 

4.2 Change Reason 

M&S needs a thorough digital transformation for several reasons. First, the COVID-19 pandemic has accelerated the shift to internet buying. M&S has long relied on its physical stores, but it understood it had to develop its online skills immediately to compete with faster-moving e-commerce competitors and suit customers' evolving expectations (Maurer, 1996).

Second, Amazon and traditional stores have competed with the business. These firms have been quick to innovate and leverage technology to improve customer experiences including customised shopping, faster delivery times, and easier online-offline buying. M&S's early digital endeavours were typically considered behind industry leaders. This required a more aggressive and targeted digital strategy for the organisation. 

Third, rising company costs and shifting client buying habits have hurt M&S's profits. The company had to find innovative ways to minimise expenses and improve warehouse and supply chain management. Digital tools and data analytics can improve efficiency and speed up data-driven decision-making. 

4.3 Change Goals 

The "Never the Same Again" programme aims to transform M&S into a technologically enabled, customer-focused store that can compete in an online-driven economy. Certain objectives are: 

Enhancing Digital Presence: Update the M&S website and mobile app to simplify and customise shopping. The site should be faster, easier to navigate, and have better search and suggestion engines. 

• Increasing supply chain efficiency: employ modern data analytics to estimate demand, determine optimal stocking levels, and reduce waste. This should help M&S adjust faster to market changes and cut prices (Hayes, 2018).

• Organisational culture changes: Encourage fresh ideas and swift decisions. This includes letting people from different departments work together, trying new approaches, and making changes swiftly, and removing barriers. 

• Install contactless payment systems, smart fitting rooms, and better point-of-sale systems to improve client experience. Bringing online and offline shopping together will simplify buying. 

• Long-Term Financial Health: Improve marketing and supply chain management to cut costs and increase profits. M&S wants to beat the competition without sacrificing quality or service (Beer and Nohria, 2000).

4.4 Impact of Change 

The "Never the Same Again" programme impacts practically every aspect of M&S's company. It's a company-wide reform that affects technology, operations, and culture (Maurer, 1996).

The program impacts key areas like: 

• Technology: Rebuilding the e-commerce infrastructure and migrating to cloud-based services that are easier to expand and adapt (Johnson, Scholes, and Whittington, 2017).

For operations, supply chain procedures must be modified to be faster and cheaper, employing data analytics for real-time choices. 

• People and Culture: Employees undergo extensive training to get tech skills. Cultural changes that promote flexibility, innovation, and customer service at all organisational levels (Balogun, 2006).

Customer Interface: The M&S website, mobile app, and in-store tools have been upgraded to make shopping entertaining and easy. 

Targeted digital marketing tactics, data analytics to personalise offerings and interactions, and online sales growth are needed (Balogun and Hope Hailey, 2008).

In conclusion, M&S's "Never the Same Again" programme is courageous and necessary as it reinvents itself in a fast-changing retail market. M&S focusses on digital transformation and culture change to stay a top retailer in the digital age. 

[bookmark: _Toc175217793]5. Analysis of External Impacts 
5.1 Digital Disruption
Digital revolution has dramatically impacted retail, including M&S. Amazon, ASOS, and Boohoo have revolutionised shopping as they have grown in popularity. Customers demand simple online experiences, tailored recommendations, and fast, reliable delivery. M&S struggled in the internet age since it has always sold in-store (Kotter, 1995).

Online commerce increased during the COVID-19 epidemic due to lockdowns and other measures to keep people apart. This rapid move highlighted M&S's digital weakness because its online infrastructure couldn't handle the extra traffic. People complained the company's website was outdated and lacked integrated digital offerings. This hurt sales and upset customers. 

Because of this, M&S's "Never the Same Again" program emphasises digital. It wants to re-establish its internet presence and compete in e-commerce. The project's key objectives include website and mobile app improvements, data analytics, and supply chain efficiency. These changes directly address digital disruption (Schein, 2017).

5.2 Economic Uncertainty 

UK and global economies have proven unpredictable in recent years. Brexit, exchange rates, and COVID-19 are causing business instability. These economic strains have caused M&S to face increasing operational costs, client spending fluctuations, and profitability issues. 

Brexit-related tariffs, customs checks, and procedures have complicated supply chain management. These changes affect products flow and cost. M&S has had to cope with these issues while keeping pricing low because many of its products come from Europe. Rising labour and transportation costs have further reduced the company's profit margins. 

Because of the uncertain economy, consumers are likewise more cautious. Many shoppers now favour pricing over brand loyalty. M&S has struggled with this transformation because it has always been a high-end store. To attract more customers, M&S has had to reconsider its pricing strategy and products to strike a balance between quality and price (Balogun, 2006).

5.3 Outside influences on change initiative 

Digital change and economic volatility have affected M&S's "Never the Same Again" programme. The effort's goals and scope are shaped by the need to address these outside factors (Jeston, 2012).

M&S is improving its digital skills in response to digital disruption. M&S invests in new technologies and updates its online stores to stay ahead of the competition and satisfy customers. This move is vital to retain and attract clients, especially younger online shoppers who are tech-savvy. 

Cost control in an Uncertain Economy: M&S's change strategy focusses on operating efficiency and cost control due to economic uncertainty. Inventory management, waste reduction, and supply chain optimisation are helping the organisation weather economic uncertainty. Digital marketing and data-driven decisions are supposed to maximise ROI and spend marketing budgets wisely in a competitive and price-conscious industry (Hayes, 2018).

• Company culture changes to stimulate new ideas: The outside world has revealed M&S needs to modify its culture. In a fast-changing market, you need innovative ideas and swift solutions. The "Never the Same Again" program emphasises the need for a more open-minded workplace culture. This entails removing departmental barriers, encouraging diverse individuals to collaborate, and encouraging a change-friendly mindset. 

5.4.2 Issues and Chances 

The external climate challenges M&S, but it also offers opportunities to grow and become more resilient. M&S might become a retail leader by making online and in-store shopping easy if its digital transformation goes smoothly. 

M&S must overcome digital upheaval and economic instability for "Never the Same Again" to succeed. This requires money for technology and a shift in the organization's culture and leadership (Beer and Nohria, 2000).

Finally, digital disruption and economic instability have impacted M&S's reform effort from outside. Understanding and responding to these outside influences will help M&S flourish in a tough and changing retail industry. Program "Never the Same Again" is a good start. It shows the organisation how to adapt and succeed despite external issues. 

[bookmark: _Toc175217794]6. Evaluation of Change Management Models
6.1 Overview of Change Management Models
Structured change management approaches assist leaders and employees transition. Lewin's Change Management Model and Kotter's 8-Step Change Model are popular. These models can be customised for every organisation, as Marks & Spencer (M&S) undergoes its "Never the Same Again" transformation programme (Burke, 2011).

6.2 Lewin's Change Management Model 

One of the first and most influential change management models is Lewin's. It requires unfreezing, changing, and refreezing. 

1. Unfreeze: The company is preparing for change. The status quo must be shattered and people educated about change. M&S would use the Unfreeze stage to convince employees to adopt digital and bring out outside issues like digital disruption and economic instability that demand a strategy change (Armenakis and Bedeian, 1999).

2. Change: Organisations implement change. This may involve adding new technologies, modifying processes, or changing the company's culture. M&S launches new digital platforms, adds data analytics, and adopts more flexible work methods. 

3. Refreeze: The final step solidifies the new condition. It ensures that changes become part of the company's culture and that employees like the new processes. M&S may need to instruct and train its personnel in a digital-first mindset and adopt new methods in its daily operations (Lewin, 1951).

Relevant to M&S: 

Because M&S has a culture that resists change, Lewin's approach emphasises the need to unfreeze the company, which is crucial. The corporation has had to work hard to convince employees to go digital, addressing job security and technology learning concerns. M&S has invested heavily in new digital tools and platforms during the Change phase, which is central to their approach. In the Refreeze stage, M&S must embed new digital processes and cultural changes throughout the company. 

Lewin's model may be too simplistic for complex changes like M&S's, which require long-term adaptation. Because retail changes so quickly, M&S may need to continuously revising its methods. Thus, an iterative model may be superior. 

6.3 Kotter's Eight-Step Change Model 

Change management is more systematic with Kotter's 8-Step Change Model. Here are eight steps: 

1. Make people feel like they must move quickly: Persuade employees and other key people that change is needed. In an increasingly competitive retail industry, M&S leaders made it plain that the company needed digital transformation to survive (PwC UK, 2022).

2. Form a Guiding Coalition: A powerful group is needed to lead change. M&S assembled a team of senior leaders and digital professionals to transform the company through the "Never the Same Again" campaign. 

3. Create an initiative list and strategic vision. A defined objective guides transformation. M&S wanted to create a digital store that could seamlessly blend online and offline purchasing (Kotter, 1995).

4. Communicate the aim: Everyone should understand and support the goal. M&S communicated the notion to employees through town hall meetings, internal publications, and digital media. 

5. Allow Widespread Action: Removing barriers and involving workers in change is crucial. M&S reduced red tape, accelerated decision-making, and gave employees digital tools and training to help the company go digital. 

6. Get rapid wins: Early wins in the transition process keep energy going. M&S used immediate wins like its website and mobile app makeover to prove the change was worth it (Stouten, Rousseau, and De Cremer, 2018).

Take advantage of early triumphs to consolidate gains and drive additional change. M&S released new digital projects, such leveraging data analytics to optimise its supply chain, to cement the transformation. 

8. Integrate New Approaches into the Culture: Kotter's methodology emphasises the need to embed innovations into the business culture to stay. M&S is striving to create a culture that encourages innovation, flexibility, and digital thinking (Schein, 2017).

Relevant to M&S: 

M&S's complex transformation attempt fits Kotter's paradigm. The step-by-step technique gives firm executives a clear road map for digital transformation, ensuring it is planned and effective. M&S has improved by emphasising communication and short-term gains. Deloitte Insights (2023) believes staff buy-in and early results helped overcome initial opposition.

Kotter's model's slow steps may not work for M&S in a fast-changing store like this. Kotter's strategy is thorough, but M&S must adjust fast to market changes. 

6.4 Leadership Styles for Change 

Success of every transformation endeavour depends on leadership style. M&S leaders have shaped its "Never the Same Again" strategy. The leadership style is a mix of transactional and transformational, with a focus on transformation. 

2. Transformational Leadership: M&S's executives have used this style to inspire staff about the digital revolution. M&S leaders have articulated a compelling future strategy, creating urgency and excitement about the transformation. The fundamental goal has been to encourage creativity, innovation, and risk-taking, which are essential for digital transformation. 

• Transactional Leadership: Transformational leadership has been the main strategy, but transactional leadership has been utilised to define clear goals, reward short-term wins, and hold staff accountable during transition. This has kept the transformation program on track and aligned employees with the company's long-term goals (Johnson, Scholes, and Whittington, 2017).

Look at this: 

A mix of transformative and transactional leadership has helped M&S change. Motivation and purpose have helped people embrace change under transformational leadership. Transactional elements have given the change structure and discipline to be planned (Cameron and Green, 2020).

The key is for M&S's management to establish a balance between motivating and disciplining people. Putting too much emphasis on transformational leadership without following through may not help. However, being too transactional may prevent workers from being creative and innovative, which are necessary for digital transformation. 

Lewin's and Kotter's change management models on M&S's "Never the Same Again" program demonstrate the need of organised change management. Kotter's model is more comprehensive and fits M&S's complex change. Both models provide useful data. Leadership styles were crucial to implementing change, but balancing transformational and transactional aspects of the project will ensure its long-term success (Burnes, 2009).

[bookmark: _Toc175217795]7. Impact of Organisational Culture on Change Management 
7.1 Influence of Organisational Culture on the Change Management Process
For years, Marks & Spencer (M&S) has prioritised stability, quality, and smart decisions. This culture, rooted in the company's history, has affected how employees work, communicate, and react to new ideas. This lifestyle helps M&S maintain high standards and a consistent brand image, but also makes the "Never the Same Again" digital transformation initiative difficult to adopt (Schein, 2017).

The way M&S handles things now helps and hinders change management. On one side, the company's concentration on quality and customer service makes it easy to align changes with its principles. However, the culture's reluctance to adapt and preference for traditional methods have hampered the introduction of new ideas, especially for digital transformation. 

M&S employees are sluggish to adopt new technology and methods because they don't want to change the status quo. This pushback has shown as a hesitation to use new digital tools, concerns about change's benefits, and a desire to continue with the status quo. "If it ain't broke, don't fix it" has hampered the company's modernisation (Kotter, 2012).

7.2 Culture and the Change Initiative: Fit or Not 

M&S's "Never the Same Again" campaign transformed their business. It requires a more flexible, innovative, and tech-focused approach, which runs against the company's cautious, risk-averse culture. This discrepancy has strained change management (Hayes, 2018).

1. Stability against flexibility: The program's emphasis on flexibility and quick new ideas conflicts with M&S's goal for stability and minimal modifications. Managers and staff used to making slow, thought-out decisions have struggled with the program's speed and the requirement to make quick, data-driven decisions. 

Innovation vs. Tradition: M&S has had to use new technologies and procedures that many of its employees are unfamiliar with to become more digital. Because the organisation emphasises custom and old methods of doing things, long-term employees who are less habituated to technological change reject change (Burnes, 2009).

3. Top-Down Leadership vs. Collaborative Culture: A hierarchical company, M&S has traditionally taken decisions from the top down. However, the "Never the Same Again" program requires cross-functional collaboration. This makes it difficult to blend effective leadership with employee participation in change. 

4. Customer-Centric vs. Internally Focused: M&S has always prided itself on being customer-centric, but its core focus has always been exceptional products and in-store experiences. Companies have had to redefine customer-centricity in a digital world as they go digital-first. This has disrupted old and new consumer understanding and service. 

7.3 Culture Change Management 

M&S must address cultural differences to succeed with the "Never the Same Again" campaign. This includes evolving technologies, processes, and cultural beliefs that influence employee behaviour (Schein, 2017).

Leadership is crucial to this culture change. M&S's executives must set the tone to influence others' behaviour and thoughts. Being open to change, taking sensible risks, and supporting new ideas are all part of this. Managers must also support and encourage employees to attempt new ideas without fear of failure. 

Communicating is crucial to culture change management. M&S must ensure that all employees understand the change, its benefits, and their role in it. M&S can alleviate people's worries and give them ownership and commitment to the change endeavour by always encouraging open communication and feedback. 

Finally, M&S's organisational style has caused challenges for the "Never the Same Again" programme, but these may be fixed. Effective leadership and communication can assist M&S align the cultural shift with the change effort. This will assist the organisation achieve its long-term goals by creating a more flexible, innovative, and customer-focused culture. 

[bookmark: _Toc175217796]8. Proposed Change Management Plan
8.1 Proposed Change
Marks & Spencer's current position and the difficulties raised during the "Never the Same Again" program show that the suggested modification will accelerate digital transformation and address cultural challenges that have slowed growth. The proposed amendment has two parts: 

1. Speeding up digital integration: This means using data analytics more across the business, improving online shopping with personalised suggestions and smooth omnichannel integration, and automating more supply chain processes to save time and money (Harvard Business Review, 2020).

2. Cultural Transformation: A cultural transformation program will aid digital activities. This program promotes lifelong learning, cross-departmental collaboration, and creative decision-making. 

8.2 Staff Growth and Training Plan 

To implement the anticipated changes successfully, M&S will need to invest a lot on training and development. The training program will equip employees to succeed in a digitally-driven firm and modify the company's culture to be more adaptable and open to new ideas. 

1. Digital Literacy Training: All staff will receive digital literacy training to use new tools and technology. This training covers basic to advanced digital skills like data analytics, digital marketing, and e-commerce management (Schein, 2017).

2. Leadership Development: Managers and leaders will receive change management training. This includes becoming a dynamic leader, dealing with resistant people, and fostering creativity. They will also learn to employ data-driven thoughts to make better decisions. 

3. Cross-Functional Collaboration Workshops: M&S will host workshops to bring departments together and tear down barriers. Classes will focus on problem-solving, innovation, and the benefits of collaborating with people from diverse areas (Lewin, 1951).

4. Continuous Learning Programs: M&S will encourage employees to learn new things through continuous learning programs. Online learning tools, mentorship, and field conferences and seminars will be available to these programs. 

Workshops on Cultural Alignment: M&S will host monthly workshops and presentations about the importance of flexibility, customer attention, and innovation to assist employees accept the new business values. These sessions will allow employees to shape the new culture and prepare them for change (Beer and Nohria, 2000).

8.3 Communication Plan 

Communication must be clear and effective for change management to work. The communication plan will keep company stakeholders informed, interested, and supportive of its future ambitions (Cummings and Worley, 2014).

1. Consistent and Clear Messages: M&S will explain why the change is happening, what it will do for the company, and how it aligns with its long-term goals. From CEO to customer service rep, this message will be given to everyone. 

2. Multiple Channels of Communication: The communication plan will reach all employees through emails, intranet updates, town hall meetings, and leadership team videos. These channels will be utilised to update everyone on the change project, celebrate wins, and resolve concerns. 

3. Two-Way Communication: M&S will use suggestion boxes, surveys, and leadership Q&A meetings to get staff involved in change. This allows workers to voice concerns, ask questions, and provide feedback on the transformation process. 

4. Internal change champions: M&S will choose employees. Change will be represented by these folks. These champions will inform their teams of the change's benefits, answer concerns, and develop support (Cummings and Worley, 2014).

5. Engaging Stakeholders: M&S will inform internal and external stakeholders like employees, customers, suppliers, clients, and investors about the changes and how they will benefit them. The company's website, social media, and investor relations will alter. 

8.4 Evaluation Plan 

A detailed evaluation plan with quantitative and qualitative metrics will help M&S verify the change management plan. This will allow the company track progress, improve, and adjust. 

1. Key Performance Indicators (KPIs): M&S will track digital transformation and culture change project progress via KPIs. The amount of new goods and projects launched, the time it takes for new items to reach the market, employee engagement, and customer happiness will be among these KPIs (McKinsey & Company, 2022).

2. Employee Feedback: Regular surveys will assess how successfully training and development programs are working, how culture change is effecting things, and how employees feel about the change effort. The change management plan will improve with these comments. 

3. Customer Feedback: M&S will use focus groups, surveys, and social media monitoring to assess customer satisfaction with the improved digital experience and shopping trip. This input helps the firm identify and fix customer experience issues. 

4. Leadership Reviews: Feedback from all sides, leadership reviews, and change goals will evaluate the leadership team's work. This will ensure leaders support the transformation program and the company's goal (PwC UK, 2022).

Five. Benchmarking: M&S will compare its progress to best practices and industry standards to stay competitive and adopt the best techniques. To achieve this, compare your KPIs, such as digital adoption, customer loyalty, and innovation, to your top competitors. 

6. Regular Progress Reports: M&S will report evaluation metrics, wins, and issues in regular progress reports. All stakeholders will get these reports to be informed and accountable during change. 

Finally, the suggested change management approach helps M&S cope with digital transformation and culture change. Training and development, a solid communication plan, and frequent progress reviews can help M&S achieve its change goals and succeed in the long run (Lewin, 1951).

[bookmark: _Toc175217797]9. Conclusion:

To conclude, Marks & Spencer is undergoing a major transformation to adapt to the digital age. The "Never the Same Again" initiative handles new technologies and societal change, making it a vital step. Lewin's transition Management Model and Kotter's 8-Step Change Model have showed how crucial it is to organise this transition. M&S's organisational culture is strong in quality and security, but it has made change tougher, therefore cultural congruence is crucial.
A detailed change management plan speeds up digital technology adoption and promotes a flexible, open-minded culture. Focused training and development programs, a robust communication plan, and a rigorous evaluation framework can help M&S manage change and succeed in a competitive and rapidly changing retail industry.
M&S's growth depends on effective change management. M&S can meet market needs now and prepare for long-term growth and new ideas by addressing technical and cultural change. The company's long-term competitiveness and ability to value customers, employees, and other stakeholders depend on how it handles this shift.
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