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[bookmark: _heading=h.gjdgxs]Introduction
Marks & Spencer (M&S) is a British department store that has been open for business for over a century. The company has had to face a variety of challenges in recent years, including increasing competition in the retail sector, altering client preferences and trends, and the impact of the COVID-19 pandemic. In light of these challenges, M&S has launched a variety of programmes to strengthen its position as a market leader and preserve its competitive advantage. The study aims to provide a strategic analysis of M&S by examining the company's internal and external opportunities and risks. PESTEL, Porter's Five Forces, SWOT, Value Chain, VRIO, and the Ansoff Matrix will all play a role in the research, along with others, to provide a comprehensive picture of the company's strategic position. The research will also identify ways in which M&S may improve its competitive position, increase consumer happiness, and expand internationally. This research will examine M&S's green strategy and CSR programmes, as well as provide recommendations for how the company may deepen its commitment to doing business in an ethical and ecologically responsible manner. Ultimately, the findings of this study will aid M&S in strategic planning, decision-making, and addressing the challenges and seizing the opportunities that are inherent in the retail industry.
[bookmark: _heading=h.30j0zll]Marks & Spencer UK Background
A significant British international retailer, Marks & Spencer (M&S) is based in London. Established in 1884 by Michael Marks and Thomas Spencer, the brand has grown to become a household name throughout the United Kingdom and beyond.
As a humble market stand in Leeds, M&S originally sold inexpensive apparel and home goods. The firm started with a single store in Manchester in 1894 and by 1901 had spread to 36 locations around the United Kingdom (Taylor,  2019). M&S began as a retailer of apparel and cosmetics, but it has now expanded to sell groceries, home decor, and even provide banking services.
Quality, value, and dedication to the consumer have long been hallmarks of M&S's reputation (Tang and Higgins, 2022). The brand is well-known for its consistently high-quality knickers and suits. M&S's Plan A programme, which aspires to create M&S as the world's most sustainable retailer, is only one example of the company's recent rise to prominence in the realm of sustainable and creative goods.
[image: ]
Fig 01: Marks & Spencer food revenue growth 2021/2022
Source: (Tang and Higgins, 2022)
More than 80,000 people are now employed by M&S, which runs over 950 locations throughout the globe. Although the corporation has had some difficulties in recent years owing to rising competition and shifting customer tastes, it is still well-liked and trusted by many Brits.

[bookmark: _heading=h.1fob9te]Marks & Spencer UK's Mission and Objectives
Marks & Spencer UK is committed to being a socially and ecologically responsible business that offers its customers excellent items at reasonable prices (Nyame-Asiamah and Ghulam,  2020). To that end, they want to continue prioritising eco-friendliness, creativity, and service to customers. Among the company's goals is increasing its online visibility while also aiming to provide better products, cut down on waste, and provide a more satisfying experience for customers. M&S's long-term goals include maintaining its position as an industry pioneer in terms of both ethics and sustainability in company operations. M&S wants to be a household name that people have faith in because it reliably provides for their wants and satisfies their needs while also improving the world.
[bookmark: _heading=h.3znysh7]Macro-Environment Analysis
[bookmark: _heading=h.2et92p0]PESTEL Analysis
	PESTEL Factor
	Explanation
	Impact on Marks & Spencer UK

	Political
	This factor includes government policies, regulations, and political stability.
	Changes in trade policies or tariffs could impact M&S's supply chain and profitability. Government policies on minimum wage could impact labour costs (Wright,  2020). Political instability in countries where M&S operates could lead to business disruptions.

	Economic
	This factor includes macroeconomic conditions, such as inflation, interest rates, and consumer confidence.
	Economic recessions or downturns can lead to reduced consumer spending, negatively impacting M&S's revenue (Leavy and McKiernan,  2020) Inflation and currency fluctuations could impact the cost of goods sold and profit margins.

	Sociocultural
	This factor includes demographic trends, social attitudes, and cultural values.
	Changing consumer preferences and trends towards sustainable products and ethical practices could create opportunities for M&S to differentiate itself in the market (Schleper et al., 2020). Societal shifts, such as an ageing population or changing family structures, could impact M&S's product offerings.

	Technological
	This factor includes technological advancements and innovation.
	The rise of e-commerce and mobile technology has created opportunities for M&S to expand its online presence and improve its customer experience. Rapid technological advancements in the retail industry could also create new competitors for M&S.

	Environmental
	This factor includes factors related to the natural environment, such as climate change and natural disasters.
	M&S has a strong focus on sustainability and reducing its carbon footprint, which could create opportunities for the company to appeal to environmentally conscious consumers. However, natural disasters or supply chain disruptions related to climate change could impact M&S's operations and profitability.

	Legal
	This factor includes laws and regulations related to employment, health and safety, and intellectual property.
	Changes in employment laws, such as those related to minimum wage or working hours, could impact M&S's labour costs. Intellectual property laws could impact M&S's ability to protect its brand and products.



The term "political factors" is used to describe how government rules and policies affect a business. Brexit and changes in trade regulations are two examples of political issues that might have an effect on M&S's supply chain and business operations.
The term "economic factors" is used to describe the larger economic circumstances that might affect a company's success. Alterations in customer purchasing patterns are one economic element that might affect M&S's bottom line.
Demographic shifts and shifts in cultural norms are two examples of social variables that might have an effect on a business's bottom line. For M&S, social considerations may include shifts in customer priorities for environmentally friendly and moral business policies.
A company's operations and strategy may be affected by technological variables, which are the results of the introduction of new technologies and digital advancements (). For M&S, technical elements may include the growth of e-commerce and the need to enhance its digital capabilities and online presence.
The term "legal factors" is used to describe how rules and regulations affect a business. Alterations to labour laws and rules concerning environmental and sustainable practices are examples of legal variables that might affect M&S.
The term "environmental factors" is used to describe how external environmental elements affect a business. The necessity for M&S to lessen its impact on the environment and advance sustainable business practices through its supply chain are two examples of environmental considerations.

[bookmark: _heading=h.tyjcwt]Micro-Environment Analysis
[bookmark: _heading=h.3dy6vkm]Industry Life Cycle
In the course of their existence, most industries go through a series of phases known as the "industry life cycle." Using this methodology, companies may assess the health of their sector, and then plot a course for future growth and development.
Introduction, development, maturity, and decline are the four typical phases of a given industry's life cycle.
When a new product or service is first launched to the market, it is in the introduction phase of the industry life cycle. There may be a small number of rivals or a highly fragmented market at this time. During this phase, a company's efforts are concentrated on creating and perfecting its goods and establishing its brand and market position.
As word of the product or service spreads and demand rises, the sector enters a period of fast expansion known as the growth stage. New rivals join the market as it grows, and established ones seek to carve out niches for themselves by offering distinctive offerings. In this phase, businesses work to expand their market presence, boost productivity, and establish their reputation.
The mature phase of the industry is characterised by its peak performance and subsequent decline in growth (Nyame-Asiamah and Ghulam,  2020). As more people enter the market, the level of competition increases. In this phase, businesses work to solidify their foothold in the market, increase their profitability, and distinguish their offerings from the competition.
Markets decline when consumers' interest in a particular product or service wanes, marking the last phase of an industry's life cycle. During this phase, a company's sales and profits begin to fall as it faces more competition from newer, more inventive companies.
Businesses face new tests and gain new chances at each step of an industry's life cycle. Businesses' primary responsibilities during the launch phase are product development and brand building. Businesses in the growth phase prioritise expansion and client retention. Companies in the mature phase need to discover strategies to set themselves apart from the competition while also increasing productivity. Finally, in the decline stage, companies face the stark choice of adapting to new market realities or going out of business.
In order to compete and expand, companies need to make choices based on information about the state of the industry. Companies in the growth stage may prioritise increasing their market share, whereas those in the maturity stage may prioritise enhancing their operational efficacy and bottom line. Successful companies understand the life cycle of their industry by analysing market circumstances and industry trends.

[bookmark: _heading=h.1t3h5sf]Porter’s Industry Five Forces Analysis
	Force
	Explanation
	Impact on Industry

	The threat of new entrants
	The degree to which new competitors can easily enter the market.
	High barriers to entry, such as high capital requirements or regulatory restrictions, can limit the threat of new entrants (Parsons,  2022). However, if there are low barriers to entry, new competitors can quickly enter the market and increase competition, leading to lower prices and reduced profitability.

	Bargaining power of suppliers
	The degree to which suppliers can influence pricing and terms of supply.
	If there are few suppliers or the industry relies heavily on a single supplier, the bargaining power of suppliers may be high. This can lead to increased costs for the industry, reducing profitability. However, if there are many suppliers and the industry is a large customer, the bargaining power of suppliers may be low.

	Bargaining power of buyers
	The degree to which buyers can influence pricing and terms of sale.
	If there are few buyers or the industry sells a unique or essential product, the bargaining power of buyers may be low. This can allow the industry to charge higher prices and increase profitability (Sony et al., 2021). However, if there are many buyers or the industry sells a commodity product, the bargaining power of buyers may be high, leading to lower prices and reduced profitability.

	Threat of substitutes
	The degree to which alternative products or services can be used in place of the industry's product.
	If there are no close substitutes or the industry's product is essential, the threat of substitutes may be low. This can allow the industry to charge higher prices and increase profitability. However, if there are many close substitutes or the industry's product is not essential, the threat of substitutes may be high, leading to lower prices and reduced profitability.

	Rivalry among existing competitors
	The degree to which competitors in the industry compete with each other for market share and profitability.
	If there are many competitors or the industry is growing slowly, rivalry among competitors may be high (Li,  Wang and Zhang,  2023). This can lead to price competition and reduced profitability. However, if there are few competitors or the industry is growing rapidly, rivalry among competitors may be low, allowing the industry to charge higher prices and increase profitability.



[bookmark: _heading=h.4d34og8]Internal Analysis
[bookmark: _heading=h.17dp8vu]Mark and Spencers's Strategic Resources and Capabilities
	Strategic Resource/Capability
	Explanation
	Impact on M&S

	Brand reputation
	M&S has a strong brand reputation in the UK and globally for high-quality products and sustainability.
	This reputation helps to attract and retain customers, build customer loyalty, and differentiate M&S from competitors.

	Supply chain
	M&S has a complex and extensive supply chain that is focused on sustainability and ethical practices.
	This supply chain helps to ensure a reliable and consistent supply of high-quality products, while also reducing costs and improving efficiency.

	Product development and innovation
	M&S has a strong focus on product development and innovation, particularly in areas such as sustainability and digital technology.
	This focus on innovation helps to differentiate M&S's products and services, attract new customers, and maintain customer loyalty (Rafi-Ul-Shan, Grant, and Perry, 2022).

	Customer service
	M&S has a reputation for excellent customer service, both in-store and online.
	This reputation helps to build customer loyalty and satisfaction, as well as attract new customers through word-of-mouth recommendations.

	Human resources
	M&S has a large and diverse workforce, with a focus on employee development and engagement.
	This focus on human resources helps to attract and retain top talent, improve employee satisfaction and productivity, and create a positive company culture.

	Financial stability
	M&S has a strong financial position, with a history of consistent profitability and low debt levels (Abukari, Musah and Assaidi, 2023).
	This financial stability allows M&S to make strategic investments in areas such as product development and innovation and provides a cushion against economic downturns or other financial challenges.



[bookmark: _heading=h.3rdcrjn]Value Chain Analysis	
[bookmark: _heading=h.26in1rg]Primary Activities
	Primary Activities
	Explanation

	Inbound logistics
	M&S has a complex and extensive supply chain that involves sourcing raw materials and finished goods from around the world. The company focuses on sustainability and ethical practices in its supply chain (Donaldson, 2022).

	Operations
	M&S operates a variety of facilities, including manufacturing plants, warehouses, and retail stores. The company focuses on efficiency and quality in its operations to ensure high-quality products and services.

	Outbound logistics
	M&S distributes its products through a variety of channels, including retail stores, online sales, and partnerships with other retailers (Jhanji, 2023). The company focuses on timely and accurate delivery of products to customers.

	Marketing and sales
	M&S markets its products through a variety of channels, including advertising, promotions, and social media. The company focuses on building brand awareness and customer loyalty.

	Service
	M&S provides customer service through a variety of channels, including in-store support, online chat, and social media (Clark, Hood, and Birkin, 2021). The company focuses on providing excellent customer service to build customer loyalty.


	
[bookmark: _heading=h.lnxbz9]Secondary Activities
	[bookmark: _heading=h.35nkun2]Secondary Activities
	Explanation

	Procurement
	M&S procures raw materials and finished goods from suppliers around the world. The company focuses on sustainability and ethical practices in its procurement process.

	Technology development
	M&S invests in technology development to improve its products and services, such as its e-commerce platform and in-store technology. The company also focuses on sustainability and innovation in its technology development.

	Human resources
	M&S has a large and diverse workforce and focuses on employee development and engagement (Hull and Scott, 2020). The company also focuses on sustainability and ethical practices in its human resources processes.

	Infrastructure
	M&S has a variety of facilities and infrastructure, including manufacturing plants, warehouses, and retail stores (al Habibi,  2019). The company focuses on efficiency and sustainability in its infrastructure.

	Firm-level strategy
	M&S has a firm-level strategy focused on sustainability, innovation, and customer service (Sogn-Grundvåg, et al., 2019). The company aims to differentiate itself from competitors through its focus on these areas.




[bookmark: _heading=h.1ksv4uv]VRIO Analysis of Distinctive Resources and Capabilities
	Resource/
Capability
	Explanation
	VRIO Analysis

	Strong brand reputation
	M&S has a strong brand reputation in the UK and globally for high-quality products and sustainability.
	Valuable, Rare, Inimitable, Organized (VRIO)

	Extensive supply chain focused on sustainability and ethical practices
	M&S has a complex and extensive supply chain that is focused on sustainability and ethical practices.
	Valuable, Rare, Costly to Imitate, Organized (VRIO)

	Focus on product development and innovation, particularly in sustainability and digital technology
	M&S has a strong focus on product development and innovation, particularly in areas such as sustainability and digital technology (Stuart, et al., 2021).
	Valuable, Rare, Costly to Imitate, Organized (VRIO)

	Reputation for excellent customer service
	M&S has a reputation for excellent customer service, both in-store and online.
	Valuable, Rare, Inimitable, Organized (VRIO)

	A large and diverse workforce with a focus on employee development and engagement
	M&S has a large and diverse workforce, with a focus on employee development and engagement.
	Valuable, Rare, Costly to Imitate, Organized (VRIO)

	Strong financial position
	M&S has a strong financial position, with a history of consistent profitability and low debt levels (Asche, et al., 2021).
	Valuable, Rare, Inimitable, Organized (VRIO)


	
[bookmark: _heading=h.44sinio]SWOT Analysis
	Strengths
	Weaknesses

	Strong brand reputation for quality and sustainability
Focus on sustainability and ethical practices throughout the supply chain
Strong financial position and consistent profitability
Reputation for excellent customer service
Strong focus on product development and innovation
	Reliance on the UK market
Limited online presence compared to competitors.
Slow to adapt to changing consumer preferences and trends
Limited product differentiation compared to competitors
Higher prices compared to some competitors

	
	

	
	

	
	

	
	



	Opportunities
	Threats

	Expansion into new international markets
Growth of e-commerce and mobile technology
Increasing consumer demand for sustainable and ethical products
Ageing population and changing demographics
Shifts in consumer preferences towards digital and omnichannel retail
	Increasing competition in the retail industry
Economic downturns and fluctuations in consumer spending (Moussa, et al., 2022)
Potential supply chain disruptions due to climate change or other environmental factors
Changes in government policies or regulations that could impact operations
Natural disasters or other unexpected events that could impact operations

	
	

	
	

	
	

	
	



The strengths section of the table highlights M&S's many advantages, such as the company's excellent financial standing and consistent profitability, its stellar reputation for excellent customer service, and its dedication to both product development and innovation (Parsons, 2022). Weaknesses listed in the table include M&S's dependence on the UK market, its lacklustre online presence in comparison to competitors, its reluctance to respond quickly to changes in customer tastes and preferences, its inability to differentiate its products from those of its rivals, and its relatively higher costs. Expansion into new international markets, advances in e-commerce and mobile technology, rising consumer interest in environmentally friendly and ethically made goods, an ageing population, shifting demographics, and a general trend towards online and omnichannel shopping are all listed in the table as potential advantages (Eccles, Krzus, and Solano, 2019). Increased retail competition, economic downturns, consumer spending swings, supply chain disruptions from climate change or other environmental factors, changes in government policies or regulations, and natural disasters or other unexpected events are all listed in the table under the "threats" column (Raybould, et al., 2020).In sum, the SWOT analysis aids M&S in identifying its internal strengths and weaknesses as well as external opportunities and threats, allowing it to better capitalise on its strengths and mitigate its shortcomings.
[bookmark: _heading=h.2jxsxqh]Strategies to Sustain Competitive Advantage
	Generic Strategy
	Explanation
	Impact on M&S

	Cost Leadership
	M&S can focus on cost leadership by reducing costs throughout its supply chain and operations to offer products at a lower price point than its competitors (Ng and Yee, 2020). This can help to attract price-sensitive customers and increase market share.
	This strategy could help M&S to compete with discount retailers and budget fashion brands. However, it could also require significant investment in cost-cutting measures and could impact product quality or brand reputation.

	Differentiation
	M&S can focus on differentiation by developing unique and high-quality products and services that stand out from its competitors. This can help to build brand loyalty and attract customers who are willing to pay a premium for high-quality products (Hull, and Scott, 2020).
	This strategy aligns with M&S's focus on sustainability, product innovation, and customer service. It could help to differentiate M&S from competitors and attract a loyal customer base (Zhang, et al., 2021). However, it could also require significant investment in product development and marketing.

	Focus
	M&S can focus on a specific customer segment or niche market to offer products and services tailored to their needs. This can help to build brand loyalty and attract customers who are seeking specialized products or services.
	This strategy could help M&S to compete with niche retailers and speciality stores. It aligns with M&S's focus on sustainability and customer service. However, it could also limit M&S's potential customer base and could require significant investment in product development and marketing.



[bookmark: _heading=h.z337ya]Growth Strategies
	Ansoff Matrix Strategy
	Explanation
	Impact on M&S

	Market Penetration
	M&S can focus on market penetration by increasing sales of its existing products in its current markets. This can be achieved by increasing marketing and advertising efforts, improving customer service, and offering promotions or discounts (Leavy, and McKiernan, 2020).
	This strategy could help M&S to increase its market share and customer base and improve profitability without requiring significant investment. However, it could also require significant marketing and advertising spending and could impact profit margins if discounts or promotions are offered.

	Market Development
	M&S can focus on market development by entering new markets with its existing products. This can be achieved by expanding geographically or targeting new customer segments.
	This strategy could help M&S to diversify its revenue streams and increase its customer base. However, it could also require significant investment in research and development, marketing, and supply chain management to enter new markets successfully.

	Product Development
	M&S can focus on product development by introducing new or improved products to its existing markets (Jones and Comfort,  2019). This can be achieved by investing in research and development to improve product quality, design, or functionality.
	This strategy could help M&S to differentiate itself from competitors, improve customer loyalty, and increase market share. However, it could also require significant investment in research and development, marketing, and supply chain management to develop and launch new products successfully.

	Diversification
	M&S can focus on diversification by entering new markets with new products or services (Jones,  2023). This can be achieved by investing in research and development or acquiring new companies to expand its product offerings.
	This strategy could help M&S to diversify its revenue streams, reduce its reliance on its current markets and products, and increase its customer base (Schleper et al., 2021). However, it could also require significant investment in research and development, marketing, and supply chain management to enter new markets and develop new products or services successfully.



[bookmark: _heading=h.3j2qqm3]Green Strategy and CSR
Sustainability and corporate social responsibility (CSR) at Marks & Spencer (M&S) are significant parts of the company's overall business plan. To lessen its impact on the planet and boost its social standing, M&S has implemented a number of green policies and CSR projects. Some of M&S's most important projects include:
With the announcement of Plan A in 2007, M&S set out to become the most sustainable big retailer in the world (Bridger, 2022). Reducing carbon emissions, using sustainable materials, and encouraging responsible supply chain practices are just a few of the 100 social and environmental pledges included in Plan A. M&S has come a long way in fulfilling these promises, which include being carbon neutral and only using cotton from sustainable sources. Sustainable Sourcing: In an effort to lessen its ecological footprint and promote ethical and equitable working conditions, M&S has adopted sustainable sourcing practices. The business uses animal welfare standards across its supply chain and uses sustainable palm oil, soy, and seafood. M&S has developed waste reduction measures to lessen its negative effects on the environment and advance the cause of a circular economy (Akbari and McClelland,  2020). For instance, they have phased out single-use plastic and implemented a closed-loop recycling system for their plastic packaging. M&S actively participates in local communities to foster positive social results and advance sustainable business policies. 
The firm has teamed with local food banks to give excess food, and it has also established community energy initiatives like solar panel installations. Fair and respectful treatment of employees is a top priority for M&S, thus the company has instituted ethical labour practises across its entire supply chain. The firm has adopted a variety of steps to protect the rights of its workforce, including the payment of living wages, maintenance of a safe working environment, and provision of opportunities for professional growth (Saurwein, and Spencer-Smith, 2020). To lessen its influence on the environment and advance sustainable building practices, M&S has adopted "green building" policies. The company has introduced energy-efficient lighting, heating, and cooling systems in its stores and has implemented sustainable building materials and design features. The company's operations and reputation have benefited greatly from these green methods and CSR activities (Rani and Saha,  2021). Numerous honours and recognitions have been bestowed upon the firm for its pioneering efforts in the field of sustainability. In addition, these actions have helped bring in and keep consumers that care deeply about environmental and social responsibility. Finally, M&S's green strategy and CSR activities demonstrate the company's dedication to ethical business practices and the environment. 
The company's bottom line, society at large, and the environment have all benefited from these efforts. Customers and other stakeholders are increasingly demanding responsible business practices, therefore M&S's emphasis on sustainability and CSR is expected to become even more essential in the future.
[bookmark: _heading=h.q2lylf6n4c4x]
[bookmark: _heading=h.1y810tw]Conclusion
To sum up, Marks & Spencer (M&S) is a reputable British retailer known for its high-quality goods and commitment to environmental responsibility. Over the last several years, M&S has had to overcome a number of obstacles, including rising retail sector rivalry, shifting customer tastes and trends, and the effects of the COVID-19 epidemic. M&S has used a variety of tactics to meet these difficulties, such as emphasising sustainability and innovation, cultivating and keeping top personnel, establishing solid customer connections, embracing technology, and entering new markets.

M&S has taken steps to enhance social and environmental results by implementing a green strategy and corporate social responsibility (CSR) activities. Consumers who care about ethical and environmentally friendly business practices have been drawn to M&S thanks to these efforts, and those consumers have stayed.
M&S will need to make strategic shifts going ahead if it wants to be competitive in the retail sector. The business must maintain its commitment to sustainability and innovation while also recruiting and retaining top employees, strengthening customer connections, embracing new technologies, and penetrating untapped areas. Concerns about climate change and social responsibility are only expected to increase. Therefore M&S will need to keep its green strategy and CSR activities at the forefront.
M&S has a lot going for it, and keeping its eye on sustainability and ethical practices will be crucial to keeping it ahead of the competition and making money for the foreseeable future.

[bookmark: _heading=h.4i7ojhp]Recommendation 
Emphasise Online Presence
To keep up with the ever-changing retail landscape, M&S must place a strong emphasis on its online presence (Habersang et al., 2019). Customers are shifting their shopping habits to take advantage of the convenience of online platforms, and M&S must change to keep up. M&S may do this by prioritising the development of its e-commerce infrastructure, increasing its digital marketing budget, and providing enhanced levels of customization in its online shopping offerings.
To better serve its clients, M&S should put more effort into enhancing its e-commerce platform. This may include making the site easier to use, streamlining the purchasing procedure, and making it mobile-friendly (Beyne,  2020). M&S can do better with its online services by providing a wider selection of products and more opportunities for individualization.
M&S should put money into digital marketing so that it may reach more people and win over more consumers. This might include interacting with consumers and promoting offerings on social media sites like Facebook and Instagram. M&S may also personalise its marketing to the tastes of its varied clientele via the use of targeted advertising and email marketing. In order to enhance consumer loyalty and revenue, M&S should prioritise providing more personalised online experiences for customers (Daffy, 2019). This may be done in a number of ways, for example by letting consumers tailor items to their specific needs using data analytics and information gleaned from their purchases.
Online shopping at M&S may be made more immersive and exciting by using digital technologies like augmented reality and virtual reality. M&S might utilise augmented reality to show clients how an item would appear in their own house, while virtual reality could provide a 360-degree look at merchandise. To keep up with the competition and adapt to changing consumer needs, M&S must place a strong emphasis on its online presence (Al‐Nabhani, Wilson and McLean, 2022). M&S can attract and keep consumers and boost sales by enhancing its e-commerce platform, spending more on digital marketing, and providing more individualised online experiences for customers.

Diversify Product Offerings
M&S recognises that having a broader selection of products is essential to both growing its client base and maintaining its position as a retail industry leader. M&S may cater to a wider variety of clients by releasing new product lines and entering new product categories.
M&S may expand its selection by working with other companies to launch complementary lines of items. By doing so, M&S may benefit from the knowledge of other companies and reach people who would not otherwise purchase there (Chernetsky, Hughes and Schrock, 2022). M&S may broaden its client base and increase sales by entering new product categories like cosmetics and home decor. This may entail spending money on R&D to create new items or purchasing current brands to increase availability.
M&S may increase its competitiveness and appeal to a broader client base by expanding the variety of products it sells. To make sure future partnerships and product lines are consistent with M&S's brand values and address consumer requirements, the company will need to do extensive research (Shail, 2022). To successfully introduce and advertise new items, M&S will also need to allocate resources towards marketing and public relations.
Expand Internationally
M&S is looking to minimise its dependency on the UK market and diversify its income sources by expanding worldwide. M&S may reach out to different types of customers and increase its market share in different areas if it expands into new territories. This has the potential to lessen the company's reliance on the British market while expanding its overall horizons.
M&S may need to form strategic alliances with regional shops or purchase regional brands in order to develop worldwide. This may aid in penetrating untapped markets and making use of in-depth local knowledge (Highmore, 2023). M&S may also need to modify its product lines and advertising approaches to better cater to the varying tastes and lifestyles of its consumers in various parts of the world. In sum, M&S may benefit from going global since it will be able to increase its client base, diversify its income, and lessen its reliance on the UK market. However, there are risks associated with going global, and you may need to spend much on areas like advertising, logistics, and management to succeed. Because of this, in order for M&S's planned growth to be successful, the company will need to do extensive market research.

Continue Sustainability Efforts
To maintain its position as a sustainability leader and address rising worries about climate change and social responsibility, M&S must keep up its sustainability initiatives. M&S can do more to decrease its environmental impact and spread sustainable practices across its supply chain if it establishes new sustainability goals. The company may benefit the environment and its workers by adopting sustainable procurement practices like buying organic or Fairtrade-certified items. Reducing environmental impact and increasing consumer loyalty may be accomplished by educating customers about sustainable lifestyle choices like recycling and reusable bag usage (Papasolomou, Melanthiou and Tsamouridis, 2023). Overall, M&S can contribute to a more sustainable and fair world via its ongoing sustainability initiatives, and it can attract and keep consumers who value sustainability and ethical practices.

Improve Customer Experience
M&S has to put money into employee training so that stores can consistently provide high-quality service to their clients. Training in interpersonal skills, product familiarity, and customer service could be part of this. M&S can guarantee that its personnel will be able to answer customers' questions and provide helpful suggestions because of its commitment to training. To better serve its consumers, M&S should work to enhance the aesthetics and functionality of its retail locations. Store fixtures and displays may be modernised, as could the store's lighting and décor, and new sections could be set aside for certain product types. M&S can provide its consumers with a better, more memorable shopping experience by focusing on the store's aesthetics. If M&S wants its consumers to feel more connected to the company, it should prioritise providing them with unique, personalised experiences (Ritch, 2022). One way to do this is to provide individualised product suggestions or discounts based on a customer's specific interests and needs. M&S can boost customer loyalty and contentment by providing individualised service.
M&S should also work on making its website easier to use for its consumers. To achieve this goal, a website's interface, product suggestions, and checkout procedure might all be enhanced. M&S is able to attract and keep clients who prefer to purchase online because of the excellent experience they provide there (Joshi, Gabhane and Somashekhar, 2022). Whether it is in-store, online, or through customer care, M&S has to do a better job of serving its customers. This might include things like giving quick responses to consumer questions and allowing for a range of return options. M&S can improve its reputation and gain loyal customers if its customer service is top-notch.
To sum up, if M&S wants to stay competitive and grow customer loyalty, it must prioritise enhancing the customer experience. M&S can make shopping with them more enjoyable for their clients if they put effort into educating their employees, updating their store designs, providing more personalised services, enhancing their online offerings, and enhancing their customer service (Lin and Bowman, 2022). In the end, this may boost sales, client loyalty, and profitability over time.
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