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The Values, Attitudes and Beliefs of Marks and Spencer, and its contribution of making it a Sustainable Greener Future.


Introduction.

This report has been requested by the chief executive officer of Marks and Spencer, Steve Rowe. The report has been requested to be completed and submitted by the 22nd of August 2022. The purpose of this report is to conduct discussion on values, attitudes and beliefs that are relevant to the Marks and Spencer organisation but also have an impact on the organisation’s sustainability and a greener future. There will be critical analysis on these attitudes, values, and beliefs and how they affect the organisations success, its workforce, and its customer base through the Roberts Dilts logical levels theory and Toulmin’s critical thinking model. Throughout the report there will be various uses of information gathered from books, academic journals, internet web searches, and newspaper articles aiding in the support of evidence to conduct the criticality of each model. 

Findings 1.0

Background to The Marks and Spencer Organisation.

Marks and Spencer started in Leeds in back in 1984 as a Penny Bazaar. With their journey charting over 130 years, they have developed into a multinational retailer. Their motto “don’t ask a price, it’s a penny” started their fascinating journey as one of Britain’s most beloved retailers (Rees, 1969).
The mission statement for Marks and Spencer outlines that the company strives to make and develop the highest quality products whilst ensuring complete value for money. They talk about creating a future where everyone can enjoy the quality of their products whilst establishing a global community of value where everyone can avail their products with ease. Customer experience and employee satisfaction are among the company’s aspiration in establishing itself as a company where everything can be quantified easily. Marks and spencer believe in this as an integrity value in working towards a betterment of society and innovation focus.
Providing the best for their customers is an investment of diversification of their products meeting the variegated demands., thinking of themselves as a value for money business and not a low-price business. The insurance of everyone’s desires is considered fulfilled to build a community where everyone will live and collaborate harmoniously is a value and belief that the founding fathers of the company believed in. This is established through customer experience, community and care of the employees and then measured against the standards of its competitors. This outshine and outsmart technique is a belief that despite possible losses the stakeholders, customers and employees trust is not shaken in any way with a winning attitude (Mission Statement, 2022).

Care for employees.
A positive environment is adopted where the workplace is encouraged as engaging and developing a culture of active listening and empowerment hiring the best employees and fostering an environment where customer is king. 
Care for customers.
The high success of their global reputation Marks and Spencer consider that it being the customers as the main reason behind their success. The vision of maintaining and improving is the driving force from the belief of their customers in the experience that they provide. 
These are all core values in integrity from creating an ethical business, innovation from ongoing design and technology in sustainability, trust in keeping stakeholders, customers, and employee’s transparency and last of all willingness in learning from mistakes but also having the conviction to act (M&S, 2022). 

Findings 2.0

Sustainability of Marks and Spencer through Values, Attitudes, and beliefs. 

Marks and Spencer are focused on driving a maintainable business that is both economically effective and socially and earth mindful. This incorporates giving their representatives in the UK and abroad with a protected and solid workspace and having a hierarchical culture which advances variety, inclusivity, self-improvement, and regard. They know our kin make M&S effective. They maintain that individuals should appreciate coming to work and for the work environment to be liberated from segregation, badgering and exploitation.
Utilizing individuals in various nations implies answering different social and accepted practices and different business regulation and business contemplations. Nonetheless, paying little mind to where they work or the work they do, they need everybody utilized by Imprints and Spencer to be treated with nobility and regard and have pride in their image.
The Kin Standards support their vision of being a dependable boss and lay out least norms concerning enrolment, reward, worker relations, business commitment and how representatives can convey their perspectives. These apply across the entirety of their tasks for their immediate representatives and Joint Endeavor associations. Comparable norms are set up in their diversified activities (Sustainability at M&S, 2022).

Findings 3.0

Robert Dilts Logical Levels Model.

Roger Dllts logical levels model is very much an influencer with the attitudes, values and beliefs of Marks and Spencer’s in creating sustainability within the organisation. The model reflects how Marks and Spencer’s attributes their success from the 6 levels of his model being behaviour, capabilities, values, beliefs, identity, and vision. These are a hierarchical process of levels within an individual or organisation where the organisation of each level is to synthesize, organise and direct the levels which precede it (Roger. B. Dilts, 2014).
With Marks and Spencer’s workplace environment emphasising the value of being liberated from badgering, exploitation, and segregation this exemplifies Roger Dilts environment phase of his matrix. The environment reflects the workplace culture through his second phase where the employees are self-improved and felt inclusive to carry out tasks and actions through improved behaviours developed from phase one. With Marks having a high standard in recruitment phase of their employees, then capabilities standards are already at a level within the Dilts phase where structure and strategy are maintained well through attributes of skill sets and power. 
With capability and behaviour stages marrying well with each other then the values attitudes and beliefs align with the organisation and the employee creating motivation, moral attitude, and shared aspirations of the company objectives. This explains how Marks and Spencer’s care for customer s and care for employee’s strategy develops Dilts theory well as when creating a positive image and concept of what the company values and wants to achieve it must start from the inside out and bottom to top. Reaching these levels in this strategic way evolves identity as the last phase being not just the organisation, but the employees and the stakeholders who represent it, creating competitiveness, sustainability and quality of shared values, strategy, structure, and style (Chael. J, 2014). 

Findings 4.0

Marks and Spencer’s Sustainability Plan A: Net Zero By 2024. 

With Marks and Spencer’s developing a strong culture in place helping grow a sustainable organisation, their Plan A: Net Zero strategy designs a way of demonstrating to stakeholder, employees, customers, and suppliers that doing the right thing for the planet is an action plan which involves all. The cohesive support from stakeholder’s, employees, and customers creates an image of a value of alignments from all areas where everyone is proud of their identity within the organisation of creating a greener more sustainable future. This promotes everyone as being ambassadors of the organisation promoting the companies Plan A with the strategy which is fundamentally at the heart of its core. 
The Net Zero plan of becoming greenhouse emission free by 2040 is part of a scope 1, 2 and three process of not just becoming emissions free from transport, emissions, and logistics but a bigger part being 97% of what emissions are produced from supply source, how products are made and how customers use them. As this is some thing the company can not do alone, the efforts of colleagues, stakeholders and employees all pay a part in the companies’ values. Their green network creates involvement and engagement through space for discussion, displaying how the utilization of their created culture within the workforce supports the company’s plans to move forward both ethically and sustainably. Through created strengths in long lasting relationships with suppliers, partners, farms, and factories the sustainability challenges are collaborated with values that strongly align with one another, focusing on energy efficiency and renewability rather than profit and low cost (Marks and Spencer, 2022).

5.0

Critical Assessment of Marks and Spencer Sustainability and Ethicality through Toulmin.

Claim.

Marks and spencer’s sustainability model aim to reach a Net Zero emissions plan by the end of 2040, being that they don’t add any more emissions to the atmosphere than they take out (M&S, 2022).

Grounds.

Plan A of their model has been in implementation since 2008, where 27 million items of clothing were SHWAPPED, meaning reused or recycled.
One billion coat hangers were saved and over an 80% reduction in plastic carrier bags.
Improvement of UK and Ireland energy efficiency by 39% and the conversion of cotton, wood, and leather materials of between 27% and 99% into more renewable sources.
Al of these plans have been implemented since 2008 as plan A and plan B which is a Net Zero Scope 1 & 2 plan to become zero free emissions by 2040. A sustainability plan which discussed in the report involves the whole community of workforce, employees and stakeholders attributing toward an aligned plan of a greener future (M&S, 2022).


Warrant and backing. 

Marks and Spencer have been allocated an £850 million-pound revolving credit facility in collaboration with sustainability team BNP Paribas where the structure of credit will run till 2025 whilst in accordance with their delivery of the net zero predictions. This is set out with guidelines linked with the sustainability loan principles (S&P Capital, 2021).


Qualifier.

The government have a net zero target of emissions by 2050. As the government tackle this plan and strategy for a greener future it is however of national scale across all industries, machinery, emissions, fossil fuels and the halt of deforestation. The predicted investment of this plan by 2030 is £90 billion pound which is an £89.15 Billion pound more than the smaller scale Marks and Spencer investment in contrast. The availability of resources and stakeholders within Marks and Spencer’s evolve around customers, investors, employees, and the organisation itself which would seam like a more realistic task in comparison with the Governments 2050 national plan. However, Marks and spencer have over 1500 stores nationwide which is considerable given the comparison of investment on a smaller scale, but a bold achievement to accomplish within only a 10-year comparison of the government’s national prediction with an 8-fold budget (HM Government, 2021).

Rebuttal.

A counter argument to Marks and Spencer’s sustainability and ethicality is drawn upon by the fact that although Marks are trending these sustainability features within the companies’ new goals, they promote over 700 new product ranges on their websites each season. So, where the brand is trying to be more sustainable within the materials and the plastics renewability, it is important to note that the production of so many new garments and packaging encourages customers to buy more, hence the production of more plastic and emissions and wear their clothes less. Also, they continue to develop leather products despite their animal welfare policy which questions hypocrisy of their policy.

Marks and Spencer’s promote an ethical policy where they ensure fair pay and wages to their suppliers. However, “Good on You” news article explains that they still operate in high-risk countries such as Asia, India, Libya, Philippines, Russia, Thailand, and many others and failing to address this. Not forgetting the values statement by M&S as “taking conviction from their past mistakes to make right”. This statement does not only conflict with their ethical levels from a Monterey point but also as a values and attitude standpoint from their Mission statement example (Jordan. D, 2021).


Conclusion.

As every organisation looks forward in choosing to create a more ethical and less environmental impact for the greener future, Marks has demonstrated that starting from the bottom with creating company and employee alignment in values, attitudes and beliefs has been a strong starting point.  
The analysis of Roger Dilts logical levels discovers that they believe heavily in how the organisation is represented by their employees. This creation of value of identity within the employees has become a significant steppingstone in the support needed to drive their sustainability plans forward.
The sustained development of their brand is well supported by their stakeholders and customers as a multi-million-pound investment from external sustainability companies. However, when looking at the funding of this investment the funds are only allocated as a step-by-step credit process over the next 20 years. This is developed through a loan principal structure as it is difficult to evaluate the bold achievement without these guidelines in place.
Other standout criticalities within the report discover that Marks has to be mindful in their approach to the projection of their sustainability plans when not maintaining a clear representation of the companies’ standards whilst creating more product lines and harmful emissions.
This will create a poor image of the company as trying to project mindfulness of the environment whilst profiteering in a disreputable and unethical way. This will only create a devaluation of its values, attitudes and beliefs and possible trigger effect on the customers and employees who believe in them.



References.

Daisey Jordan, (2021). Is Marks and Spencer Ethical and Sustainable? Available at: Is Marks & Spencer ethical and sustainable? - Wear Next. (wear-next.com). Assessed: 08/08/2022.
HM Government (2021). Net Zero Strategy: Build a Greener Future. Available at: net-zero-strategy-beis.pdf (publishing.service.gov.uk). Assessed: 09/08/2021.
Joe Chael (2014). The Logical Level 7. Available at: Logical Level Alignment Robert Dilts (mightynetworks.com). Assessed: 07/08/2022.
M&S, (2020). History of Marks and Spencer. Available at: History (marksandspencer.com). Assessed: 05/08/2022.
Marks and Spencer (2022). Plan A: Our Planet. Available at: Plan A: Our Planet (marksandspencer.com). Assessed: 07/08/2022.
Marks and Spencer Mission Statement Analysis (2022). M&S Mission Statement. Available at: Marks & Spencer Mission Statement Analysis (mission-statement.com). Assessed: 05/08/2022.
Rees, G. (1969) St. Michael a history of Marks & Spencer. 3rd Ed. London: William Clowes and sons. Assessed: 05/08/2022.
Roger. B. Dilts (2014). Logical level Alignment. Available at: Logical Level Alignment Robert Dilts (mightynetworks.com). Assessed: 07/08/2022.
S&P Capital IQ (2021). Marks and Spencer Group PLC agree to a New £850 Million Pound Revolving Credit Facility. Available at: Marks and Spencer Group plc Agrees to A New £850 Million Revolving Credit Facility | MarketScreener. Assessed: 08/09/2022. 


image1.png
MARKS &

SP

NG

<




