Template for Monitoring, Reviewing and Communicating a Decision

	Decision implemented: 
1. “Marks & Spencer does not appeal to any generation “- better-chosen model age who suits the age more suitable for the clothing line which is getting promoted and sold.  Models promoting the line will be closer in the age to the targeted costumer. 
2. “Millennials” rather shop online- as wrote in my SWOT analysis, from Threat which is that younger generation rather shop online to opportunity- online shopping, new advertisement platform “Instagram”. Promoting items on “Instagram” platform with a quick link straight to the “add to basket” link.





	Monitoring the decision:

	Resources:
1. Sharry Cramond- marketing and food director should follow up the sales rates and how they increase after every new ad campaign. 
2. Chief Financial officer- Eoin Tonge. Follow up on sales monthly and see if the quick links to “add to basket” page brought in any increase on it.



	Key Indicators: 
1. Growth in sales should be at least 20% in the first months. Big part of people gets interested to buy is because of the good advertisement. They can envision- see themselves wearing or using the item promoted as of the way it is presented to them. 
2. Faster access to shopping for “millennials” should increase the sales as soon as it becomes available.


	Targets:
1. Making sure that the goal is SMART:
S- will be ensured that the models have to suit the age gap the clothing lines has been designed to suit so the costumers can visualise themselves in the designs.
M- the sales increase/decrease will be checked monthly, and the expected sales growth reached in a few months.
A- match the age of models to a costumer who are they aiming to sell to.
R- faster the plan is in the action the more sales will be made.
T- After the first ad campaign sales should be increasing.

2. Decision will get “Instagram” users buying more online.
The sales brought in from “Instagram” will be able to see as soon as it becomes active.
“Instagram” quick links to shops are now available.
A lot of shops now have a quick links to shop on “Instagram”





	Data Sources:
1. After every month- on the sales review
2. After every month review on sales



	Reviewing the decision:

	(Write here how you will evaluate/review the problem. What questions will you ask? Etc)
1. Mainly for online shopping- the age of costumers will be followed up and checked if the elderly clothing line sales have increased. 
Have the change of models have helped with the sales and if that was a problem all this time. Have advertisement had a such a big impact on people’s choices and them visualising their selves in the clothing ranges.


2.  Have the quick links to online shopping have attracted the younger generation to shop online more. Is there is any other platforms on internet where M&S could be promoted at? (TikTok, Snapchat etc.)













	Communicating the Decision:

	Internal Stakeholders
The employees will be notified about the changes straight away, the first ones will be the CEO and chairmen. Then people who work in shooting, modelling teams. Next employees who are working on a shopfloor- they can promote and talk about the changes with the costumers face to face.















	External Stakeholders
Costumers will be communicated trough the ads, magazines, online with a new models and age differences.
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