Template for Monitoring, Reviewing and Communicating a Decision

	Decision implemented:
I came to the conclusion that one of the key reasons for the decline of Marks and Spencer was that it had lost its demographic. Marks and Spencer used to cater predominantly to those over the age of 45, and it was one of the market's leading brands for this demographic. (BBC, 2020) In recent years, however, Marks and Spencer has lost its clientele by attempting to appeal to too many generations, as it competed with high-street quick fashion businesses that offered the current fashion trends at a lower price. (Leite, 2020, p3)
Marks & Spencer has announced a new drop in clothes sales, citing low availability in its stores and an out-of-date supply chain as reasons. Steve Rowe, the company's CEO, blamed the 5.5% drop in like-for-like garment sales on purchasing problems that resulted in popular sizes selling out too quickly and their womenswear was claimed to have a reputation for "frumpiness." (Wood, 2019)

Solutions
I came up with the following answer based on my SWOT and PESTLE analyses. Marks and Spencer needed to draw on their many years of experience in the clothing industry to do market research and devise a marketing strategy to reposition with a specific demographic target, preferably the over 45s, as this was their most successful demographic. Marks and spencer have been trying to target too many generations and this has resulted in them not actually appealing to anyone. Marks and spencer benefit from a fantastic store network with great opportunity to sell lot of merchandise throughout its 1,519 stores. (Marketline, 2021)

	Monitoring the decision:

	Resources:
The company's managers and directors will keep track of the increased sales and money generated by the repositioned clothes brand.
This might be done once a month, with an update to all employees if we are on track to meet our end goal.


	Key Indicators:
Number of customers from repositioned demographic retained. 
Percentage of clothing for repositioned demographic increases.


	Targets:
10% increase of unique targeted demographic visitors to the website.
20% demographic sales increase in clothing brand.

This could be a quarterly target.


	Data Sources:
Data collected from online purchases and monthly communications to the team to advise if the revenue from sales was increasing. This could be provided each month.


	Reviewing the decision:

	
We could review the problem after each quarter and ask if there is any further action to be taken? Has the problem now been resolved? Could we have done it better next time.

If revenue is increasing, there should be no need to take any further action because we are on the correct track with our solution. The monthly information we receive on whether we have kept more targeted demographics and if our clothes sales have increased since the reposition will tell us if the problem has been remedied.
We could make sure there is not a next time by keeping our target demographic on board and sticking to what we know and what we have done so well for the past 100+ years rather than competing with other fashion merchants. (Apparel Resources, 2016)





	Communicating the Decision:

	Internal Stakeholders

· Employees
· Owners
· Managers

These could be updated on a monthly basis once we obtain the figures from the data we have gathered.









	External Stakeholders

· Suppliers
· Customers
· Creditors
· Shareholders

When we have better overall numbers on how the targets are progressing, these might be updated every quarter.



