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Executive summary
The critical analysis shows the business model of Marks and Spencer’s and how it works in the highly competitive UK retail market through the use of its strong brand heritage, private-label product quality, and digitalization to keep the company relevant in the market. Further report has also critically evaluated M&S’s organisational context, CSR strategy, strategic choices and the overall evaluation in accordance with its purpose of ‘reshape M&S for growth’. This report has specifically analysed sustainability efforts of the firm, as part of the Plan A programme, in which the CSR objectives are in line with long-term business development to sustain its brand image in the global platform. The report further shed light on the external and internal environment of M&S for developing better undertaking of the key external and internal factors influencing their strategic positions. 
The PESTEL analysis highlighted how external influencers, including political changes like Brexit, economic pressure like inflations, changing consumer preferences, and technological risks like of cyberattacks are key factors impacting the company’s positioning and strategies. The internal analysis has been crucial to shed light on how strong brand equity, supply chain efficiency, financial capability, and product quality are key resources and competencies. The VRIO analysis also supported analysing how M&S is managing competitive advantage. Furthermore, the balanced scorecard supported a more in-depth analysis of organisational performance for financial, customer, learning and growth and intently process related perspectives. Furthermore, strategic analysis with the help of SWOT frameworks revealed the main strengths and opportunities which helps the brand to reduce its weaknesses and threats in the competitive platform. However, the report concludes with strategic recommendations which focus on enhancing competitive advantage and the reflective backgrounds that evaluated my experience in conducting the critical research reports. 
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[bookmark: _Toc224030965]Section 1: Critical analysis of strategic management practices
[bookmark: _Toc224030966]1.1 Organisational Context and Overview
Mark and Spencer (M&S) is among the widely known multinational retailers headquartered in London, United Kingdom which deals in the retail market of clothing and food as well as home products globally. The organisation started its journey in 1884 by Michael Marks in Leeds in England and built the success with the tagline of ‘Don’t ask the price, it’s a ’Penny’. Subsequently in 1894, it was joined by Thomas Spencer, which resulted in the beginning of the Marks and Spencer brand that was slowly extending across the UK (Marks and Spencer Group plc, 2025). 
It not only helps the brand to achieve its vision to be the standard against which other brands are measured but also represent the British retail innovativeness and improve the customer confidence during the twentieth century (Marks and Spencer, 2025). As defined by the corporate strategy of Marks and Spencer, the company aims to grow by providing trusted quality, value, and sustainability in all its product lines and enhancing omnichannel retail functions through the purpose of ‘reshape M&S for growth’ (Marks and Spencer Group plc, 2024). This business model initiative has been strengthened by the effective e-commerce platforms and strategic partnerships including the joint venture with Ocado Retail to operate online grocery. However, instead of using the extensive network of retail stores within the UK, it offered international franchise (400 other global store locations) in various market. It allowed pursuing a hybrid strategy that entails physical stores, e-commerce, and supply-chain alliances (Statista Research Department, 2025).
[image: ]
[bookmark: _Toc223716590]Figure 1: Business model of M&S
(Source: Marks and Spencer Group plc, 2023)
The organisation is operated in the highly competitive retail sector of the UK with a vast range of existing competitors like Tesco, Sainsbury and Next plc in the food industry along with the Next, Primark, and John Lewis in the apparel markets. Regardless of the stiff competition and fast-paced digitalisation in the retail industry, M&S has been able to sustain a firm market standing through its emphasis on the high-quality of food items, private-label products, and a consistent flow of innovations in clothing and household products. In this regard, the organisation’s revenue of more than £13 billion needs to be considered during the financial year ending in March 2025, as 6% improvement compared to £13.04 billion in the previous year (Marks and Spencer Group plc, 2025). 
[bookmark: _Toc224030967]1.2 External and Internal Environment Analysis
External environmental analysis (PESTEL)
To properly understand the external environment factors that influences Marks & Spencer (M&S) a PESTLE analysis can be applied for in-depth analysis.
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[bookmark: _heading=h.63eqc2pxh1h][bookmark: _Toc223716591]Figure 2: PESTEL analysis of M&S
(Source: self-made)
· Political factors
Political aspects can major influence how the retail operations are done, especially with the influence of trade regulations, taxes, and supply chain policies. Regardless of M&S operating mainly in the UK, the international presence is also major with over 380 international stores in over 70 markets (Marks and spencer, 2026). Thus, changes in trade policies, especially after the Brexit, have affected the import costs and various supply chains, especially for clothing and food, which are internationally sourced. Governmental policies in relation to inflation control and consumer protection are also managing retail prices. For an example M&S has adapted a more focused approach for “first price, right price” in some product contexts for managing competitiveness in politically sensitive regions where food inflation and cost-of-living pressures are major (Marks and spencer, 2019). There are political pressures in relation to ethical sourcing and sustainability which can hinder M&S's strategies and prompt them to enhance their contribution in these areas. The global supplier’s focus of M&S can also impact on their logical decision and cost management.
· Economic factors
Economic factors are also key influential factors as external pressures for strategic decision-making. Spending patterns of consumers can affect M&S performances which requires in-depth considerations. For example, a recent financial performance overview from the company showcases how strong consumer demand is for the food segment. As shown in figure 3, the group sales reached £13.8 billion in the financial year ending March 2025, highlighting a 6% increase from the previous year (Marks and spencer, 2025). The food sales are also expected to increase to £9 billion nearly, to identify strong consumer demand in this segment. Yet, as identified by Salah (2025), various economic factors like inflation, rising energy prices, and even cost of living issues can impact consumer purchasing behaviours. These require the company to focus on investment in technologies, supply chain, and store aspects to manage profitability while overcoming these barriers.
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[bookmark: _heading=h.1q38i5k37jq5][bookmark: _Toc223716592]Figure 3: M&S Financial overview (2025)
(Source: Marks and spencer, 2025)
· Social factors
Consumer preferences are among the key social factors which impact M&S strategies. Modern consumers across the globe are demanding quality and sustainability values in their companies or products. For M&S the company has traditionally focused on positioning it as a premium retailer focused on product quality and trusted brand reputations with a keen focus on sustainability management (Marks and spencer, 2026).  However, recent changes in terms of consumer behaviours developed an urgency among companies to modernise their products and marketing approaches. To support this context, it can be identified tat Marks & Spencer has majorly invested in fashion credibility, which made their style perception improve rapidly. This can be showed through their moving to 2nd place in recent market analysis compared to 6th place in 2022 (Marks and spencer, 2025). Social trends like convenience and online shopping enhanced digital transformation in retail which resulted in changing strategic decisions for the logistics infrastructure of M&S in the long term.
· Technological factors
Technological changes and shifts can also majorly impact the competitive dynamics in the retail context. Digital investment of M&S can be considered in this case as a major advancement towards these trends. The company, in their online disclosures have also identified how their online business is growing rapidly, especially after the COVID-19 pandemic (Marks and spencer, 2026). Although, the complete technological advancements increase the risks for strategic issues. Based on industry reports, a case of major cyberattacks on M&S can be identified in 2025, which hindered the online operations and resulted in major financial losses, especially reducing operating profit by up to £300 million (Davey and Sandle, 2025). This situation sheds light on the cruciality for cybersecurity in retail operations and showcases how technological vulnerabilities can impact organisational strategies.
· Environmental factors
The factor of environmental sustainability has also become to be a major strategic priority in the retail sector with consumers and regulators raising expectations from companies to reduce environmental impacts. The company has been able to effectively position it as a sustainability leader in the retail sector through various initiatives, especially for responsible sourcing and transparency in supply chain disclosures that can be identified in the below figure showing its ESG commitment for the environment (Marks and spencer, 2022). The company faces environmental pressure for food waste, carbon emissions and logistics approaches. So, addressing these issues will need investment in supply chain efficiency and sustainable materials for operational costs and long-term strategy.
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[bookmark: _heading=h.3fpk8lq3ho5h][bookmark: _Toc223716593]Figure 4: M&S ESG overview for environmental considerations
(Source: Marks and spencer, 2025)
· Legal factors
The legal factors are among the key forces that influence M&S operations, including labour standards, consumer protection, and others. Any company will need to align with strong regulations for product labelling, food safety, and advertising in the retail sector. Addis and Kutar (2020) stated that besides the requirement for adapting to UK data protection laws, GDPR also requires companies to ensure effective cybersecurity and data management systems. However, the 2025’s cyberattacks shed light on a more legal and reputational risks in relation to data breaches, as identified previously, requiring more protective measures to be undertaken for M&S.
Critical success factors and strategic challenges
	Success factors
	Strategic challenges

	· Brand reputation and product quality is key strength for M&S with effective reputation in the food retail industry, enhanced through recent sales growth of £9 billion approximately (Marks and spencer, 2025).
· Supply chain efficiency is another key competitive advantage in retail industry, with strategic investments in logistics and supplier aspects allowing to manage product availability and cost controlling management. 
· The digital transformation and omnichannel integration also increased the success factor aspect of M&S (Marks and spencer, 2026). 
	· Significant competition from other retailers like Tesco, Sainsbury and others are develop challenges for price competitions, as showcased in below figure (Statista, 2026). 
· Changing consumer behaviour with a focus on operational costs rising are also developing barriers for constant adaptations to product design and pricing. 
· The technological vulnerability is another key issue, which can be identified through the 2025’s cyberattacks on M&S, disrupting operations and resulting in financial losses (Olaniyi, 2025).
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[bookmark: _heading=h.jxdbpz4kh7dr][bookmark: _Toc223716594]Figure 5: Survey-based results for UK popular supermarket chains for Q4, 2025
(Source: Statista, 2026)
Internal environmental analysis
Key resources
· Brand equity is among the most crucial assets, which is developed through strong consumer trust and recognition especially in the UK market (Xu, 2023).
· Human resource and supplier relationships are also contributing to operational enhancements while long-term supplies relationship allows for consistent products quality and supply chain balance.
· Financial strengths can also be a strategic investment of resources, which is showcased through their generation of £443.3 million as free cash flow from 2025’s operations in the financial year, providing resources for growth initiatives (Marks and spencer, 2026).
· Retail infrastructure can also be considered as a resource as the company is operating in over 380 international stores and investing in modernising them and enhancing convenience (Marks and spencer, 2026).
Capabilities and core competencies
· Product development and quality controls, especially in food retail is their key capability. From the perspectives of Omee (2023), this is due to that the company’s food products are well-known for their premium quality and innovations.
· Brand management and marketing is also a special capability that supports M&S’s premium positioning and customer loyalty in the long term.
· Supply chain management is a key competency that is supported via investments in logistics aspects and technologies. For example, the logistics company Gist's acquisition has enhanced the distribution effectiveness of M&S (Marks and spencer, 2024).
VRIO analysis of M&S
	Resource or capabilities
	Valuable?
	Rare?
	Imitable?
	Organised?
	Competitive usage

	Strong brand reputations
	Yes
	Yes
	Difficult to imitate
	Yes
	Sustained level of competitive advantage

	Product quality and innovation especially in food
	Yes
	Moderate
	Difficult to imitate
	Yes
	Temporary competitive advantages

	Supply chain and logistics network
	Yes
	moderate
	Can be replicated
	Moderate
	Temporary competitive advantage

	Digital and omnichannel capabilities
	Yes
	No
	Can be replicated
	Yes
	Moderate competitive advantage



Internal strengths and competitive advantages
Based on the internal analysis, it can be identified that the internal strengths of M&S are majorly based on its ability for managing competitive advantage in the retail industry. One of the key strengths is the strong brand equity which have been developed through long-term consumer trust and recognition, especially in the UK. This reputation allows M&S to position them as being premium brand with strong consumer loyalty base (Xu, 2023). Furthermore, a strong relationship with suppliers and their experienced employees also contributes to positive brand efficiency and ensures product quality is consistent in various regions/. Financial capability also enhances strategic flexibility, which is highlighted through the £443.3 million generation as free cash flow from 2025’s operations in the financial year, providing resources to invest in growth initiatives (Marks and spencer, 2026). On the other hand, capabilities for product development, supply chain operations aspects and brand management also allow M&S to maintain product differentiation and strong distribution channels. As per Omee (2023), this, especially for the food retail aspect, allows for enhancement of their market positioning and long-term competitiveness.  
[bookmark: _Toc224030968]1.3 CSR and Sustainability objectives
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[bookmark: _Toc223716595]Figure 6: ESG programme of M&S
(Source: Marks and Spencer Group plc, 2023)
As can be observed from figure 6 that crporate social responsibility (CSR) aspects of Marks and Spencer is supported by its long-term sustainability programme plan A (Marks and Spencer Group plc, 2023). This aims to cover a comprehensive sustainability-focused initiative in order to reduce environmental impact, develop ethical sourcing and maintain social responsibility that already supports its business growth. The sustainability report has specifically revealed that Plan A is designed with some core pillars, which include climate action, circular economy, along with the waste reduction, fair partnerships and foster sustainability throughout the supply chain. The organisation has made a commitment of reducing its carbon emission to a net-zero in the whole value chain by 2040 and that all its operations should be served using renewable electricity in accordance with its part in limiting global warming to 1.5°C (Marks and Spencer Group plc, 2024).
Regarding the sustainable objective aspect, sustainable sourcing and product responsibility are one of the major components of the company’s CSR strategy which is conducted by the ESG Reputation Tracker. In this aspect, the firm’s increased amount of recycled material used in clothing and packaging as well as the initiatives of 100% of responsibly sourced cotton need to be considered (Marks and Spencer Group plc, 2024). These aspects resonate well with the overall business goals of the company to build brand equity to attract eco-friendly consumers especially in the UK retail sector where the demands of sustainability are rising. However, the operational efficiency objectives of the firm are also combined with the effective CSR strategy in order to save the cost and increase its corporate image by minimising waste through the circular initiatives like clothes recycling programmes and saving on energy consumption (Making £400m of structural cost savings over five years). Therefore, the CSR strategies of the company not only contribute to the aspects for further competitiveness in the long-term.
[bookmark: _Toc224030969]1.4 Comprehensive and holistic view of the organisation
Balanced Scorecard analysis
· Financial perspectives
In financial perspectives, it is focused on revenue growth, profitability, and efficient resource usage. For M&S the key objective is the enhancement of profitability while managing strong sales growth in the food and clothing aspects. For instance, the company reported £13.9 billion Group revenue showcasing their stable growth in key retail operations (Marks and spencer, 2025). Key performance indicators in this perspective include revenue growth, operating profits, and free cash flows. The company has reported £443.3 million for free cash flows from operations, which provides financial flexibility for supporting major investments in aspects like supply chain improvements, digital transformations, and even store modernisation (Marks and spencer, 2026). Targets in this perspective often include managing sustainable profit levels and enhanced cost efficiency. To gain these targets, M&S has adapted cost reduction initiatives, improving food categories and investment in terms of performance in clothing and home business (Marks and spencer, 2025).
· Customer perspective
The customer perspective is based on how effectively companies can create value for consumers to enhance loyalty, in which M&S has been able to position itself as a retailer with trust, quality and premium products (Marks and spencer, 2026). Key KPIs include consumer satisfaction, brand perception, and growth for online consumer engagement. The company has reported of growth in online consumers to 10.2 million active individuals, highlighting a major increase in digital engagement and shedding light on consumer shifting behaviour for online retail approaches (Halliday, 2025). The previously identified growth in food and clothing aspects is also key indicator for consumer acceptance. Key organisational targets include enhancing brand relevance among younger groups and improving customer experiences (Marks and spencer, 2025). Strategic initiatives support these goals, including the expansion of online shopping platforms and enhancing the complete value proposition, even for food products.
· Internal business process perspective
This perspective is focused on operational efficiency and effectiveness for approaches to provide value to consumers. For M&S key objectives include the enhancement of product development and store operations while considering improve supply chain efficiency and communities related to it (Marks and spencer, 2025). Relevant KPIs include supply chain productivity, operational cost controls, and product availability. For example, the acquisition of the logistics company Gist enhanced the distribution network of the company and supported improving supply chain operations (Marks and spencer, 2024). Targets often include enhancement of product availability in stores and online channels while managing consistent product quality. Strategic initiatives support these targets, including modernisation of retail stores, enhancement of inventory management, and managing supply relations.
· Learning and growth perspective
This learning and growth perspective focuses on the organisational capabilities that are focusing on long-term development and innovations. In terms of M&S, crucial objectives include the development of employee capabilities, enhancing leadership, and improving digital expertise (Marks and spencer, 2023). The KPIs in this perspective include employee engagement levels, training workforces, digital capability development, energetic leadership development. With time, the retail sector is becoming more digital focused, making M&S has focused on investments in digital platforms and employee training for the effective organisational shifts and better capability development (Marks and spencer, 2026). Targets often include developing more agile, technologically advanced workforces. Approaches like leadership development programmes, training and investment in data science and AI to support adapting to the rapidly changing retail trends.
[bookmark: _Toc224030970]1.5 Strategic Choices and Implementation
The available strategic options, which Marks and Spencer applies in its business practice, are strongly aligned with Porter's generic model and approaches to corporate growth. In this aspect, the company’s guidance through the differentiation approach needs to be considered which are found at the business level strategy of M&S. According to the differentiation aspect, the brand has been operating its growth based on high quality of products, high-end branded-labels under the robust brand name in both the food and clothing areas (Marks and Spencer Group plc, 2023). However, Morgan (2022) defined that by focusing on the premium food innovation, sustainable sourcing, and design-led clothing collections, the company is going opposite to the flow of mass-market retailers who only compete on price, in accordance with the prioritisation of its three-year planning and budgeting processes. Moreover, the transitioning to a simpler and more cost-effective strategy with high level of differentiation allows the brand to maintain its expensive pricing system even in the competitive market and retain a high number of loyal customers in the UK retail market (Marks and Spencer Group plc, 2024). Nevertheless, due to the high competitiveness and pricing aspects of the large brands in the global platform, the organisation is adopting value-based pricing and operational efficiency regardless of its differentiation approach.
On the other hand, at the corporate level, the firm has pursued an internationalisation approach through the e-commerce and strategic partnership approach. In this regard, the collaboration with Ocado Retail is followed, which helps the company to grab the online grocery market along with its high reach. Furthermore, Marks and Spencer’s international expansion via franchise is also recognised as the corporate level where product diversification (clothing, home, beauty, and premium food) is taking place to align with the regional choices. However, on the basis of the strategic choices of M&S, it can be said that the combination of differentiation and digital expansion is the best strategic decision of the company to cope with the high competitiveness in the digitised era where purchasing patterns of the consumers are constantly evolving. As regarded by the research of Li et al. (2023) differentiation of the company has built upon the high heritage and brand confidence of M&S that maintains the loyal consumer base worldwide. Contrarily, the global expansion by leveraging the e-commerce platform has underpinned long-term growth and competitiveness in the global market amid an increasingly online retailing context.
Company’s change management and its impact:
As per the yearly report of the company, Marks & Spencer has experienced an extensive organisational change which helps its to enhance the strategic implementation with progress in store rotation and supply chain. In this regard, the company launched a significant reorganization programme, which involved closing of stores and creating an estate to be proud of by 2027/28, modernisation of the supply chain and more investment in e-commerce and digital infrastructure (Marks and Spencer Group plc, 2023). The modifications are aimed at adapting the business to the changing consumer behaviour, especially the shift towards online shopping through the development of M&S App experience in order to support the delivery of the brand strategy (Marks and Spencer Group plc, 2024). On the other hand, the management team has further introduced a strategy of Reshaping M&S to Growth, which aims at streamlining the operations, enhancing product lineups, and intensifying digital assimilations (Hong, 2024). Although this transformation caused operational difficulties and restructuring expenses at the beginning, the change process has helped the company to gradually increase the performance level in the online sales capabilities. Li et al. (2023) added that although the company’s change management aspect has been performed rather well due to the alignment of strategic restructuring with long-term growth aspects, high investment in digital innovation and supply-chain agility are also influencing its financial sustainability in maintaining competitive advantage within the dynamic retail industry.
[bookmark: _Toc224030971]1.6 Strategic Evaluation and Recommendations
Strategic evaluation through SWOT framework:
Through the use of the SWOT framework, the company's strategic evaluation can be critically assessed which will help to comprehend the strategic position of M&S along with its internal growth, threats and opportunities for future expansion. Regarding the strength aspect of the company, a recognised brand reputation and history in the UK retail industry need to be considered which is influenced by its high-end foodstuff and the own-label brand aspects. Apart from these, the company maintains product quality standards that favour the company’s differentiation goals. Furthermore, the expansion strategy of the company has also followed the joint-venture approach in which Marks & Spencer’s collaboration with Ocado Retail has substantially enhanced its reach to the high-end consumers base and developed its digital presence in the retail grocery sector. On the contrary, the organisation is also associated with significant weaknesses, in which rather expensive product prices in comparison with other retailers creating issues in the strategic business moves where ‘first price, right price’ approach has been implemented by the company in removing promotions and offering competitive prices on everyday essentials (Marks and Spencer Group plc, 2025). 
However, the inability of the company to address historical issues like slower adaption of fast-fashion trends have influenced the high competitiveness with the giant retailers like Next plc. Therefore, the adoption of M&S.com journey reflected the strategic evaluation of the brand to adhere with the changing customer behaviours (Marks and Spencer Group plc, 2025). Regarding opportunities, the growing demand for sustainable products, online stores and rapid global expansion are representing the growth potential where the brand has grown 13.0% with LFL sales up 11.3% as a result of food sales and volume growth by acquisition of Gist. Despite all these, there is a growing focus by consumers on environmentally responsible branding, and that is in line with the sustainability efforts of the company through its Plan A programme. On the other hand, there are threats, such as high competition in the UK as well as the global retail market that enhance the cost of operation and disruption in the supply-chain and the profitability also. Regarding this aspect, the upgradation and innovation of the brand’s one third range in each year driving volume lines and development of further efficiency (Marks and Spencer Group plc, 2024). However, the strategic change programme on the basis of further modernisation, digitalisation and efficiency in the supply chain also enhances profitability and reinforces its competitive edge in the changing retail landscape (Marks and Spencer, 2025).
Recommendation:
According to this strategic analysis of M&S, a number of strategic recommendations have presented below:
To cope with the vast digitised network in the retail industry, Marks & Spencer must intensify its digital transformation plan through the investment of developed data analytics, personalised marketing, and omnichannel retail services. Through developed digital retailing aspect like the integration of AI-powered personalisation shopping can not only improve its online interactions, but also understand customer demand to satisfy their experience and sales volumes (Glory et al. 2025). 
Secondly, the company ought to pursue more robust sustainable product innovation to satisfy the consumers who want ethical and environmentally friendly products. In addition to these, introduction of new subscription services regarding the circular fashion/circular economy aspect can be an influential strategic approach for M&S which could also align with the firm’s sustainability commitments under its Plan A programme. In this aspect, the case of Patagonia needs to be considered in which the Worn Wear helps the consumers to collect used garments for repair, resale, or recycling (Madrigal, 2020). As defined by Qalati et al. (2025), this process will not only enhance differentiation and brand loyalty at the high-end retail segment but can also help to adhere with the regulatory aspect in different regions. 
Finally, Marks and Spencer group should also expand in selective emerging nations in Asia and Middle East through the effective franchise partners which may fulfil the demand of the global consumers along with targeting the international growth. 
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Section 2: Reflection through Gibb’s reflective cycle
[image: gibbs reflective cycle diagram explanation and stages overview   dr krishna athal]
[bookmark: _Toc223716596]Figure 7: Gibbs Reflective Cycle
(Source: Athal, 2025)
Professor Graham Gibbs created the theoretical model known as Gibbs' Reflective Cycle in 1988 which offers an organised framework for experiential learning through a systematic six-stage reflection process like description, feelings, evaluation, analysis, conclusion, and action plan (Seema and Sahoo, 2026). In this evaluation, I used the Gibbs Reflective Cycle to reflect the process of researching, analysing and preparation of the strategic management report about Marks & Spencer.
Description: The key aim of this evaluation was to critically evaluate the overall strategic management of Marks and Spencer through the perspective of its organisational environment, external as well as internal environment, CSR strategies, strategic options and general performance. In order to prepare the report, I have gone through a lot of research with the help of various sources including academic journal articles, textbooks on strategic management, industry reports along with the official reports of the company. In order to evaluate the above section regarding the M&S aspect, I have mostly used the data offered on the official corporate site of Marks and Spencer Group plc, particularly, their annual reports, sustainability reports, and updated reports on strategic changes. However, through the integration of various strategic management models like PESTEL analysis, VRIO analysis, the balanced scorecard and SWOT analysis approach which helped me to understand the external and internal influences which affected the business practice of the brand. Moreover, these models assisted in organising my entire analysis and have offered a systematic method of assessing the strategic position of M&S in the competitive retailing sector.
Feeling: When I started the process of research, I was a little scared by the abundance of information about the retail industry and Marks and Spencer which make it difficult to locate authentic and applicable sources particularly ones with real time organisational information. But after the information was slowly getting arranged and I began using strategic management models, I have gained the confidence regarding my abilities in analysing the strategic aspect of the selected organisation. The process also made me more interested in strategic management through its allowance to integrate theoretical concepts within the practical business environment. However, during completion of the report, I felt satisfied with the level of research which I conducted and the systematic method of analysing the company.
Evaluation: The general experience with the research and writing provided a both good and difficult experience which not only enhanced my knowledge but also foster critical analysing abilities. Regarding the positive factors, I got the chance to use the theoretical frameworks to the actual organisational assessment like SWOT and PESTEL, which helped me to evaluate the correlation between the internal strengths of Marks and Spencer that deals with the external competitive environment in the global retail operation. Furthermore, the research helps in the acquisition of better research skills, especially in the analysis of corporate reports and finding appropriate statistical data to justify the points I have presented in this context. 
Nonetheless, there were certain challenges, in which I faced the issues regarding my ability to generalise extensive information into brief analysis parts and be academically clear and consistent. Also, it was necessary to interpret and think critically to grasp the way various strategic frameworks work well together and that was quite new and challenging to me. However, another significant issue for me was time-management since the report involved the intensive analysis of multiple areas of strategic settings which created complexities in completion of my other study related works.
Analysis: The reflective process shows the fact that the application of the structured frameworks contributed greatly to the quality of the analysis. The integration of the Gibbs framework has also influenced me to think extensively about the experiences instead of merely describing them. However, the investigation regarding the strategic change of Marks and Spencer allowed me to learn about why digital innovation, sustainability programs, and integration of efficient change management models in accurate time are essential to the modern retail companies. Moreover, my overall experience about theoretical knowledge acquired in the module can be influential in accurate organisational strategies for further performance of a business in future.
Conclusion: however, the reflection concluded that the assessment provided me with a considerable contribution in understanding the concepts of strategic management and its practical implementation for further competitiveness. Furthermore, the analysis of the strategic practices of Marks and Spencer helped me to gain better skills in research, analytics, and critical thinking along with the importance of relying on credible sources, especially official corporate data in research projects in supporting strategic analysis. Despite having critical challenges, I also became better at assessing organisational strategies in a systematic and evidence-based way as well as understanding the ways where I should concentrate for further improvement (Wheat, 2025).
[bookmark: _heading=h.5mzx9e431gw9]Action Plan: To enhance my methods of research and analysis in future evaluations and work-related activities, I will make a number of improvements. In this regard, I aim to manage my time to initiate the research process as an accurate way to revise academic literature and analyze company data in more detail. In addition, I will improve my synthesis skills by reviewing the summarisation of complex information in a more efficient way. However, I have to take online coaching about the critical research project and the strategic management frameworks which will help me to apply in the future analysis of organisations operating in other industries also (Akella et al., 2021). 
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1 Results of Republic of Ireland (ROI) have been reclassified from the International segment to be reported within

Food and Fashion, Home & Beauty.

2 Share of result in Ocado Retail Limited relates to the 57 weeks to 6th of April 2025.

There are a number of non-GAAP measures and alternative profit measures (APMs) discussed within this announcement,
and a glossary and reconciliation to statutory measures is provided at the end of this report. Adjusted results are consistent.
with how business performance is measured internally and presented to aid comparability of performance. Refer to the

adjusting items table on page 27 for further details.
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