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[bookmark: _Toc142909432]Introduction:
The case analysis's introductory part serves as a basis for comprehending the relevance of investigating Marks & Spencer's collapse. As a well-known retail firm with protracted periods of underperformance, it is critical to investigate its issues and prospects. The demise of such a renowned retail brand has more significant repercussions for the industry and provides valuable lessons for strategic management (Marks and Spencer, 2021). Because of its historical significance and once-thriving market position, Marks & Spencer's collapse is of enormous interest. The corporation has undergone phases of decline interspersed by infrequent triumphs, such as in 2008. Understanding the causes for this erratic performance is critical for Marks & Spencer and the larger business community. As a result, a thorough examination of the company's decline is required to discover the elements causing its problems and prospective routes for improvement.
The goal of this research is twofold: to analyze the variables that have contributed to Marks & Spencer's downturn and to make strategic recommendations. We hope to shed light on the different aspects that have negatively affected the company's success by looking into its internal and external dynamics. The investigation will include a comprehensive study of macro and micro environmental variables, industry dynamics, inner strengths and weaknesses, and strategic resources. Such insights will be the foundation for developing educated suggestions to get the organization back on track. Essentially, this research aims to bridge the gap between Marks & Spencer's previous reputation and current issues. By thoroughly evaluating the relevant factors, we hope to provide concrete recommendations to revitalize the brand and lead it toward growth and profitability. This report seeks to establish a roadmap for Marks & Spencer's possible recovery in the highly competitive retail sector by thoroughly examining the company's collapse and the subsequent design of successful tactics.
[bookmark: _Toc142909433]Background of Marks & Spencer:
Marks & Spencer (M&S), a well-known retailer with a long history, has considerably impacted the retail environment in the United Kingdom. M&S, founded in 1884, has developed into an iconic brand recognized for high-quality apparel, food, and home items. The corporation has been a large employer, contributing to the economy, with a staff of over [number of employees]. M&S has gone through times of both success and adversity throughout the years (Marks and Spencer, 2021). Despite its previous success, the corporation has faced several significant obstacles recently. M&S's financial performance has been repetitive, with occasional respites, such as in 2008. Profits at the corporation have dropped significantly, raising questions about its long-term viability.
M&S's once-dominant market position has been damaged by shifting consumer tastes, altering retail habits, and growing competition. The expansion of quick fashion businesses and the emergence of internet shopping have posed significant challenges to M&S's conventional business strategy (Conti, 2022). Furthermore, the company's apparel division, which once accounted for a sizable revenue, has seen declining client interest and rising competition from numerous brands. M&S has announced store closures and implemented turnaround programs to address its failing profitability. M&S's capacity to adapt and innovate will be essential in deciding its future success as the retail market evolves. Understanding these obstacles and concerns is critical for developing successful strategies to guide M&S toward recovery and market relevance.
[image: Marks & Spencer Expands Partnership with First Insight]
[bookmark: _Toc142909519]Figure 1: Mark & Spencer
[bookmark: _Toc142909434]Marks & Spencer's Mission and Objectives:
[bookmark: _Toc142909435]Mission Statement and Core Objectives:
The mission statement of Marks & Spencer emphasizes the company's dedication to providing excellent items to customers while adhering to ethical practices. The firm seeks to give value and excellent service across its varied product line, which includes apparel, food, and home items. Its primary goals include preserving consumer trust, encouraging innovation, and maintaining a responsible attitude to corporate operations.
[bookmark: _Toc142909436]Alignment with Current Performance:
The connection between Marks & Spencer's mission and present performance looks to have encountered difficulties. While the purpose emphasizes quality and value, the company's recent drop in profitability and market share raises concerns about its implementation. Consumer preferences for internet shopping and rapid fashion labels must align with the mission's dedication to excellence and the developing retail market.
The company's aims, which include innovation and responsible practices, reflect its desire to stay relevant and competitive (Marks and Spencer, 2023). However, the necessity for significant adjustments, particularly in light of diminishing sales and market presence, points to a possible mismatch between these goals and the strategic steps to address the difficulties. In summary, while the purpose and objectives indicate a dedication to quality, value, and sustainability, the company's actual performance calls these values into question. Addressing this imbalance is critical for Marks & Spencer to reclaim its prior position and effectively navigate new retail dynamics.
[bookmark: _Toc142909437]Macro-Environment Analysis: PESTEL Analysis
[bookmark: _Toc142909438]Political Factors
Political issues have a substantial impact on Marks & Spencer's corporate climate. Changes in trade legislation, Brexit uncertainty, and geopolitical tensions may all influence the company's supply chain, trade connections, and foreign expansion plans (Ellis et al., 2021). The uncertainty surrounding trade agreements, particularly in the aftermath of Brexit, has brought difficulties that may impair the flow of products and services, affecting M&S' operations and profitability.
[bookmark: _Toc142909439]Economic Factors
Economic variables have a direct impact on customer buying habits, which affects Marks & Spencer's revenues. Economic downturns and variations in consumer disposable income can influence purchase behaviour, resulting in less spending on non-essential things such as apparel and luxury products (Ellis et al., 2021). The extended economic uncertainty that followed the global financial crisis and the current pandemic-induced recession have contributed to lower consumer confidence and discretionary spending, impacting M&S's sales.
[bookmark: _Toc142909440]Social Factors
Marks & Spencer has faced hurdles as societal trends and customer tastes have changed. The company's principles are aligned with the rising preference for sustainable and ethically manufactured products. Still, its capacity to adapt to shifting customer needs has yet to be called into doubt (Conti, 2021). Furthermore, changing fashion preferences and the development of quick fashion firms have caused M&S to struggle to connect with younger generations, threatening its market share and relevance.
[bookmark: _Toc142909441]Technological Factors
The retail sector has been changed by technological improvements, which have introduced both possibilities and challenges. Online buying, digital marketing, and data analytics have transformed consumer behaviour and expectations (Conti, 2021). M&S's comparatively late embrace of e-commerce and its problems in delivering a flawless online shopping experience has hampered its ability to compete effectively in the digital sphere, resulting in missed growth prospects.
[bookmark: _Toc142909442]Environmental Factors
Environmental concerns have become a key priority for corporations, including Marks & Spencer. As the importance of sustainability grows, people are increasingly seeking ecologically friendly products and practices (Esoimeme, 2020). M&S's attempts to promote sustainability are consistent with these trends. Still, the company's ability to integrate sustainable practices across its supply chain and product offerings can influence its reputation and attractiveness to environmentally aware consumers.
[bookmark: _Toc142909443]Legal Factors
Legal aspects include rules and legislation that have an impact on corporate operations. Factors like labour legislation, health and safety standards, and intellectual property rights are critical for Marks & Spencer. Adherence to changing labour rules and regulations is essential for avoiding legal problems and maintaining a favourable organizational image (Esoimeme, 2020). Furthermore, legislative changes can influence product labelling, price, and market access, all affecting the company's overall strategy. Finally, the PESTEL study demonstrates that political uncertainty, economic downturns, altering societal tastes, sluggish technical adaption, sustainability demands, and developing legal requirements have all contributed to Marks & Spencer's collapse. Understanding and responding to these macro-environmental elements is critical for the company's strategic resurrection and long-term success.
[bookmark: _Toc142909444]Micro-Environment Analysis
The micro-environment study dives into the precise aspects that influence Marks & Spencer's performance within the immediate industrial context.
[bookmark: _Toc142909445]Competitors: Marks & Spencer confronts fierce competition from a diverse spectrum of retail businesses, including quick fashion labels, internet marketplaces, and conventional shops (Farber, 2021). The emergence of powerful competitors has reduced the company's market share and hampered its ability to differentiate itself.
[bookmark: _Toc142909446]Customers: Changing client tastes, particularly among younger generations, have presented Marks & Spencer with issues. Customer loyalty and traffic in physical businesses have decreased due to the transition to Internet shopping and the temptation of trendier and more economical choices (Farber, 2021).
[bookmark: _Toc142909447]Suppliers: In retail, efficient and agile supply chain relationships have become critical. Marks & Spencer's somewhat archaic supply chain methods have hampered the company's capacity to respond to shifting needs and customer trends swiftly, hurting inventory management and product availability.
[bookmark: _Toc142909448]Intermediaries: In the retail environment, the importance of intermediaries, such as online marketplaces and wholesalers, has risen dramatically. M&S's weak internet presence and lack of strategic collaborations have hampered its access to larger client groups, limiting its potential for expansion (Holmes et al., 2021).
[bookmark: _Toc142909449]Industry Life Cycle Analysis:
Marks & Spencer is at the end of the industry's life cycle. As a long-standing conventional retailer, the firm has undergone development and maturity phases, followed by a decline in recent years.
[image: The Industry Life Cycle Model Explained – 365 Financial Analyst]
[bookmark: _Toc142909520]Figure 2: Industry Life Cycle
[bookmark: _Toc142909450]Implications for Company's Decline In the mature stage, rivalry becomes more intense, market saturation develops, and meeting client requests becomes more difficult. These characteristics have resulted in decreased sales, diminished profitability, and problems in innovating at the rate necessary to stay up with altering industry trends for Marks & Spencer (Holmes et al., 2021). The company's unwillingness to embrace e-commerce and digital change during this stage has compounded its problems. Furthermore, the mature stage frequently necessitates cost-cutting and emphasizing operational excellence. Marks & Spencer's complicated and ageing supply chain hampered its ability to simplify procedures and adapt quickly to market developments, leading to its collapse. The consequences of Marks & Spencer's mature industry life cycle highlight the importance of strategic repositioning, innovation, and adopting new business models to resuscitate growth. To develop distinction and rekindle customer attention, the firm must overcome the hurdles given by its mature posture and exploit its brand history.
[bookmark: _Toc142909451]Porter's Industry Five Forces Analysis:
Porter's Five Forces model provides a comprehensive framework for assessing an industry's competitive dynamics and their impact on a company's competitive position.
[image: Porter's Five Forces EXPLAINED with EXAMPLES | B2U]
[bookmark: _Toc142909521]Figure 3:Porter's Five Forces Analysis
[bookmark: _Toc142909452]Threat of New Entrants: The retail business, which has minimal entry barriers, continually recruits new participants. Online channels have made it even easier to enter the market, increasing competition. On the other hand, significant investment needs, brand awareness, and consumer loyalty prevent new competitors from swiftly grabbing market share for established companies such as Marks & Spencer (Fisher, 2016).
[bookmark: _Toc142909453]Threat of Substitutes: Shopping channels such as e-commerce, direct-to-consumer companies, and foreign shopping alternatives are examples of substitutes in the retail business. These options have risen in popularity among consumers seeking convenience and cost savings. The collapse of Marks & Spencer can be traced in part to the company's inability to deliver distinct value propositions that effectively combat the attractiveness of replacements.
[bookmark: _Toc142909454]Bargaining Power of Buyers: Because of the plethora of alternatives and readily available information, consumers in the retail business have greater negotiating power. This dynamic allows shoppers to seek better costs, quality, and shopping experiences (Fisher, 2016). Marks & Spencer's fall reflects the company's difficulty in matching changing customer expectations, which has resulted in lower customer loyalty and increased price sensitivity.
[bookmark: _Toc142909455]Bargaining Power of Suppliers: In the retail business, suppliers' negotiating strength varies depending on factors such as the availability of alternative suppliers and the importance of the supplier's products. Due to the vast number of possible suppliers in Marks & Spencer's instance, suppliers may have relatively reduced bargaining leverage (Kerr, 2019). However, despite rising ecological and ethical concerns, providers with distinctive offers might wield more significant clout.
[bookmark: _Toc142909456]The Intensity of Competitive Rivalry: The retail scene is characterized by fierce rivalry. Established businesses, new entrants, and internet behemoths compete for market share. The demise of Marks & Spencer demonstrates the power of competition (Kerr, 2019). The company's inability to properly differentiate itself and competitors' fast adaption to changing customer tastes has diminished market presence and profitability.
[bookmark: _Toc142909457]Impact on Marks & Spencer's Competitive Position:
The Five Forces research reveals Marks & Spencer's problems. Substitutes and fierce rivalry have had a substantial influence on its competitive standing. Compared to quick fashion labels and online retailers, the company's conventional approach and sluggish adaption to e-commerce have made it less enticing (Kirchwey., 2019). Furthermore, buyer and supplier bargaining power has played a role. M&S has lost ground with empowered shoppers looking for value and quality, while suppliers adopting environmental trends have influenced the company's product offers. While new entrants may pose a manageable risk to Marks & Spencer's established position, they highlight the company's need to innovate and generate distinct value propositions to remain relevant and grab customer attention.
[bookmark: _Toc142909458]Internal Analysis:
The internal examination dives into Marks & Spencer's organizational framework's strengths and shortcomings.
[bookmark: _Toc142909459]Marks & Spencer's Strategic Resources and Capabilities
[bookmark: _Toc142909460]Key Resources:
Marks & Spencer has several essential tools that have traditionally aided its brand identification and success. Its vast network of physical stores is a crucial asset, giving it a broad reach and a visible presence in various areas. The company's long-established brand name has been essential to its competitive advantage, promoting client confidence and awareness (Kwiatkowska, 2018). Furthermore, M&S's varied product offering, which includes apparel, food, and home items, has allowed them to attract a diverse client base. The company's dedication to ethical and environmental practices is a crucial resource that resonates with conscious customers and aligns with modern ideals.
[bookmark: _Toc142909461]Capabilities:
Strong partnerships with suppliers are among the company's competencies, which have historically assured constant product quality. M&S's experience in supply chain management, established through years of operation, has enabled them to manage inventories and delivery effectively (Kwiatkowska, 2018). Marks & Spencer's brand management and marketing talents have also contributed to the company's recognition and popularity. Building and sustaining a distinct brand image has long been seen as a critical strength for the organization.
[bookmark: _Toc142909462]Contribution to or Hindrance of the Company's Decline:
While some of these resources and talents have historically aided Marks & Spencer's success, they have also contributed to the company's decline in various ways. Once a strength, the vast network of physical stores has become a disadvantage in an era when customers increasingly choose online shopping. Slow adaption to e-commerce and digital developments could have improved the company's ability to capitalize on shifting consumer behaviour (Mathematics, 2017). While the established brand name is significant, it may have led to complacency and a lack of willingness to develop. This hampered the company's ability to connect with younger customers and successfully adapt to quick fluctuations in fashion tastes.
Furthermore, while M&S's dedication to ethical and sustainable practices is admirable, it may have needed to be adequately utilized to generate a distinct economic edge. Other firms that have taken a more proactive approach to sustainability have acquired an advantage in appealing to environmentally sensitive consumers. In terms of competencies, the company's supply chain management has needed help keeping up with the fast-paced needs of the current retail sector while being a strength. Customer happiness and loyalty have suffered due to the inability to quickly adjust to new trends and restock stores with updated merchandise. To summarise, while Marks & Spencer's strategic resources and competencies have contributed to its past success, the company's misalignment with shifting market dynamics and customer preferences has hampered its capacity to handle the challenges of the modern retail business. Understanding these internal issues is critical for M&S in realigning its resources and competencies to build a more flexible and competitive organization.
[bookmark: _Toc142909463]Value Chain Analysis: Primary and Secondary Activities
[image: Value Chain Analysis EXPLAINED with EXAMPLES | B2U]
[bookmark: _Toc142909522]Figure 4: Value Chain Analysis
[bookmark: _Toc142909464]Primary Activities
The critical operations of Marks & Spencer include the fundamental processes that directly influence the production and delivery of its products and services.
[bookmark: _Toc142909465]Inbound Logistics: Inbound logistics at M&S include sourcing raw materials and finished goods from vendors. On the other hand, the company's outmoded supply chain strategy needs to improve its capacity to adapt quickly to shifting consumer wants and deliver new items (McCunn, 2016). This has exacerbated stock management problems and decreased consumer satisfaction.
[bookmark: _Toc142909466]Operations: The operations division converts raw materials into final goods. Marks & Spencer must improve to develop and adapt its product offers to new trends to maintain attractive product lines. The company's competitiveness has suffered due to its poor speed in developing new and enticing items.
[bookmark: _Toc142909467]Marketing and Sales: While M&S has a solid brand legacy, its marketing efforts have recently deteriorated. Customer engagement has decreased due to the company's inability to adequately explain its value offer to younger consumers and adapt its advertising methods to digital platforms. This has hurt sales and brand loyalty (McCunn, 2016).
Service After-sales assistance and client relationship management are two of M&S's service operations. The company's demise is partly traced to difficulties in offering a smooth and rewarding client experience. M&S's service skills have not kept up with the retail landscape's trend towards personalized and client-centric methods, harming customer retention and loyalty.
[bookmark: _Toc142909468]Secondary Activities:
Secondary activities at Marks & Spencer offer infrastructure and support for primary actions.
[bookmark: _Toc142909469]Procurement: Efficient procurement practices are critical for cost management and quality assurance. Supplier connections and ethical issues have affected M&S's purchase. While these criteria are essential, the company's procurement practices may have needed to be more dynamic to respond quickly to changing market circumstances (Rashid, 2016).
[bookmark: _Toc142909470]Technology Development: Modern retail operations rely heavily on technology. M&S's technological progress could have been faster, notably in e-commerce and digital platforms. This has made it difficult for the corporation to deliver a smooth online buying experience and capitalize on the rising trend of digital retail.
[bookmark: _Toc142909471]Human Resource Management: Human resource management is critical for encouraging innovation and reacting to industry changes. The management structure of Marks & Spencer has been criticized, indicating a potential divergence between leadership and strategic direction. This might have contributed to bottlenecks in decision-making and delayed reactions to market movements (Rashid, 2016).
[bookmark: _Toc142909472]Infrastructure: M&S has long been strong in infrastructure, including physical shops and delivery centres. However, the growth of e-commerce and the move towards online purchasing have forced a rethinking of the company's infrastructure plan to provide an integrated and seamless omnichannel experience.
[bookmark: _Toc142909473]VRIO Analysis of Distinctive Resources and Capabilities:
The VRIO framework systematically evaluates the long-term viability of competitive advantages obtained from a company's resources and skills.
[image: VRIO Analysis Framework for Strategic Planning | BSC Designer - Strategy  Execution Software]
[bookmark: _Toc142909523]Figure 5: VRIO Analysis
[bookmark: _Toc142909474]Valuable: Marks & Spencer's well-known brand name and broad network of physical locations are unquestionably vital assets. The brand’s heritage has traditionally earned consumer trust and awareness, contributing to the company's competitive advantage. However, the value of these resources has declined due to changing customer tastes and digital developments (SPENCER., 2020). M&S's ability to appropriately capitalize on these precious assets has been hampered by the company's delayed adoption of e-commerce and failure to connect with younger consumers.
[bookmark: _Toc142909475]Rare: While the materials listed above are essential, they are common in retail. Many established players have strong brand identities and an extensive shop network. While Marks & Spencer's resources are crucial, they must provide a distinct edge that distinguishes them from competitors. The company's collapse has been exacerbated by its inability to differentiate itself in a crowded field (SPENCER., 2020).
[bookmark: _Toc142909476]Inimitable: The inimitable nature of resources relates to how easily rivals may copy them. Marks & Spencer's supply chain experience, established over many years of business, is possibly unique. However, the company's delayed adoption of contemporary supply chain technology and practices have hindered its ability to utilize this skill for long-term competitive advantage.
[bookmark: _Toc142909477]Organized to Exploit Effectively: Organizing resources and competencies is critical for a competitive edge. The organizational structure of Marks & Spencer has been criticized, highlighting possible inefficiencies and misalignments (SPENCER., 2020). The company's inability to react quickly to market changes and customer preferences shows that its resources and competencies must be appropriately organized to capitalize on opportunities and manage risks.
[bookmark: _Toc142909478]SWOT Analysis for Marks & Spencer:
A SWOT analysis takes an in-depth look at a company's internal strengths and weaknesses, exterior opportunities, and threats.
[image: SWOT: Strengths, Weaknesses, Opportunities, Threats – BusinessBalls.com]
[bookmark: _Toc142909524]Figure 6: SWOT Analysis Matrix
[bookmark: _Toc142909479]Strengths:
Marks & Spencer's assets include an established brand recognition, an extensive physical shop network, and a varied product assortment that includes apparel, food, and home items. The company's lengthy history has fostered consumer trust, a crucial asset (Marks and Spencer). Furthermore, its physical locations provide a visible presence in various markets, helping to brand awareness and consumer engagement. M&S can attract a diversified consumer base due to its diverse product offering.
[bookmark: _Toc142909480]Weaknesses:
The company's drawbacks include its delayed adaption to e-commerce and digital changes, which results in worse online retail competitiveness. The enormous physical store network, previously a strength, has become a vulnerability in the face of shifting customer preferences toward online shopping (Marks and Spencer). Furthermore, the brand's previous identification with older demographics has hampered its attractiveness to younger, trend-conscious consumers.
[bookmark: _Toc142909481]Opportunities:
Marks & Spencer can capitalize on its excellent brand legacy to build a distinct and enticing identity for younger consumers. By increasing its online presence and enhancing the e-commerce experience, a company may capitalize on the expanding trend of digital buying. The firm may also capitalize on the growing demand for sustainable and ethical products by strengthening its commitment to responsible practices (Marks and Spencer).
[bookmark: _Toc142909482]Threats:
Marks & Spencer is threatened by solid retail rivalry, notably from quick fashion labels and internet merchants. These rivals provide trendier, less expensive solutions that appeal to a more extensive client base (Marks and Spencer). The growth of substitutes, such as direct-to-consumer brands and foreign shopping platforms, puts the company's market position under threat. Furthermore, shifting customer tastes and the need to adapt to digital retail trends put M&S's capacity to remain relevant in jeopardy.
[bookmark: _Toc142909483]Strategies to Sustain Competitive Advantage:
Marks & Spencer can pursue various strategic options to reclaim its competitive edge in the retail market. Given Porter's generic tactics, the organization must prioritize differentiation to stand out in the market.
[bookmark: _Toc142909484]Differentiation Strategy:
Marks & Spencer may distinguish itself by developing a distinct and compelling brand identity that appeals to its loyal customer base and younger, trend-conscious customers. This includes updating its product offerings to reflect changing fashion trends and addressing environmental and ethical concerns. The corporation should prioritize design innovation by offering new apparel lines that reflect current trends and cater to various client groups (Scott and Walker, 2017). M&S may also emphasize quality and exclusivity, portraying itself as a premium brand that provides value beyond price.
Furthermore, the corporation should improve the consumer experience both in-store and online. Customer happiness and loyalty may be increased by implementing technology-driven solutions to personalize shopping experiences and create seamless omnichannel interactions. This includes user-friendly e-commerce platforms, effective supply chain management to ensure on-time delivery, and engaging in-store experiences.
[bookmark: _Toc142909485]Utilizing Technology:
Marks & Spencer must completely embrace technology to reclaim a competitive advantage. Improving its e-commerce skills, such as providing user-friendly interfaces, easy navigation, and personalized suggestions, may help the company attract and keep online clients (Scott and Walker, 2017). Incorporating augmented reality and virtual try-on technology, particularly for apparel, can improve the online shopping experience.
[bookmark: _Toc142909486]Market Expansion and Internationalization:
Extending the company's presence outside its native market can also help it recover a competitive edge. International markets provide prospects for expansion and can help diversify income streams. While keeping a constant brand image, M&S may customize its goods to local preferences (Shail, 2022). Furthermore, the organization might collaborate with local merchants or internet platforms to acquire efficient access to new markets.
[bookmark: _Toc142909487]Collaborations and Partnerships:
Working with well-known designers or celebrities to create exclusive capsule collections may build excitement and attract a larger audience. These collaborations may inject the brand with originality and freshness while harnessing contributors’ influence to increase brand exposure.
[bookmark: _Toc142909488]Social Responsibility and Sustainability:
Marks & Spencer may differentiate itself from competitors by incorporating social responsibility and sustainability into its business model (Shail, 2022). Adopting environmentally friendly practices and transparent supply chain activities might appeal to ethically conscious consumers. Effectively communicating these efforts through marketing initiatives can reach more socially concerned buyers.
[bookmark: _Toc142909489]Growth Strategies for Marks & Spencer:
Marks & Spencer (M&S) might examine various development strategies, including frameworks such as Ansoff's matrix and foreign expansion, to revitalize its position in the retail business.
[bookmark: _Toc142909490]Ansoff's Matrix:
[image: Ansoff matrix - Wikipedia]
[bookmark: _Toc142909525]Figure 7: Growth Strategies Matrix
[bookmark: _Toc142909491]1. Market Penetration: M&S can increase its attempts to expand market share in its current markets. This includes techniques such as loyalty programs, targeted marketing initiatives, and improving the in-store and online shopping experience to attract more people to its present product offers. M&S may increase income by building client ties and increasing repeat purchases (Spencer, 2020).
[bookmark: _Toc142909492]2. Product Development: Another path for expansion is to incorporate new and innovative items into its existing markets. M&S can launch fashion lines that appeal to recent trends, environmentally concerned customers, or niche markets. Collaborations with well-known designers or influencers may generate interest and attract a more extensive consumer base (Spencer, 2020). This strategy leverages the company's design knowledge while appealing to changing client tastes.
[bookmark: _Toc142909493]3. Market Development: Extending its existing product offerings into new geographic regions can provide growth opportunities. M&S can find untapped markets where its brand has the potential to be appealing. This may entail tailoring items to local tastes and preferences while retaining M&S's primary brand (Taylor, 2022). Entering new markets can help to diversify revenue sources and reduce risks associated with reliance on a single call.
[bookmark: _Toc142909494]4. Diversification: Diversification entails entering new markets and introducing new goods. M&S might investigate similar diversification by extending its food products or entering adjacent industries such as home furnishings (Taylor, 2022). Unrelated diversification might include entering businesses such as health and wellness or digital services. This method is riskier but provides prospects for significant development and less reliance on the retail sector alone.
[bookmark: _Toc142909495]International Expansion:
M&S's foreign expansion may be a robust growth strategy, matching its historical history and potential appeal in global markets. The corporation may use its brand familiarity and design ability to appeal to consumer tastes.
[bookmark: _Toc142909496]1. Market Entry: With a well-defined market entrance strategy, M&S can contemplate expanding into additional nations. This may entail forming partnerships or joint ventures with local shops to circumvent legislative and cultural barriers (Theodosi, 2021). To effectively design its offers, the corporation needs thoroughly examine the competitive environment, customer behaviour, and demand patterns in target areas.
[bookmark: _Toc142909497]2. E-commerce and Online Platforms: A strong web presence can also lead to international expansion. M&S can reach clients worldwide by leveraging e-commerce platforms, eliminating the need for massive physical retail networks (Theodosi, 2021). While responding to the expanding trend of online buying, this technique provides scalability and flexibility.
[bookmark: _Toc142909498]3. Localization: Adapting to local tastes and cultural subtleties is required for successful worldwide expansion. M&S should know each market's distinct demands, which may entail changing product assortments, styles, and marketing messaging to reflect local sensitivities (Tindall, 2022).
[bookmark: _Toc142909499]4. Flagship Stores and Global Presence: Establishing flagship shops in renowned worldwide locations may increase brand exposure and offer a destination shopping experience. These stores may act as physical representations of M&S's legacy and appeal to both visitors and residents (Tindall, 2022).
[bookmark: _Toc142909500]Recommendation:
Given M&S's strong brand identification and long history, a mix of market growth and international expansion tactics is appropriate. M&S should focus on expanding into new foreign markets where it is brand resonance and creative ability can flourish. M&S can achieve sustained growth and reclaim its competitive advantage by carefully selecting target markets, cooperating with local merchants, and adjusting its goods to local preferences (Wilson, 2016). At the same time, the corporation should continue to improve its online skills to enter the global e-commerce industry and cater to technologically sophisticated consumers. This combination strategy enables M&S to capitalize on its existing strengths while exploring new opportunities for expansion and market presence.
[bookmark: _Toc142909501]Green Strategy and CSR for Recovery:
The attitude of Marks & Spencer to sustainability and corporate social responsibility (CSR) has the potential to be important in its recovery plan. The company's dedication to ethical sourcing, decreasing environmental impact, and community participation is a step in the right direction, but a more robust green strategy may help it thrive (Wallace and Tayler, 2022).
[bookmark: _Toc142909502]Current Approach: M&S has previously shown its commitment to sustainability with programs such as Plan A, which addresses climate change, waste reduction, and responsible sourcing. Its dedication to Fairtrade, sustainable packaging, and lowering carbon emissions highlights its socially accountable activities (Wallace and Tayler, 2022). However, without a comprehensive and imaginative green strategy, the influence of these activities on reversing the company's downturn may be limited.
[bookmark: _Toc142909503]Potential Contributions:
1. [bookmark: _Toc142909504]Enhanced Brand Image: A solid green strategy may help M&S establish itself as a leader in ethical and ecological practices, attracting environmentally sensitive customers. This favourable brand impression can increase customer loyalty and attract a new sector of customers who value eco-friendly options.
2. [bookmark: _Toc142909505]Differentiation: A solid green strategy may set M&S apart from competitors, allowing the firm to stand out in a congested industry (Toms and Zhang, 2016). M&S can appeal to a narrow but rising consumer base by matching its offers with the growing need for sustainable products.
3. [bookmark: _Toc142909506]Innovation: A green strategy may fuel Product and process innovation. M&S can engage customer attention and promote revenue growth by using sustainable materials, applying circular economy ideas, and developing eco-friendly product lines.
4. [bookmark: _Toc142909507]Cost Efficiency: Adopting sustainable practices frequently results in operational improvements and cost savings. Improved bottom-line performance may be achieved through energy-efficient operations, waste reduction, and ethical sourcing (Toms and Zhang, 2016).
5. [bookmark: _Toc142909508]Market Expansion: A solid green strategy may help M&S expand into overseas markets. Many worldwide customers value sustainability, and M&S may expand into new regions and diversify its income streams by demonstrating a commitment to ethical practices.
6. [bookmark: _Toc142909509]Attracting Talent: A robust CSR and green strategy may attract and retain top personnel that value purpose-driven work environments. Engaged and devoted employees can contribute to innovation and overall corporate success.
[bookmark: _Toc142909510]Recommendation: Marks & Spencer should create a comprehensive and imaginative green strategy beyond current initiatives. This plan should include the entire value chain, from sourcing and production through distribution and disposal (Toms and Zhang, 2016). M&S can genuinely incorporate sustainability into its business model by defining ambitious sustainability targets, embracing circular economy ideas, and using technology for eco-friendly innovations.
[bookmark: _Toc142909511]Conclusion:
Finally, examining Marks & Spencer's downturn indicates a combination of internal and external causes contributing to the retailer's troubles. The company's past strength and reputation were harmed by its tardy response to changing consumer tastes, the rise of internet retail, and increased competition. The macro-environmental study emphasized political, economic, social, technical, environmental, and legal issues influencing the company's trajectory. Marks & Spencer's strategic resources and competencies needed to be successfully harnessed, resulting in a performance gap between potential and actual. The value chain analysis identified areas where operational inefficiencies and outmoded practices could have improved the company's competitiveness. Furthermore, the absence of a robust green strategy and thorough CSR programs hampered its attractiveness to environmentally sensitive customers. A fundamental shift is required for Marks & Spencer's future success. Strategic adjustments that include distinction, worldwide expansion, innovation, and a solid green strategy should be at the forefront of the company's recovery efforts. These initiatives are intended to revitalize the brand, increase consumer involvement, improve operational efficiency, and meet the rising need for sustainability.
[bookmark: _Toc142909512]Recommendation:
Marks & Spencer should take the following decisive actions to address its issues and recover:
1. [bookmark: _Toc142909513]Differentiation and Innovation: Product offers should be updated to reflect current fashion trends and consumer preferences. To inspire excitement, embrace design innovation, introduce sustainable lines, and cooperate with influencers.
2. [bookmark: _Toc142909514]International Expansion: Enter new markets strategically, adjusting items to local tastes and preferences. Use internet channels to broaden your worldwide reach while maintaining brand consistency.
3. [bookmark: _Toc142909515]Green Strategy: Create a comprehensive, creative green plan incorporating sustainability throughout the value chain. Adopt circular economy ideas, sustainable resources, and environmentally responsible practices.
4. [bookmark: _Toc142909516]Customer Experience: Invest in technology-driven solutions to improve the online and in-store purchasing experience. Implement personalized suggestions and omnichannel interactions that are smooth.
5. [bookmark: _Toc142909517]CSR Communication: Communicate CSR activities to stakeholders transparently. Targeted marketing efforts can engage customers by highlighting environmental initiatives and responsible practices.
By combining these proposals, Marks & Spencer can begin on a dramatic path to recovery, rebranding itself as a pioneer in sustainable retail while appealing to a diverse range of consumers. Strategic improvements that align with market expectations and consider sustainability are critical for the company's recovery and future success.
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