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[bookmark: _Toc504567782]Executive summary 

This report takes a look at Marks and Spencer’s ‘Plan A’ action and how they fit into the modern ethical and sustainable world. With demand for more shops to become more sustainable, this report discovers how Marks and Spencer’s fit into this category and how they will survive the modern high street with their laid back marketing for the younger generation. With two main departments in the store, this report looks at both food and clothing aspects and the attempt of rebranding for a younger audience. 

[bookmark: _Toc504567783]Introduction
This report will look at Marks and Spencer’s sustainability as a brand, but also their efforts to create a more stable and sustainable environment.  By divulging into Marks and Spencer’s Plans for the future and what they have already achieved, this report looks at Corporate Social Responsibility (CSR) theories and how they fit within the company. The report focuses on the two departments within the company and the responsibility they have as a business organisation.
[bookmark: _Toc504567784]Sustainability
Sustainability fits into many forms, one form looks at the ability to be sustained in the modern era and is mainly about protecting the planet and its resource (Kulhman & Farrington, 2010). When it comes to the world of business it is used in vast areas from promoting how ‘efficient’ a company is, what challenges a company faces with its sustainability and also brand protection. With companies looking to keep up with the ever changing world and attempting to be more ethical than before, can sustainability change a company’s outlook?
With campaigners pushing for a greener world are companies doing enough to be sustainable? Sustainability can be defined as "Development that meets the needs of the present without compromising the ability of future generations to meet their own needs” (Bruntland Report, 1992 cited in Global Footprints, 2018).
Western countries think they know what is best for the world, but do they? (Bals & Tate, 2017). With more produce being brought in the west, companies are supposedly looking out for their stakeholders by being or attempting to be sustainable but in the lower line, are companies being cleverer in the west and greenwashing?
[bookmark: _Toc504567785]Marks & Spencer’s 
Looking at Marks & Spencer (M&S) they are a company that has been around for generations, starting as a market stall and currently have their stores dotted all over Europe. With 979 stores within the UK, how ethical and sustainable are M&S?
With M&S being down on their overall sales for a second year running, are they doing enough to keep up with the modern world and the high street giants, whilst still promoting high quality of goods all over their stores?
Last year the high street brand saw a decline in food and clothing.
[bookmark: _Toc504567786]M&S Clothing
From cashmere to 100% wool, M&S have always pushed the quality of their clothes to the highest high street standard. But with a plain white shirt costing around £30, you would look to pay a fraction of that in any other high street store (Armstrong, 2017). Are M&S over pricing and pushing quality to cover their downfall in clothes sales? With the clothes choices aimed at an older crowd, are M&S pushing away younger clientele without realising? When you enter the store, it is not marketed towards a stylish young person. It unfortunately is the sort of place a person would find themselves to buy slippers for their grandparents (Espiner & Atkinson, 2016). 
[bookmark: _Toc504567787]M&S Food Hall
With M&S opening separate food outlets, they are expanding their empire into different directions. In 1931 a food department was introduced into their stores and began to sell canned foods and produce (Marks & Spencer, 2018). Still to this day they have food stores with 615 food only outlets throughout the UK. Since the day the doors opened M&S have been pushing the image of quality products but at a higher rate than your average food shop. M&S also help the farmers they work with by developing ‘M&S Farming for the future’ programme to create a sustainable supply chain to ease the pressures of supply and demand (Marks and Spencer's, 2017). With their shop catering mainly for the older generation, it is almost as if they would like them to buy everything they need from food to footwear all under one roof. But with many people doing online shopping, and the high street being quiet many people opt to shop online for virtually anything, M&S have seen a fall in sales in food but as well as all over the store (Vandevelde, 2018).   
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                                                                                       Figure 1; Vandevelde (2018)
[bookmark: _Toc504567788]Rebranding from Marks and Spencer’s to M&S
Marks and Spencer’s looked at introducing the ‘Your M&S’ branding in 2006 to attract a younger audience. They believed that relaunching themselves would take away the stigma of an older branded shop and tried to be more like a more modern store. Looking at all their efforts to rebrand, clearly shows an attempt to be sustainable and try to keep profits up and a steady flow of customers through its doors (Montgomery, 2014). This could be an attempt to not end up like BHS, an old high street friend. 
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Most companies these days advertise their sustainability online, but with M&S this is not the case. With a lot more advertised these days regarding vegan and vegetarian friendly products, M&S could advertise more about their ‘Green’ products and attract more custom. Reading an article on Marketing Week by Sarah Visard (2014) the article itself shows evidence that it is crucial in how you would market these days and the importance of doing it right. Back in 2012 M&S along with other branded stores were accused of ‘greenwashing’. Greenwashing is a term used to hide how unethical some companies are by premoting all the ‘good’ the company does interms of enviromental issues. Marks and spencers were accused of greenwashing because of their links to large oil companies despite their claims of being an ethical, enviromental company (Miller, 2012). However Visard explains how M&S recycled 4 million garments through their scheme ‘Shwopping’ as well as how they now sell Fairtrade products and eco friendly they are throughout the stores from clothing to food. Yet M&S do not advertise this publicly which could be losing them potential eco conscious customers. 
[bookmark: _Toc504567790]Plan A – ‘Because there is no plan B’ campaign
Over the last 10 years M&S have been looking at issues that have affected the ecological balance. From plastics and depletion of the fish in the ocean, M&S have even saved £750 million in costs by improving their social and environmental performance thus winning them over 240 awards (Marks and Spencers Group PLC, 2018). They have now rebooted plan A with more urgency to improve for the future. With the new rebooted plan they have listened to comments from 750 thousand customers from worries about the future, hopes and dreams. 
Plan A 2025 is integral to the M&S brand and our promise to our
customers – to make every moment special. We recognise that no
M&S product or service can ever be ‘special’ unless it embodies our
unswerving commitment to have a positive impact on wellbeing,
communities and the planet (Marks and Spencers Group PLC, 2018).
This shows that the environmental sustainability is important to the company and a long lasting ethical future. 
[bookmark: _Toc504567791]CSR Theories
Looking into Carroll’s theory, this report divulges into two CSR theories, taking into account the triple bottom line and Carroll’s CSR Pyramid, whilst introducing Freidman and Freeman theories. 

[bookmark: _Toc504567792]Carroll’s CSR Pyramid
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                                                                            Figure 2; Carroll's CSR Pyramid
With each layer of the pyramid taking shape within the sustainability of M&S it is important to look at each section in turn and how they work within the business. With more companies wanting to hit an economic high, M&S have an economic responsibility towards themselves as a company to be longstanding and successful. However, an independent report found out that Marks and Spencer’s fell short on the Global Reporting Initiative (GRI) (Samy, et al., 2010). With M&S only hitting four of the GRI Guidelines they have much more work to do with regard to economic responsibility.
With many guidelines to a business, the most common one would be their legal responsibility due to the law in the UK. When it comes to their responsibility M&S use every rule in the book, from their banking to the challenge 25 to insure they abide by the rules and uphold their legal responsibility (Peng, 2008).  
Living in the 21st century, more companies are looking to become more ethical. Launching Plan A 2007 M&S looks to become more redefined as a company that has proposed over a 100 sustainability pledges in order to become more ecological and ethical. Knowing that they are having a decline in sales over recent years M&S have put the sustainability into the heart of their marketing campaign thus creating a triangle Plan A scheme (Deighton, 2017).
In 2008 M&S launched their Shwopping scheme to reuse clothing and save materials. This philanthropic choice linked with Oxfam revolutionised how people shopped for their clothing. Within the first 2 years of the scheme they generated over £5million for the charity and currently in the region of £19million altogether (Oxfam, 2018). The point of the scheme is to stop good but unwanted clothing ending up in landfill and given a second chance with Oxfam by being resold or recycled. With the clothes being sold in stores all around the UK and shipments to third world countries, M&S have created a programme that is sustainable and greater than that, help to those who need it (Smithers, 2012). However, others may see this programme as a philanthropic effort due to fail as it does not change others behaviours or attitudes towards recycling clothes (Godelnik, 2012). 
With Freidman (2009) thinking that making a profit is the only responsibility of the business and Freeman (2010) thinking that there are other responsibilities other than profit, both theories fit into Carroll’s pyramid. With Freidman only looking at the bottom two layers, Freeman has a holistic view of the pyramid and migrates into all four layers.
[bookmark: _Toc504567793]Conclusion and Recommendations

This report has shown the many responsibility upheld by a company in order for survival. M&S have launched a 17 year plan due to end in 2025 to keep them sustainable for the future whilst ticking all the boxes to be a reputable company. With many theories and opinions regarding M&S as a company it has shown how far M&S have come since their market stall. However, due to the ever changing world and customers shopping more ethical these days, are they doing enough to keep their head above water or will M&S plummet and join BHS and Woolworths in the dark blue unknown? 
Looking at the schemes that M&S have introduced in an effort to be more sustainable, Shwopping seems to be the most popular scheme they have launched. With M&S clientele typically being an older generation’s shop, if they changed their marketing, style and the way the shop is perceived to the younger generation they would have more custom. With the younger generation more inclined to throw, swap or sell their garments after just a few wears, M&S could target this audience with their new modern take on the younger generations clothing style. Since launching Shwopping, not a lot of advertising has taken place. With shops like River Island, New Look and other high street giants not offering this scheme, M&S could form an alliance that would be beneficial to all high street brands. 
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