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[bookmark: _tzkz2vdjj9ix][bookmark: _Toc224995085]1.0 Executive Summary
Marks and Spencer (M&S) is a large UK retailer company that does business in the clothing, home, and food industry, operating within a dynamic and ever-digital retailing business environment.
The challenges affecting the organisation are brought about by digital disruption, the rapid e-commerce development, the emergence of artificial intelligence, the shifting expectations of customers, stiff competition, and the desire to have a more agile organisation.
The present report examines both the internal and external change drivers of change in M&S and also evaluates pertinent change management models, change leadership methods, and the impact of organisation culture in attaining successful changes.
It offers a strategic change plan with a digital transformation, artificial intelligence as a source of customer insight, upskilling of the workforce, and better omni-channel cohesion and communication, and assessment processes.
These are anticipated to result in greater organisational responsiveness, customer experience, level of operational efficiency, competitiveness, and sustainability.
[bookmark: _lwwbnpdhenfh]
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[bookmark: _Toc224995086]2.0 Introduction
Marks and Spencer (M&S) is a very established retail chain based in the UK, and it mainly deals with the clothing, home, and food industries. With a well-established brand reputation of quality, trust, and brand heritage, M&S has played a big role in the retail sector for decades. Nonetheless, being a conventional retailer managing a robust physical store chain, M&S is a good case study of strategic change, especially when it comes to the changing market conditions and the mounting pressure of digital transformations.
The modern retail landscape is fast changing and constantly changing due to a few external influences (Helm et al. 2020). Digital disruption has completely transformed the way businesses are run and relate to their clients, and the development of online shopping has officially changed consumer buying habits (Radzikhovska, 2021). Also, more personalised and efficient customer experiences have been possible due to the growing application of (artificial) intelligence (AI) and data analytics. 
The purpose of this report is to examine the external and internal forces of change that impact M&S, in addition to assessing the change management model and leadership techniques. It also discusses the impact of the organisational culture on the effectiveness of the change process. The report has given a proposal based on this analysis because, at the moment, M&S has a strategic change plan that is meant to make it more adaptive, operational, and competitive in the long run.
The report has a number of important sections. 
[bookmark: _cptw1o1pwwsl][bookmark: _Toc224995087]3.0 Organisational Background and Recent History 
Marks and Spencer (M&S) is an old UK-based retailer with a rich history and brand background based on quality, credibility, and reliability (Omee, 2023). The company was founded at the end of the nineteenth century and has grown to become one of the most recognisable retail brands in the UK, within two major segments: clothing and home, and food. M&S has, over time, positioned itself as a company that offers quality products, especially in its food section, which has continued to be a strong asset in retaining customer loyalty. 
However, over recent years, M&S has been challenged by a growing number of challenges that are triggered by the changes in the retail environment. The online competition, as well as online retailers, has raised challenges to the old model of store-based businesses because of the high growth (Lachaud et al. 2024). It has also seen M&S undertake a store rationalisation programme through which some of its non-performing stores have been closed, and modernization of its retail property to enhance its efficiency. Meanwhile, the organisation has also increased its interest in the digital transformation by investing in online shopping platforms and delivering better customer experience on the internet.
This new history puts in particular light M&S, one of the prime examples of a legacy organisation that tries to adjust to the key changes in the environment and still stay faithful to its core brand values. The shift toward a more digitally oriented and nimble organisation in place of the traditional retail model has a number of challenges, such as the possible resistance toward change, the importance of leadership, and the impact of a well-established organisational culture (Smajlovic, 2024). 
[image: ]
Figure 1: Customer experience improvement initiatives at M&S
(Source: Self-made)
[bookmark: _f402agn07llz][bookmark: _Toc224995088]4.0 Internal and External Environment Analysis
[bookmark: _15snraushzpr][bookmark: _Toc224995089]4.1 External Environment Analysis
The external environment is important in the shaping of the organisational strategy since it offers opportunities and threats which are to be adapted to. In the case of Marks and Spencer (M&S), which competes in a changing retail market, the external foundations play a major role in determining the kind of decisions that are made, operational effectiveness, and competitiveness over the long term. 
Politically and legally, the environment of M&S is very regulated with high employment laws and consumer protection requirements, and more data governance and privacy regulations. Also, there is an increase in policies and compliance expectations relating to sustainability. These variables raise the complexity of operations and need M&S to embrace stronger governance frameworks, open practises and dynamic management systems (Ghanizadeh, 2025). Noncompliance not only poses the threat of legal action, but also reputational losses, and this has established a sense of urgency when it comes to organisational change.
On the economic front, the recent inflation pressures, cost-of-living pressures, and the cost of supply chains have had an immense influence on consumer behaviour. Customers are sensitive and more wary of their expenditure, especially in the discretionary sector, including clothing and household goods (Gausden and Hasan, 2025). 
There are other social elements that lead to the necessity of strategic adaptation. Consumers are getting more and more demanding in terms of convenience, smooth digital experiences, and personalised services. Sustainability and ethical sourcing are increasingly becoming aware, as well as changing shopping habits among various groups of people (Dona et al. 2025). The trends demand that M&S reconsiders its brand positioning and customer engagement approaches to make sure that they comply with the current consumer expectations without betraying its traditional brand values.
The greatest cause of change is technological factors. The retail environment has changed because of the rapid development of e-commerce, mobile shopping, artificial intelligence, and data analytics (Cui et al. 2021). State-of-the-art inventory, customer understanding tools, and online marketing abilities are now paramount to competing. 
The environmental factors, such as sustainability issues, waste minimisation, and decarbonisation goals, are also critical. The growing demand by consumers, regulators, and stakeholders is placing more pressure on the company, and environmental responsibility is no longer a choice. 
Table 1: PESTLE Analysis of Key External Drivers of Change Affecting M&S
	Factor
	Key Issue
	Impact on M&S
	Need for Change Implication

	Political and Legal
	Regulation, data privacy, and sustainability compliance
	Increased complexity and compliance costs
	Need for adaptive systems and governance

	Economic
	Inflation, cost pressures, and reduced spending
	Higher price sensitivity, margin pressure
	Efficiency improvement and value-based strategy

	Social
	Demand for convenience, digital experience, and sustainability
	Changing customer expectations
	Customer-centric innovation and engagement

	Technological
	E-commerce, AI, data analytics, automation
	Shift from physical to digital retail
	Digital transformation and capability development

	Environmental
	Sustainability, waste, decarbonisation
	Reputational and regulatory pressure
	Strategic sustainability integration


(Source: Self-analysed)
[bookmark: _ifsn2mcnanud][bookmark: _Toc224995090]4.2 Industry and Competitive Pressure
Besides macro-environment conditions, Marks and Spencer (M&S) is in a very competitive retail market that is characterised by structural forces that enhance the necessity of strategic change. The Five Forces model created by Porter illustrates the importance of the competitive rivalry, buyer power, and the threat of substitutes to influence the industry dynamics.
The level of competitive rivalry in the UK retail market has been exceptionally high, with the older retailers and competitors who have embraced digital-first fighting hard to stay on price, quality, and customer experience (Wheeler, 2023). The existence of rapid-fashion brands and the retailers that prioritise convenience puts pressure on M&S to be able to stay relevant and attentive to the changes that occur at an alarming rate. 
Online-first retailers are one of the largest threats and the ones that are likely to have a more responsive operation structure, reduced overheads, and stronger digital competencies. It has coupled the pressure to the customers in terms of flawless online experience, expedited delivery, and customisation of its services. Thus, underperforming or failing service delivery in the digital setting is not what is condoned.[Refer to Appendix 1].
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Figure 2: Porter’s Five Forces summary
(Source: Self-made)
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Internal environment evaluation is crucial because it should be examined whether Marks and Spencer (M&S) has the potential to react to external pressures in an effective way. SWOT analysis points to the areas of strategic change to identify key weaknesses, threats, opportunities, and strengths of the organisation.
Although M&S enjoys relevant strengths, especially its reputable brand and recognised infrastructure, it cannot guarantee its future competitiveness with these alone (Li et al. 2023). As a matter of fact, some of these strengths can be viewed as a constraint in the event that they support the traditional modes of operation. Elasticity can be slowed by old systems, and complexity within the organisation and culture can slow the implementation of new systems and processes (Borissov, 2024). 
In addition, the level of opportunities is also high, especially in digital innovation and omni-channel integration, which implies that M&S can reposition itself with ease. Nonetheless, to seize such opportunities, new abilities, such as decision making which is data driven or workforce mobility must be invented.
Table 2: SWOT Analysis of M&S in Relation to Strategic Change
	Category
	Key Factors

	Strengths
	Strong brand recognition, high customer trust, established market presence, strong food reputation, extensive infrastructure

	Weaknesses
	Legacy systems, slower adaptation than digital-native competitors, organisational bureaucracy, cultural resistance to change, and operational complexity

	Opportunities
	Omni-channel retail growth, AI-enabled customer insights, personalisation, workforce upskilling, digital service innovation

	Threats
	Intense competition, evolving customer expectations, digital disruption, cost pressures, and reputational risk if change fails


(Source: Self-analysed)
[bookmark: _iopnxjaks3wb][bookmark: _Toc224995092]4.4 Synthesis: Why Change is Necessary
Marks and Spencer (M&S) is no exception as the strategic change is urgently needed, as it can be seen through the analysis of both external and internal factors provided above. The dynamic customer demands and the digital disruption, as well as the data-driven decision-making process, are producing a growing influence on the retail landscape, compelling organisations to become more responsive and responsive (Gade, 2021). The inner weaknesses of M&S, including the use of old systems and an aversion to change, hinder the potential to introduce successful change, despite the fact that the company enjoys good brand equity and in the market.
[bookmark: _emgw82i8x0gj][bookmark: _Toc224995093]5.0 Evaluation of Change Management Models
[bookmark: _przconvonli9][bookmark: _Toc224995094]5.1 Lewin’s Change Model
The Three-Step Change Model of Lewin is one of the oldest and most commonly known models of understanding organisational change. It is a three-phase process comprising unfreeze, change, and refreeze. The unfreeze phase entails making the organisation ready to embrace the fact that some change is required by questioning the current behaviours and attitudes (Burnes, 2020). The change level entails the execution of new processes, systems, and behaviours. Lastly, refreeze stage targets to stabilise the organisation by integrating new practises into the daily operation of the organisation.
In the case of Marks and Spencer (M&S), the unfreeze stage implies acknowledging the constraints of the old approaches to retailing and building awareness of the necessity to conduct digital transformation. The change level would involve both the adoption of the new technologies and the redesigning processes and creating the workforce ability that would potentially allow having more agile and data-driven business model (Matias et al. 2025). The fourth stage is the refreeze stage that will ensure that these changes are institutionalised by use of new performance indices, new leadership styles and new organisational habits to ensure these changes are long-term.
Although the model by Lewin can be useful in describing planned change because it is simple and easy to understand, it has its shortcomings in regards to the context of the modern retail setting.
[bookmark: _fp75jj5jxigw][bookmark: _Toc224995095]5.2 Kotter’s Eight-Step Model
Kotter has suggested an eight-step Model that offers a realistic and systematic approach to bringing change to the organisation, and the change is based on the generation of momentum and a continuum of change. The model focuses on developing urgency, guiding coalition, clear vision, effective communication, empowering the employees, short-term wins, entrenching change into the organisational culture, and developing and sustaining change.
The model is especially applicable in Marks and Spencer (M&S) due to the magnitude and intricacy of its operations. This is why the approach developed by Kotter is very relevant because it requires visible leadership, multiple levels of effective communication, and potential resistance management (Mouazen et al. 2024). As an illustration, one can set urgency by emphasising on the digital competition and changing consumer behaviour, and the guiding coalition may be senior leadership, digital experts, and operational managers. Transformation must be directed by a clear vision that is focused on the customer-oriented retailing obligation that is omnichannel in nature (Gerea and Herskovic, 2022). Empowerment can be provided by training the employees and supporting systems, and the short-term victory, like better application running or increased delivery speed, can be used to gain momentum. 
One of the strong points of the model by Kotter is that it focuses on communication and commitment, and based on a practical and implementation-related approach, this model is efficient to be adopted by big organisations. 
[bookmark: _2n1j8xi66f5r][bookmark: _Toc224995096]5.3 McKinsey 7S Framework
The McKinsey 7S Framework is a global outlook of the change that is bound to be introduced within the organisation and investigates its alignment with seven major organisational regions that comprise strategy, structure, systems, shared values, style, staff, and skills. It also speculates on the fact that successful change is synonymous to permanence and assimilation of all aspects of an organisation (rather than isolated intervention of the interaction as explored in linear models).
In the case of Marks and Spencer (M&S), the framework is especially applicable since the issue of the transformation process goes beyond the implementation of new technologies to the alignment of the organisation. Digital strategy should be reinforced with the proper operational systems, leadership approaches should foster innovation and flexibility, and skills of the workforce should be adjusted to comply with a data-driven retailing environment (Gomaa, 2025). 
The 7S framework can prove useful in the diagnosis of organisational readiness and identification of interdependencies, which proves that change is a systemic process, not an individual one. 
[bookmark: _ouc13gmrv03b][bookmark: _Toc224995097]5.4 Comparative Evaluation and Justified Choice 
In the comparison of the chosen models, the following differences are pointed out based on the contribution to the strategic change within Marks and Spencer (M&S): The model by Lewin is a useful conceptual framework that is too simplistic to understand continuous change. The McKinsey 7S framework also provides good diagnostic processing as it focuses on alignment with the organisation, but it does not clearly give implementation advice. On the contrary, the Eight-Step Model presented by Kotter has a clear and practical model of guiding large-scale change, and because of this, it is the most appropriate major framework. Its efficiency, however, is increased when it is used together with the 7S framework to provide a harmonisation of the different elements in the organisation, which leads to an overall and more contextually favourable approach.


Table 3: Comparative Evaluation of Selected Change Models for M&S
	Model
	Main Strengths
	Main Limitations
	Relevance to M&S
	Overall Usefulness

	Lewin
	Simple, clear, foundational
	Too linear, assumes stability
	Useful for basic change logic
	Moderate

	Kotter
	Structured, practical, implementation-focused
	Can be top-down, resource-intensive
	Highly relevant for large-scale change
	High

	McKinsey 7S
	Holistic, alignment-focused
	Lacks implementation steps
	Strong for organisational alignment
	High (supporting role)


(Source: Self-analysed)
[bookmark: _qyakc3bzt5t3][bookmark: _Toc224995098]6.0 Leadership, Organisational Culture and Change 
[bookmark: _o4thx5cs8gsd][bookmark: _Toc224995099]6.1 Leadership and Change
Strategic change is largely based on leadership because leaders give direction, shape the commitment of the employees, and deal with uncertainty in the organisation (Junnaid et al. 2020). Leadership is crucial in helping organisations to navigate the complicated transformation processes as well as establishing strategic and operational alignment (Tsekouropoulos et al. 2025).
In this respect, transformational leadership can be mentioned, which is aimed at establishing vision, inspiring and motivating employees, empowering individuals, and fostering a high level of orientation to change. It promotes creativity and flexibility that are important in times.
In the case of Marks and Spencer (M&S), leadership is critical to inform about the necessity of the digital transformation, decrease the level of resistance to change, and facilitate learning and adaptation throughout the organisation. 
Transformational leadership is extremely useful, however, operational discipline should be used to support it. M&S needs a well-rounded strategy, which is the combination of transformational leadership, which enhances the vision and active involvement, with transactional management to facilitate the successful delivery, performance measurement, and responsibility (Kerdtip and Sa-au, 2024).
[bookmark: _sqdwzu20iibw][bookmark: _Toc224995100]6.2 Organisational Culture and Change
Organisational culture is decisive in the perception and approach of change carried out, and thus the behaviour of employees, the pattern of communication, and the predisposition to change of methods of working (Alvesson and Sveningsson, 2024). Schein's model emphasises that culture works at various levels, such as visible activities, the on-the-job values, and the deep-rooted assumptions that can bring either the acceptance or resistance of change (Almutari and Almutairi, 2023).
Mark and Spencer (M&S) has a culture of stability, trust and consistency, in its case because the company has a strong heritage and that has been built over a long period, and because of the established traditions. Although these characteristics aid brand recognition and consumer retention, they can injure the capacities of the innovations and responsiveness. Digital transformation initiatives might be perceived as disruptive or cleavage hence making resistance more likely by employees who are used to routines in the workplace.
Table 4: Cultural Enablers and Barriers to Change at M&S
	Category
	Cultural Factor
	Impact on Change

	Enablers
	Strong brand identity and shared values
	Provides a clear foundation for aligning employees with the change vision

	Enablers
	Customer-focused mindset (especially in the food division)
	Supports the adoption of customer-centric innovation and service improvement

	Enablers
	Employee loyalty and organisational commitment
	Increases potential engagement with change initiatives if managed effectively

	Enablers
	Established trust and reputation
	Facilitates stakeholder confidence in transformation efforts

	Barriers
	Strong attachment to traditional practices
	Creates resistance to new digital systems and processes

	Barriers
	Risk-averse culture
	Limits experimentation and innovation

	Barriers
	Siloed structures and communication gaps
	Reduces collaboration and slows implementation

	Barriers
	Comfort with legacy systems and routines
	Delays the adoption of new technologies and agile practices


(Source: Self-analysed)
[bookmark: _45juyaeak024][bookmark: _Toc224995101]6.3 Resistance and Communication Issues
One of the main challenges in organisations, including Marks and Spencer (M&S), is resistance to change, especially when introducing massive change. Employees can fear being displaced, or they might not be sure of the new technologies, or fear being out of control by the new technologies. Moreover, fatigue on change coupled with a high level of attachment to the old way of doing things may also be an obstacle to embracing new initiatives. 
[bookmark: _d75mlifj78ri][bookmark: _Toc224995102]7.0 Strategic Change Plan
[bookmark: _99nf54ql6rbl][bookmark: _Toc224995103]7.1 Proposed Strategic Change
Marks and Spencer should adopt an overall digital transformation and organisational capability initiative to improve performance in the omni-channel, AI-led decision making, workforce digital skills, and the customer experience. These are enhancements of digital platforms, online/store integration, upskilling of employees, and process redesign to enable quicker and customer-centric delivery of services.
[bookmark: _1a6f6eob4iiv][bookmark: _Toc224995104]7.2 Change Aim and SMART Objectives
This change programme is planned to build long-term competitiveness and flexibility in Marks and Spencer by transforming it into a digitally enabled, customer-focused, and culturally aligned change. This will be achieved through building digital capabilities, enhancing operational efficiency, and making the organisational environment more responsive and agile.
Table 5: SMART Objectives for the Proposed M&S Change Plan
	Objective
	Measure
	Timeline

	Improve online conversion rate
	% increase in online sales/conversion
	12 months

	Increase employee digital training completion
	% of workforce trained
	9 months

	Reduce fulfilment and operational inefficiencies
	Reduction in delivery time/cost
	12 months

	Improve customer satisfaction across channels
	Customer satisfaction score (CSAT)
	12 months


(Source: Self-analysed)
[bookmark: _srxanunrlqy0][bookmark: _Toc224995105]7.3 Implementation Framework
The suggested change at Marks and Spencer (M&S) will be implemented under the Eight-Step Model of Kotter, which will offer a systematic framework for managing the implementation of a large-scale change. Through this framework, there is effective leadership, effective communication, employee participation, and sustainable change integration throughout the organisation.
Table 6: Application of Kotter’s 8-Step Model to the M&S Change Programme
	Kotter Step
	Application to M&S
	Intended Outcome

	Create urgency
	Highlight digital gaps and competitive pressure
	Build motivation for change

	Build coalition
	Involve leadership, digital, and operations teams
	Strong leadership alignment

	Form vision
	Define customer-centric digital strategy
	Clear direction for transformation

	Communicate vision
	Use multi-channel internal communication
	Employee understanding and buy-in

	Empower action
	Provide training and system support
	Increased capability and confidence

	Short-term wins
	Improve app performance and delivery speed
	Build momentum and trust

	Consolidate change
	Expand successful initiatives organisation-wide
	Sustained progress

	Anchor change
	Align culture, KPIs, and leadership behaviours
	Long-term transformation


(Source: Self-analysed)
[bookmark: _t3wx00ol83p7][bookmark: _Toc224995106]7.4 Stakeholder Analysis
Achievement of the proposed change at Marks and Spencer (M&S) will require proper contact with the key stakeholders. 
Table 7: Stakeholder Analysis for the M&S Strategic Change Plan
	Stakeholder
	Interest
	Influence
	Likely Response
	Engagement Method

	Board/Senior Leadership
	Strategic success, profitability
	High
	Supportive
	Strategic meetings, reports

	Middle Managers
	Implementation success
	High
	Mixed
	Training, regular briefings

	Store Staff
	Job security, workload
	Medium
	Resistant/uncertain
	Workshops, communication sessions

	Digital/IT Teams
	System performance, innovation
	High
	Supportive
	Collaborative planning

	Customers
	Service quality, experience
	Medium
	Expectant
	Feedback channels, updates

	Suppliers/Partners
	Operational stability
	Medium
	Cooperative
	Coordination meetings

	Shareholders
	Financial returns
	High
	Supportive
	Performance reporting


(Source: Self-analysed)
[bookmark: _xzu1ntri6uzv][bookmark: _Toc224995107]7.5 Financial Plan
Table 8: Indicative Financial Plan for the M&S Change Programme
	Cost Area
	Purpose
	Short-term Cost Implication
	Long-term Value

	Digital systems upgrades
	Enhance online platforms and integration
	High
	Improved efficiency and sales

	Staff training
	Develop digital and operational skills
	Medium
	Increased productivity

	Communication activities
	Support change adoption
	Low–Medium
	Reduced resistance

	AI/data investment
	Improve decision-making and insights
	Medium–High
	Better customer targeting

	Implementation support
	Monitor and manage change
	Medium
	Sustained performance improvement


(Source: Self-analysed)
[bookmark: _ournjixpt1q5][bookmark: _Toc224995108]7.6 Communication Plan
Change in Marks and Spencer (M&S) requires proper communication in order to minimise resistance and achieve alignment. A two-way communication model, with a strong structure in place, will help in the never-failing issuing of information, engagement, and feedback provision to the stakeholders to help promote transparency, trust, and successful implementation of the change programme (Vickery, 2023).
Table 9: Communication Plan for the M&S Change Programme
	Audience
	Message
	Channel
	Frequency
	Sender
	Purpose

	Senior Leaders
	Strategic progress and outcomes
	Meetings, reports
	Monthly
	Change the leadership team
	Alignment and decision-making

	Managers
	Implementation updates and responsibilities
	Briefings, emails
	Weekly
	Senior leadership
	Ensure execution

	Employees
	Change purpose, training, support
	Workshops, intranet, FAQs
	Ongoing
	Line managers
	Engagement and capability building

	Customers
	Service improvements, digital updates
	Website, email, app
	Periodic
	Marketing team
	Maintain trust and satisfaction

	Suppliers
	Operational coordination changes
	Meetings, emails
	Monthly
	Operations team
	Ensure continuity


(Source: Self-analysed)
[bookmark: _ciz2sguik6l3][bookmark: _Toc224995109]7.7 Risk Management and Mitigation
Risk management has to be effective to facilitate the change implementation at Marks and Spencer (M&S) to be successful. In the transformation process, mitigation strategies applied to identify the possible risks and apply the relevant mitigation strategies will cause less disruption, increase resilience, and facilitate the realisation of strategic objectives (Hong, 2024).
Table 10: Risk Register for the Proposed Change Plan
	Risk
	Likelihood
	Impact
	Mitigation

	Employee resistance
	High
	High
	Training, communication, involvement

	Inadequate digital capability
	Medium
	High
	Investment in systems and skills

	Implementation delays
	Medium
	Medium
	Clear timelines and monitoring

	Cost overruns
	Medium
	High
	Budget control and phased rollout

	Leadership misalignment
	Low–Medium
	High
	Strong governance and coordination

	Poor customer response
	Medium
	Medium
	Customer feedback and testing

	System integration issues
	Medium
	High
	Technical planning and support


(Source: Self-analysed)
[bookmark: _oxxmponf4tyf][bookmark: _Toc224995110]7.8 Evaluation and KPI Plan
The change programme at Marks and Spencer (M&S) will be measured with key performance indicators that are in line with the strategic goals. Listening will make sure that one monitors progress during implementation and thus makes appropriate adjustments in order to maintain steady progress and performance, and not just to evaluate the performance after the implementation.
Table 11: Evaluation Measures for the M&S Change Plan
	KPI
	What it Measures
	Target Direction
	Review Frequency

	Online sales growth
	Digital revenue performance
	Increase
	Quarterly

	Customer satisfaction (CSAT)
	Customer experience quality
	Improve
	Quarterly

	Training completion rate
	Workforce capability development
	Increase
	Monthly

	System adoption rate
	Use of new technologies
	Increase
	Monthly

	Fulfilment performance
	Delivery speed and efficiency
	Improve
	Monthly

	Employee engagement
	Internal satisfaction and alignment
	Improve
	Bi-annually


(Source: Self-analysed)
[bookmark: _iiuu0vixzv4p][bookmark: _Toc224995111]7.9 Why This Plan Is Suitable for M&S
The plan will be appropriate to M&S since it is aligned to both the external digital and competitive pressures, and also deals with internal capability gaps. It has an organised implementation model, fuses leadership, culture, and systems as well as incorporates quantifiable controls, thus providing a practical and sustainable path to the long-term transformation and competitiveness of an organisation.
[bookmark: _kqkbqp2yfmhy][bookmark: _Toc224995112]8.0 Conclusion
Marks and Spencer (M&S) operates within a rapidly evolving retail environment shaped by digital disruption, online shopping, artificial intelligence, intense competition, and changing customer expectations. These external pressures require continuous organisational adaptation to remain competitive and relevant.
The analysis demonstrates that both external forces and internal limitations have created a clear need for strategic change. While environmental factors drive urgency, internal capabilities determine the organisation’s ability to respond effectively. Change management models provide a structured understanding of how transformation can be implemented, while leadership and organisational culture play a critical role in influencing success.
Among the models evaluated, Kotter’s Eight-Step Model, supported by the McKinsey 7S framework and aligned leadership and culture, offers the most suitable approach for managing change at M&S. This integrated perspective ensures both effective implementation and organisational alignment.
If implemented successfully, the proposed change plan can enhance M&S’s resilience, strengthen competitiveness, and deliver sustainable long-term value.
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[bookmark: _i0yvl4wwfmdw][bookmark: _Toc224995114]Appendix 1: Porter’s Five Forces Summary for M&S
	Force
	Keywords

	Competitive Rivalry
	High competition, price pressure, fast-fashion rivals, and online competitors

	Threat of New Entrants
	Low–moderate entry barriers, e-commerce growth, niche brands

	Supplier Power
	Moderate, global sourcing, cost pressures, dependency on suppliers

	Buyer Power
	High price sensitivity, low switching cost, digital comparison

	Threat of Substitutes
	High, alternative retailers, online options, changing preferences


(Source: Self-analysed)
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