Template for Monitoring, Reviewing and Communicating a Decision
Problem: 
Marks & Spencer has noticeably been trying to eliminate its settled image as the brand for the older generation only. In recent years, the brand has constantly been trying to appeal to the younger generation’s taste (Watson, 2020). However, the brand has failed many times and ended up with a lost identity. On top of that, Marks & Spencer lost market share in specific demographics because people feel deterred by the misleading image M&S broadcasts. 

	Decision implemented:
Owing to the fact that Marks & Spencer has been failing to attract younger generations, they have been left behind in fast fashion competition (Qamar, 2018). As a result, the brand no longer has a universal appeal in age and cannot keep the same pace as other fast-fashion retailers in the era of online shopping (Russon, 2020). Therefore, the implemented decision is: 
· Fashion and marketing departments must cooperate powers and balance out between brand and product marketing.
· Stop hunting for the younger generation and return customers' trust. Concentrate on those who are looking for quality and sustainable solutions (Reuters, 2016). 
· Clarifying the broadcasting message to the target audience (Russon, 2020). 
· Make shopping at Marks & Spencer less confusing and concentrate on-chain core labels, such as M&S, Autograph, Per Una, Blue Harbour (Reuters, 2016). 

	Monitoring the decision:

	Resources:
· Additional financial support to restructure marketing department or contracting an experienced marketing company to stand business in good stead while re-building attention. 
· Extra costs for advertising campaigns. 
· Implement a system to invite customers to review their shopping experience.
· Data analytics to analyse and evaluate new business approach. 



	Key Indicators:
· At the early stage of implemented changes, the key indicators will be the feedback received from the customer shopping experience. Thus, it will confirm that interest in the brand is graduating and loyalty is building up, and therefore returning shoppers can be expected. 
· Positive discussion in social media (Gupta, 2015). 

	Targets:
In this case, the result is a long-time coming. 
· The target is an increased number of sales in both online and physical stores. Consequently, this will reflect on a strengthened position in the market share. 
· Strengthened business image and re-built trust and loyalty of the customers. 
· To have direct contact with customers and being aware of their needs. 
· An increased business developing possibilities (Marks & Spencer, 2017). 


	Data Sources:
· The data could be exported from a customer shopping experience evaluation questionnaire. 
· Internal KPI reports.
· Statistic sources. 
· Annual performance review. 





	Reviewing the decision:

	
To implement the discussed changes, the business should follow these monitoring guidelines to make it successful: 

· The progress should be monitored every month, as the whole marketing campaign has to start roll-out, and immediate effect will not be observed.  
· The team has to have an insight of goals for the financial year but separate them gradually for each quarter. Also, be clear of their key roles and responsibilities. 
· Call a quarter meeting with the team and discuss the practice working and not and be ready to adjust further plans.
· In support of feedback received from store employees and customers on social media, the marketing team can monitor and follow up on the reaction of implemented changes. 
· Analyse the demand and foresee possible threats, and have a plan B beforehand. 


	Communicating the Decision:

	Internal Stakeholders

Employees – posters and e-mail correspondence (1 monthly)
Managers will be updated with the fortnightly performance reports. Face-to-face meetings with supervisors or team leaders. 
Owners will be supplied with KPI reports once a month (Welch & Jackson, 2007). 




	External Stakeholders

Suppliers – conferences calls
Shareholders – presentations, sales material, newsletters.
Customers – advertising campaigns (Jordev, 2016).
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