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Introduction
This report will, demonstrate a detailed Strategic Analysis of M&S. utilising various analytical tools and data to provide qualitative and quantitative data to develop plans to solve specific industry focused areas of focus that need to be developed to enable the financial progression of a upward trajectory of annual profit and customer satisfaction level to increase in all areas.
M&S Background
History
M&S, also known as Marks & Spencer, state that it is a leading British retailer bringing quality, great value food, clothing and homeware to millions of customers around the world, as it (M&S, 2023) employs approximately 65,000 people throughout Its stores, support centres, logistics operations and international teams. 

M&S opened in 1884, almost 140 years ago. When an immigrant Michael Marks, came to the north of England.  He was able to secure a stall at the Kirkgate Market in Leeds. With limited funds and basic English, he successfully built his business using the slogan “Don’t ask the price, it’s a ’Penny”. This basic idea and hard work, his stall selling simple homewares developed and grew. Michael joined forces with Tom Spencer, a cashier from the wholesalers Dewhirst and this was the beginning of the international recognised Marks and Spencer (M&S). 

International
more than 405 stores and over 100 websites globally 
international business serves customers across 100 markets globally through strong local partners and online channels.

M&S Bank service

M&S Internet Banking
M&S Credit Card
M&S Personal loans
M&S Club Rewards
M&S Car Insurance
M&S Pet Insurance
M&S Travel Insurance
M&S Home Insurance
M&S Travel Money
M&S Savings and Investments

.
Investment
Share Price 221.35 GBP (as of 09.09.23 at 11.00am)
Investor Performance

Performance

£ 11.93 bn
Group Revenue

£ 482 m
Group Profit before tax and 
adjusting items


£ 475.7 m
Group Profit before tax

£ 3.72 bn
Clothing & Home Revenue

£ 7.22 bn
Food Revenue


(M&S)
M&S predict a moderate growth during the financial years 2023-2024 and 2024-2025, but are subject to predicted and unpredicted risks that can affect the final results.
M&S Mission Statement
M&S’s Mission Statement is to deliver exceptional product ranges at trusted value. It has a heritage of quality, innovation and value for money and has been voted the UK’s most trusted brand. From these foundations, M&S is reshaping for sustainable profitable growth and value creation. (M&S 2023)
M&S Objectives
In the annual report for 2023, M&S stated 4 main strategies that feed its objectives and priorities for reshaping its growth and value creation. (Appendix 1)
Deliver Profitable Sales Growth
M&S aim to generating profitable long-term sales growth across channels and markets. It has targets to develop through continuing to deliver exceptional products and services, with their trusted brand, it delivers and its customers love, improving its quality, innovation and style at an increases value, through its leading in omni-channel. 
The utilisation of its partner companies, such as Ocado and striving to become the UK’s leading omni-channel retailer, offering a seamless shopping experience, while endeavouring to expand its global market entry, through leveraging the M&S brand to drive Its capital growth around the world. (M&S 2023)
Improve Operating Margins
M&S relocated from the town centre site in Chesterfield, due to its age to a new 46,000 sq ft store, a former Debenhams situated at Ravenside Retail Park just half a mile away In November 2022. It is reminiscent of a market-style Foodhall, with spacious areas for its Clothing, Home and Beauty departments, with over 400 parking spaces for customers. Since its relocation, the sales seem to be on target to increase profit by 200%. The entire staffing team transferred across, while the local people were able to apply for the 100 new jobs were withing their community. The leader of the Chesterfield Borough Council was warm and welcoming on opening, noting the commitment and confidence in the town’s future, as complementary to its wider regeneration plans. (M&S 2023)
Disciplined Investment Choices
Earlier in the year, M&S acquired Gist. They were the principal Food logistics provider for over 40 years, with the knowledge and expertise of operating via a network of 16 distribution centres across the UK and The Republic of Ireland. The agreed acquisition gained a platform to accelerate the plans to modernise the supply chain and aid with the support growth, as the successful implementation of the Vangarde supply chain optimisation programme strives to develop. This new addition to M&S PLC, allows it to take a better control of its main decisions to property and emergent technology, while it endeavours to reduce the financial burden to serve through a more efficient supply chain operating model. (M&S 2023) 



Drive Shareholder Returns
M&S’s ability to improve and is driven by its allocation of capital framework that pinpoints the creation of free cashflow gained from its financial trading. In 2022/23 the amount reached £170m, while the initial factors for the acquisition of Gist, net debt excluding lease liabilities reduced, leaving M&S with a target to find a large cash balances of £1,068m. (M&S 2023)
Macro-Environment Analysis
The Micro-environment concentrates on factors that affect the external sectors of an organisation. These can range from customers, financial organisational changes, such as the Bank of England interest rates changes, improvements in relevant technology, government laws, competitors (new and emergent) climate and import and export transportation problems. 

(Blythe, 2005)

M&S PESTEL Analysis

(Source created by learner, 2023)
Political
M&S has established connections with selected free trade between multiple countries with international business that serves customers across 100 markets globally in conjunction with strong local partners and online channels, but primarily trades in the UK (M&S, 2022). M&S have chiefly benefitted greatly from this industrial relationship through manufacturing and importing foreign products at a lower charge, allowing for profits to be made at the point of sale in their stores at cheaper prices than otherwise, while contributing to sustaining a notable profit margin. The United Kingdom’s decision to leave the European Union has made a notable impact in this due to the new trading laws (UK Government, 2021) and the removal of much reduced to free trading benefits that were enjoyed prior to BREXIT. (Momin, 2022) 


Economic
The setting of prices in retail is a major consideration in the retail industry. Still, the growth of the e-commerce online retail industry has borne a plethora of discount and budget retailers trade in the United Kingdom. The food industry has also been affected by the emergence of e-commerce stores with M&S, Asda, Tesco and Sainsbury's all trading online through their e-commerce platforms trying to keep their competitive advantage to combat the emergent new entrance into the industry’s markets that are attracting a share of the premium brand of M&S, by enticing customers through cheaper prices, but often with lower quality products and service. This was likely a driving factor behind M&S’s 1999 decision to move to employing foreign suppliers. (MarketLine Advantage, 2023)
Sociocultural
In recent years, the changing consumer preferences trends have influenced consumer behaviour and impacted the demand for specific M&S products. An example of this would be the trend of eating heather food and being more aware of its product ingredients, which has led the Food Standards Agency to demand specific details that must be adhered to when labelling products (gov.uk, 2022). M&S acted on their customer request for more open and healthier products and introduced a range of healthier food options and a commitment to sustainability.
The move towards veganism and the increased awareness of food intolerances and allergies, influence M&S to create additional ranges aimed at these growing consumers.
M&S has developed its ready meals sector throughout the last decade, as it customers' lives have become more time-consuming with less time to on the typical everyday activities, which has led to the fuelling of the popularity of the microwaveable ready-made meals. M&S have increased its selection and is it’s reportedly one of the UK’s top ten ready meal outlets. (MarketLine Advantage, 2023)
Technological
The introduction of the self-checkout had some hiccups, where tills was slow to scan items and some unscrupulous individuals attempted to bypass the tills, but cameras, mirrors and alarms with receipt code scanners positioned at the self-checkout exits have drastically reduced the initial resistance to the utilisation of these tills, as M&S continue to increase its already implemented of a number of self-service checkout systems across its stores.
(MarketLine Advantage, 2023)
Legal
M&S is involved in import and export through international trade routes, so if the affected governmental changes will positively, or negatively have an impact on the import and export regulations M&S has to conform to such as the customs duties, or trade agreements and operations and costs. (MarketLine Advantage, 2023)
Environmental
M&S have stated that they are committed to improving and preserving our environment through their green strategies embedded in their organisation at multiple levels. commented on reducing their carbon footprint. (MarketLine Advantage, 2023)
M&S has reduced their emissions reduction target, as its 2030 corporate greenhouse gas goal was approved by the Science Based Target initiative, where it is expected to reach levels where GHG emissions are reduced 55% by 2030 from a 2017 base year. (M&S, 2023)
Micro-Environment Analysis
Industry Life Cycle

(Sketch Bubble, 2023)
The industry life cycle is a analytical system that examines the different stages of growth and decline that companies will traverse through their life span over time. It usually comprises of four stages, introduction, growth, maturity and decline.
M&S is in the Mature Growth phase, after a period of decline. Has developed emergent strategies with the introduction of socially targeted brands based on the leading food trends such as product differentiation, innovation, cost reduction and international expansion where it has been implemented.
It has and is now in a steady growth period within the food and beverage retail industry and the launch of their growing Food Hall stores, are indirect competition with Sainsburys Local and Tesco Express. In the last 5 yars, M&S has seen a loss in revenue from 2018 of 3 billion, a fall to 2.6 billion in 2019, with its lowest loss of 1.78 billion. (Appendix 2)
It was during the Covid 19 pandemic government mandated legislated lock down periods, but has risen to 2.5 billion in both 2021 and 2022 following the lockdowns. These levels do show a rise in profits, but they have not managed to reach the pre-pandemic levels. This could be attributed to the forced directional push to the use of online e-commerce platforms and previously loyal customers abandoning M&S for their industry rivals.
M&S have, in recent years, produced less financially profitable growth due to a down tun in sale. In 2018 the revenue saw a loss of -3%, -1.9 in 2019, a shape decline in 2020 of -11.9%. This period coincides with the global COVID 19 pandemic and international government mandated mass lockdowns. The two-year period, post the COVID19 outbreak, saw sales had improved by over 30% to reach the level of 21.5% profit, and 9.6% by the 2nd quarter of 2022. Although the 9.6% was a solid profit on the previous year’s negative growth, it does pale to a less than 50% reduction in profit compared to the previous year’s dramatic growth achievements and (Smith, 2022) (Appendix 3). 
The ability to successfully recognise and forecast what customers ideally want to wear, plagued M&S for years. In 2005, Steven Sharp, the marketing director of Marks & Spencer, saw the iconic 60’s model, Twiggy, and managed to secure her to star in its autumn/winter fashion campaign, aimed at flipping the customer perception of their clothes from dowdy to desirably fashionable. This fashion campaign was highly successful in turning around opinions of M&S and their profit margin, staving the investors fuelled by doubts (The Telegraph, 2006).
M&S was in a decline after sixth consecutive sales quarter slumps. The investors were not in agreement about the futures of Steven Sharp, Stuart Rose, the chief executive, and Charlie Wilson, its then-finance director, as they were fending off a creditable bid for the company from Philip Green, the entrepreneur (The Telegraph, 2006). 


The year’s profit rose far above the expectations of M&S, with the annual profit of £745.7m, from the previous years end-of year profits of £505.5m, removing the very real and inevitable doubts that had festered in as its clothes went from frumpy and less than desirable high-street fashion to craved after fashion.

Porter’s Industry Five Forces Analysis
The five forces developed by Michael Porter, a Harvard Business School Professor, was originally publish in 1979 (Mind Tools, 2022). The 5 Forces analysis, named after Michael Porter,  is utilised to ascertain the required strategies that M&S needs to employ once it clarifies its internal ‘strengths’, ‘weaknesses’ it possessed and the external ‘opportunities’ and ‘threats’ that impact it and plan how the implement of the chosen and most relevant strategies should be employed to counteract and nullify  its ‘weaknesses and threats in order to build on the opportunities and strengths (Porter, 1985). It addresses the rivals, suppliers, customers position against M&S. 








(Source created by learner. 2023)
Threat of new entrants Low to moderate
M&S has a strong brand image with a loyal customer base, due to its brand value and high-quality products. This creates a direct link to the high entry barriers for new rival competitors. However, with the rise in popularity of online retailers with customers, in part driven by the forced use the government government-sanctioned lockdowns in 2020 and 2021 following the COVID-19 global pandemic. 
These online stores can lower the prices of their goods and services and offer discounts, given their reduced budget constraints with less staff and no food and retail stores to serve customers face-to-face.
Threat of substitutes High
M&S operates in the clothing and food sectors, including its banking service within the finance sector. M&S offers several substitutes, or alternate products and services on the market similar to its competitors. Customers do have a high possibility to switch from, or between other brands, or retailers that offer similar products, or services if they offer a more attractive and better value for their money.
Bargaining power of buyers High
M&S customers have high bargaining power due to their ability and the ease of switching from, or between other brands, or retailers. With other well-known competitors that include Asda, Sainsbury's and Tesco, offering similar products and services, with a reputation for price-matching and overall prices considered to be value for money, customers' choice and alternatives customers' ability to switch between companies is high. Customers can compare prices, quality and service across different channels and platforms. M&S needs to keep their competitive edge by maintaining customer loyalty and satisfaction by continuing to make customers believe in and value its superior brand products and services.


Bargaining power of suppliers Low to moderate
M&S has an extensive network of suppliers. They provide M&S with their raw materials, such as ingredients for its in-store baked goods, products and services. M&S has a high brand value that it utilised to can leverage its scale and reputation to agree on the best price with the most favourable terms with its suppliers.
Competitive rivalry High
M&S faces intense competition from direct and indirect competitors in both the click and brick environments within the clothing and food sectors. The main competitors in the same industries include Asda, Sainsbury's and Tesco. These 3 main competitors also have smaller high-street food stores, similar to M&S. 
M&S separates itself from competitors through the quality of products and services that it has become synonymous with throughout its trading life.
Internal Analysis
M&S’s Strategic Resources and Capabilities
There are several layers of strategy that can be employed when planning the best strategy to utilise to implement. The use of Strategic Resources and Capabilities are the fundamental required tools and skills that an organisation needs to possess in order for it to develop and retain a competitive advantage over its competitors in the same industry. M&S being one of the UK’s high-street clothing retailer, food, and home products both at home and internationally. (M&S 2023)


Levels of Strategy
It has developed to become the standard for organisations to create a mission statement, but a good mission statement is one that is not elaborate in its composition, but is simple and to the point, with the underlying values M&S. Its mission statement states that M&S’s Mission Statement is to deliver exceptional product ranges at trusted value. It has a heritage of quality, innovation and value for money and has been voted the UK’s most trusted brand. From these foundations, M&S is reshaping for sustainable profitable growth and value creation.  M&S ‘s Corporate-level strategy. Is primarily focused on the total growth and development of the multiple businesses within the organisation. 
It is also imperative to address the governance, geographic coverage, diversity of its products and services, along with the formal partnerships and acquisitions, allocation of resources and maximising economies of scale and economies of scope between business units and geographies. The corporate level strategies need to be developed to display added value beyond the management of the subsidiaries.
Business-level strategy 
At the strategic business unit (SBU) level, the target is to reach and maintain a high level of competitive advantage in the markets that it trade within. Investment in research and development, enhancing products along with services with the basis of market research must be emphasised.
Operational strategies. 
Operational, or functional strategies, are used over a shorter timespan. They are utilised to provide corporates and businesses practical plans. These plans contain actionable strategies, such as customer service strategies and are either quantifiable or non-quantifiable, especially with regards to the process of their usage and the allocation of resources. Strategies are likely to be designed and actions taken to effectively implement higher level strategies. (Jeffs, 2008) 
Value Chain Analysis	
Porters Value Chain Analysis is an industry aimed analytical tool. M&S can utilise it when developing new organisational procedures, as it recognises and indicates the internal and external factors that allow the organisation to function through its many areas. The activities that can be used to create the value for an organisation and its customers is made up of two main areas known as the primary activities, that are directly involved in producing and selling the product, or service, and the secondary activities that assist the primary activities and develop the performance of the organisation. (Kohnová and Salajová, 2023) 
Primary Activities
Inbound logistics 
receiving, storing and distributing the inputs of the products, such as raw materials, packaging and suppliers.
Operations 
Making changes to a finished products, such as designing, manufacturing and quality control.
Outbound logistics
Getting and storing the products to the customers, such as the utilisation of warehouses, transportation and distribution channels.
Marketing and sales
Promoting and selling the products to the customers, through the employment of advertising, price setting, discounts, vouchers, other purchasing benefits pricing and customer service.
Service 
Give customers post-sale, feedback, arrange refunds and trade-ins. (Giuseppe Di Vita et al., 2023)
Secondary Activities
Procurement
Obtain the necessary resources required to achieve the primary activities such as materials, equipment and services.
Technology development
The application and use of emerging and new technologies with the focus on assisting the primary activities, such as innovation in all areas and research and development.
Human resource management
The management of the staff and other people engaged in the primary activities, for example recruitment, training, wellbeing and staff motivation.
Infrastructure
The provision of any support procedures that enable the primary activities, such as operations and logistics to function. (Jurevicius, 2021) 
(Source business-to-you.com)
VRIO Analysis of Distinctive Resources and Capabilities
The use of a VRIO analysis by M&S  is a framework that evaluates the value, rarity, imitability and organization of a firm’s resources and capabilities to determine its competitive advantage. (Mind Tools Content Team, 2023) A VRIO analysis of M&S Ltd, a British retailer of clothing, food and home products, can be done using the information from various sources. (Barney, 1991)

(Sketch Bubble, 2022)
Valuable 
M&S has a strong brand and good reputation, with a loyal customer base, selling high-quality products. They have an international presence in 100 countries world wide, good supplier relationships and takes its social responsibility seriously. These enable it to meet the customers needs and generate revenue and profit. 


Rare
M&S has a unique, long and rich history and has developed over time that has matureed a strong focus on its sustainability drive. Its close relationship with the model Twiggy, who had championed its clothing brand and was a major factor in the increase in sale profits when the adverts with her in ran on multiple platforms. 
Inimitable 
M&S has a good reputation for choosing quality over low prices and may suffer from the pricing wars with its competetiors and advertise their price match, lower price or multiple prices. It is the only  organisation within its industry at the similar level in the market thet can boast their pride in offering quality products and services.
Organise
M&S has an effective organisation that supports its staff, suppliers, resources and capabilities, such as its strategic vision, leadership, governance, values, culture, with its goals and strategies and leverage them to create value for its stakeholders. They have a mission and values that they endevour to align throughout the organsation.
M&S has a competitive advantage in the all the markets it has entered with it focus on the quality of its service and products sold. 



M&S SWOT Analysis
Strength
M&S has a good brand name and reputation for selling quality prodicts and services. It primarily trades the retail, food and beverages and home décor industries. home products through the company-owned and franchised stores. Since 2022, the company operated 1,487 stores and online services in the UK and operates in 100 international markets with 1,035 stores in the UK and 452 stores internationally. M&S serves approximately 30 million customers annually across the globe. 

M&S operates through an omni-channel and trades its products and services through its e-commerce online platforms. The company has a selling space of over 16.7 million sq ft in the UK and 5.0 million sq ft internationally. This combined network incurrages its customer reach and market presence.  (MarketLine Advantage, 2023)
 









Weakness
With M&S’s recent negative profit margin followed by a slower attainment in its overall annual finacial profit, increases its liabilities, as it may inhibit the company from attaing its short-term targets. 
Opportunities
The launch of new product lines alows a good way to seize an opportunity to expand a product range or intruduce an new range. M&S launched several new food ranges such as its Made Without range, followed later in 2021 a Plant Kitchen vegan range, afterwards in September 2022 it launched Veggie, its Vegetarian range. Finally, it launched its Taste Buds range aimed at its younger consumers, children aged 4-10. 
Threats
M&S’s performance may be affected by the evolving fashing trends with new and exciting clothes, as although their fashion brand was enthused with the inclusion of the model Twiggy init advertisment, its clothes do have an appeal across the older demogaphic. The younger customer needs to be attracted back to M&S, with an uptodate, modern, fashion enthused product line with the latest fashion trends, combined with a marketing push across all marketing platforms. If this is overlooked, or deemed unimportant, then M&S will loose out on a demographic that enjoys spending money on, and weaaaring the latest fashio trends. 
Advantages 
Assists in the identifying of M&S strengths and weaknesses and will enable them to be addressed. 
Collate successful and unsuccessful ventures for future management consideration and decisions. 
Enables the planning and development of relevant strategies.
 Allows for focused planning and development.		(CIPD, 2021)
Disadvantages 
Information may be assumptive rather than fact-based.  
The gathered information can be generalised and not specific enough to allow ease of use due to a lack of information.
Collative information may be time-consuming. 
 An excessive amount of data can hinder adequate analysis for forward progression
(CIPD, 2021)
Growth Strategies
Ansoff Matrix
The Ansoff matrix is a strategy that is best employed in the development of a company. It analyses the both the new and existing areas for development, which can lead to the main focus areas with the most potential to increase an organisations growth.

The four areas that are concentrated on are Market Penetration, Diversification, Product Development and Market Development. (Hague, 2019)

'
Existing 
Market Penetration
The main objectives are:
Acquiring a larger market share
Generating more customers
It is said to me far easier to develop an existing customer base than to create new customers. That being said the growth of new customer is integral for the expansion and growth of a company (Hague, 2019). M&S have attempted to grow their customer base through their annual Christmas advertisements, and constant focus on their brand value through the continued focus on quality products and services. This is intended to maintain their existing customer base and, through the advocacy, develop and expand their customer growth. (Hague, 2019) 
Product Development
The main objectives are:
Selling new products to existing customers  
Finding and satisfying customers unrealised needs
M&S need to rely on its already established brand value, where it has developed and groomed its loyal customer base. This has established a meaningful relationship based on trust and belief and is ready to accept and try M&S new products based on their previous knowledge of M&S and their quality products and service. They should be willing to try the new products offered, even if they are a M&S in-house manufactured product, or a quality product form another company that adheres to the values set by M&S. These new products should attract new customers to the M&S brand and products through the product attraction and reputation (Hague, 2019). 
Virgin was very successful with their venture into the music industry and the diversification into the travel industry, but less successfully with their endeavours with Virgin Cola, bridal wear and wines (Hague, 2019).
New
Diversification
Selling products to new customers demographically and geographically 
Acquiring new companies in new markets
The attraction of successfully selling new products is alluring, but is the most difficult strategy of the 4 features in the Ansoff Matrix. M&S have diversified with their products through employing the horizontal diversification strategy. M&S have developed new food and clothing products based on the change in taste and trend of its customers at large. In 2029 M&S successfully launched their Plant Kitchen vegan range and later introduced the Veggie Vegetarian range in 2021. The launch its Made without range, was developed to provide products that are free from gluten, wheat, or dairy. They are manufactured in a controlled environment to reduce cross contamination.
M&S’s Taste Buds aimed at children aged 4-10 demographic, has been especially developed through a joint venture by M&S and experts at Great Ormond Street Hospital (GOSH), where children can enjoy quality, tasty, healthy, balanced food in their diet. (M&S, 2023)
The Count on Us range developed by M&S caters for the calorie conscious customer, and offers quality choices that are flavour-packed meals under 375 calories including each dessert under 180 calories too.



Market Development
Selling to new customer demographically not previously catered 
Selling to new customers geographically not previously catered
The importance to informing the existing customer base of new products and services offered that are, or will be on offer in a new untapped and not previously market area is key.  This existing customer base and the expectation of the attraction from new customers obtained, from the targeted additional customers hailing from the diversification into alternate demographics, and geographic areas, with when combined significantly aid in the M&S’s customer growth, product and sales purchases with an increase in annual profit. (Hague, 2019)
M&S Green Strategy and CSR
Approach To Sustainability
M&S has been built on the belief that caring today will have an impact on tomorrow’s world. It launched its industry-leading Plan A programme in 2007. In 2021 it regenerated its approach to sustainability as an integral part of its business transformation towards becoming a net zero business by 2040 

Journey to Net 0%
M&S is committed to reducing its carbon footprint and the reduction in climate change and betterment. It is focusing on becoming a net zero business across all its operations and entire value chain by 2039/2040, ten years earlier than the Government’s UK-wide strategy.
This year M&S had its 2030 corporate greenhouse gas emissions reduction target approved by the Science Based Target initiative:
(M&S, 2023)
People
M&S Customers and staff add to its value of M&S. They each have a uniqueness and individual spark that is taken pride in by M&S.
M&S employ around 65,000 colleagues throughout the organisation in all the different departments of, support centres, logistics operations and its international teams. M&S provides its UK and overseas staff a safe and healthy working environment, including having an organisational culture that promotes diversity, inclusivity, personal development, and respect. (M&S, 2023)

Products
M&S’s quality is at the heart of all of Its actions, and is demonstrated at the product and service level giving rise and credence to the attachment of quality to M&S. 
 As a brand owner retailer, M&S are uniquely situated to work in conjunction with supplier partners to innovate the ways of doing business.   (M&S, 2021)

Commitments to Environment 

(M&S, 2023)


Social Awareness
Responsible Sourcing and Human Rights
M&S state that it is committed to respecting the human rights across that are internationally recognised. It also believes in the principles and guidance from the the United Nations (UN) and its Guiding Principles on Business and Human Rights, as a foundation for discussion and engagement. We also support the OECD Guidelines for Multinational Enterprises.  
M&S addressed and updated its environmental standards in 2022 and is contractual, and applied across our entire business. (M&S, 2021)



(M&S, 2023)
Communities
M&S is part of a vast and varied community, where its customers and staff live and work. They contribute to the drive and action that creates a meaningful difference in the communities that we serve. Assisting and caring for the communities is part of M&S's rich heritage and connection to the society in which its retail shops are situated and continue to act on the issues its customers and staff are passionate about, at the local, national and international level. (M&S, 2021)

Recommendation 
M&S need to implement new growth strategies and develop their own product lines and develop a more robust marketing strategy to bring their products to the wider audience to increase their customer base and products and service sold and used.
The retail clothing range should be developed to include products that represent the fashion industry trends, to target and engage the younger demographic and increase the customer base and loyalty. 
As M&S is facing a challenging and competitive time within market environment, they must endeavour to differentiate themselves from other competitors and attract new customers. To achieve this, they need to implement new growth strategies that focus on innovation, quality, and customer satisfaction. 
The key areas where M&S can improve is its own product lines, especially in the clothing sector. M&S should develop a more diverse and trendy clothing range that reflects the current fashion industry trends and appeals to the younger demographic. This would help them to increase their customer base and loyalty, as well as their market share and revenue. Additionally, M&S should develop a more robust marketing strategy that showcases their products and values to the wider audience. 
M&S should use various channels and platforms, such as social media, online advertising, and influencer marketing, to reach potential customers and increase brand awareness. They should also leverage their existing loyal customers and encourage them to share their positive experiences and feedback with others. By doing so, M&S could increase their products and services sold and used, and enhance their reputation and image in the market.

Conclusion
Although M&S’s annual profit if positive, it is moderate and is following several negative financial annual returns. The outlook for 2023-2025 is also levelled as to moderate, but with the implementation of the recommendations, M&S’s financial position can improve, bring upward mobility within their industries and raise its brand value and market position.
If M&S do not implement a dynamic growth strategy, such as the diversification and product development, M&S, could return to the negative equity years on the back of the recent acquisition of Gist which has left M&S with a target to find a large cash balances of £1,068m.
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out policies and standards while working to deliver our sustainability commitments.
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