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Executive Summary
This report is a detailed strategic analysis of Marks and Spencer Group plc (M&S), a very successful retailer in the United Kingdom of the United Kingdom with its business division in the clothing and food sector and the home sector. To examine the competitive position and the sustainability of the organisation in the long run, the analysis is conducted on the basis of its internal and external environment in terms of such key strategic frameworks as PESTLE, VRIO, Balanced Scorecard, and BCG Matrix.
The results show that M&S holds a very competitive and dynamic retail situation that is affected by the economic pressures, technology, and consumer behaviour changes. Cost-of-living crisis, Brexit-related disruptions and escalating digital competition are major challenges as identified by the PESTLE analysis. In-house, the VRIO framework indicates that the company has the best sources of competitive advantage in its brand reputation and product innovation in food and its weaknesses include its digital capability, especially in the clothing section.
The report has suggested that to gain competitive advantage, the company choose to invest in digital capabilities, enhance responsiveness within the clothing segment, and build on investment in the food division. These are the strategies that help in improving the competitive advantage and gaining sustainable growth in a competitive retail environment that is becoming more competitive 
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[bookmark: _Toc224829595]1. Organisational Context and Overview 
[bookmark: _Toc224829596]1.1 Overview of Marks & Spencer (M&S)
Historical Perspective 
Marks and Spencer group plc (M&S) is one of the largest British multinational retailers having started in the year 1884 by Michael Marks and Thomas Spencer in Leeds, United Kingdom (Marks & Spencer, 2024). Although it started off as a stall in the market, the company grew at a very rapid rate, and it became a major player in the UK retail industry in the 20th century. M&S has established its image based on the high quality of its clothing and food products as well as the top food products and this makes it a dependable brand in the household (M&S, 2025).
[image: M&S reports fantastic results | Richard Lim posted on the topic | LinkedIn]
Figure 1: Income Statement of FY2023-FY2024
(Source: Lim, 2024)
Mission 
M&S has stated the conventional mission statement that specialises in providing quality, value, service, innovation and trust to its clients (M&S, 2024). 
Vision 
The vision of the company focuses on the aim of becoming a major omnichannel retailer, combining the physical and digital retail outlets to maximise customer experience (DFC Team, 2024). 
Business Model 
M&S has two main sections which include Clothing and Home, and Food. M&S applies a multichannel retail model, which integrates its physical outlets with the e-commerce platforms (M&S, 2023). It has a business model that focuses on quality differentiation, good relationships with the suppliers and building its own label brand. M&S offers own brand products as its main type of products, and this gives more control over the quality and margins. 
[bookmark: _Toc224829597]1.2 Organisational Operations 
Industry
M&S is a company regulating in a competitive retail business in the UK with food and clothing being the most competitive (M&S, 2024). The business environment has been typified by high competition, consumer sensitivity, high rate of digital transformation, and changing consumer patterns and preferences on sustainability and convenience.
Key Competitors
	Competitor
	Segment
	Strengths

	Zara
	Clothing
	Fast fashion, quick trend adaptation, strong global presence

	H&M
	Clothing
	Affordable pricing, wide product range, sustainability initiatives

	Next
	Clothing and Home
	Strong online presence, efficient supply chain

	Tesco
	Food
	Market leader, competitive pricing, wide distribution

	Sainsbury’s
	Food
	Balanced pricing and quality, strong customer loyalty

	Waitrose
	Food
	Premium quality, strong brand reputation


Market Position 
M&S is a strong brand as a high-quality retailer in both food and non-food sectors. Although it does not assume the market leader position in either of the two segments, it focuses on quality, brand heritage, and sustainability activities to differentiate itself.  Below figure demonstrates the perceptual map of M&S and other potential competitors of the firm.
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Figure 2: Perceptual Map for M&S
(Source: Self-created)
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[bookmark: _Toc224829599]2.1 External Factors using PESTLE Analysis 
	Factor
	Key Issues for M&S
	Impact on Strategy

	Political
	Brexit regulations, trade barriers, import/export restrictions, government policies on retail
	Increased supply chain complexity and costs, need for local sourcing and supply chain restructuring (Jain et al., 2022)

	Economic
	Inflation, cost-of-living crisis in the UK, rising operational costs, fluctuating consumer spending
	Pressure on pricing strategies, shift towards value-based offerings while maintaining premium positioning

	Social
	Changing consumer preferences (sustainability, ethical sourcing), ageing population, demand for convenience
	Drives focus on sustainable products, healthier food options, and improved customer experience (Westin et al., 2022)

	Technological
	Growth of e-commerce, digital payment systems, AI-driven retail, online competition
	Investment in digital platforms, partnership with Ocado, and omnichannel retail strategy

	Environmental
	Climate change concerns, carbon reduction targets, waste management regulations
	Strengthens sustainability initiatives such as “Plan A” and eco-friendly sourcing

	Legal
	Employment laws, consumer protection, food safety regulations, data protection (GDPR)
	Compliance costs increase, need for strict quality control and data security systems


External environment is a major factor, which shapes the strategic decisions that M&S can make especially in its response to economic and technological pressures (Boyani Mogire, 2024). The economic conditions would have the last but instant direct influence. The reduced consumer purchasing power due to the cost-of-living crisis in the UK, has compelled M&S to strike a balance between its premium pricing policy and affordability. 
There are political influences especially Brexit which has helped to bring the supply chains into chaos and made the operations more complicated (Roscoe et al., 2022). M&S has been forced to rethink sourcing strategies and logistics operations, and the price is increased and time. 
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Figure 3: Falling food sales of M&S
(Source: BBC News, 2022)
Technological innovations can enable as well as be a necessity. The e-commerce is growing at a high rate, and this is forcing M&S to invest heavily in its digital transformation. M&S’s collaboration with Ocado is a sign of strategic reaction to this change where the company can compete successfully in online grocery stores (M&S, 2025). 
Socially, awareness of consumers on sustainability and ethical conducts has solidified the competitive positioning of M&S. Its long-term plan A programme is a good fit in such expectations that increase brand loyalty. 
The necessity to conduct a responsible business is reinforced by environmental and legal reasons also. Sustainability and data protection are becoming regulative pressures, necessitating ongoing investment, both raising the operations costs and, at the same time, guaranteeing compliance, as well as brand trust in the long run.
[bookmark: _Toc224829600]2.2 Critical Success Factors and Strategic Challenges in External Environment
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The critical success factors are the critical points where Marks and Spencer (M&S) must excel to gain and maintain the competitive advantage in the UK retail industry.
[image: M&S FAMILY MATTERS INDEX: OPTIMISM DIPS AS FAMILIES LOOK AHEAD TO 2022, BUT  ALL GENERATIONS DETERMINED TO MAKE POSITIVE CHANGES | Marks & Spencer]
Figure 4: M&S Family Matters Index
(Source: Marks & Spencer, 2022)
· Product quality and brand reputation are one of the most important CSFs about M&S. The firm has traditionally branded itself as a high-end retailer especially in the food category. The quality of standards must be maintained to ensure that the customers maintain confidence in the company and to create a distinction against the low-cost operators (Vuong et al., 2024). 
· The other important driver is good relationships with suppliers and the supply chain. Due to the introduction of complexities by Brexit and global sourcing, effective supply chain management is essential (Shaoping, 2023). 
· Omnichannel and digital abilities also proved to be essential. As the online retail becomes technology-intensive and gains momentum, M&S will need to keep improving its online shopping platforms and combining them with the brick-and-mortar shops. 
[bookmark: _Toc224829602]2.2.2 Strategic Challenges 
Regardless of these success factors, M&S constrained successes through several strategic challenges which impede its strategic capability to maximise market opportunities.
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Figure 5: M&S Family Matters Index
(Source: Marks & Spencer, 2022)
· One of the problems is that there is high competition in both the clothing and food industries. Fast fashion is dominated by competitors like Zara and H&M with their quick product turnover and healthy prices whereas Tesco and Sainsbury compete hard on price in the food sector (Tubic and Von Jutrzenka, 2024). 
· The economic pressure resulting in the cost-of-living issue and inflation in the UK is another serious issue (Meadows et al., 2024). The lack of consumer purchasing capabilities also makes the customers focus on low pricing rather than high quality that have a direct effect on the core value offering of M&S.
· There is also a challenge of digital transformation gaps. Despite the improvements in M&S, this company still does not compete in the same measure as other online companies such as Next about efficiency and integrating technology. 
[bookmark: _Toc224829603]2.3 Internal Environment Analysis 
Key Resources 
	Resource Type
	Specific Resources
	Description
	Strategic Importance

	Tangible Resources
	Physical Retail Stores
	Extensive network of stores across the UK and selected international markets
	Supports brand visibility and customer accessibility

	
	Supply Chain Infrastructure
	Established logistics and supplier network
	Ensures product availability and operational efficiency

	
	Financial Resources
	Strong financial base and investment capacity
	Enables digital transformation and strategic partnerships

	
	Technology Infrastructure
	E-commerce platforms and digital systems
	Supports omnichannel retail strategy

	Intangible Resources
	Brand Reputation
	Strong heritage brand associated with quality and trust
	Creates customer loyalty and premium positioning

	
	Customer Loyalty
	Established customer base, especially in food segment
	Drives repeat purchases and stable revenue

	
	Supplier Relationships
	Long-term partnerships with ethical suppliers
	Ensures quality control and sustainable sourcing

	
	Product Innovation
	Proprietary designs and premium product development
	Differentiates M&S from competitors

	
	Sustainability Reputation (Plan A)
	Strong commitment to environmental and ethical practices
	Enhances brand image and competitive positioning


Capabilities 
The potentials are used to mean the effectiveness of M&S in utilising its resources.
· One of these is product development and quality control particularly in its food division that has continued to deliver quality and innovative products (Radu et al., 2023). This ability helps M&S to stand out of the price-conscious rivals.
· The other critical capability is supplying chain management which enables the company to ensure that there is consistency of products and ethical sourcing standards. 
· Omnichannel retail is an additional product of M&S which combines offline and online channels. 
Core Competencies 
Sustainable competitive advantage comes in the form of core competencies that are the strengths.
[image: Marks & Spencer revenue 2025| Statista]
Figure 6: Marks & Spencer revenue 2025
(Source: Statista, 2025)
· The brand history and trust are one of the core competencies of M&S. Quality especially in food products is well known with the company, which generates a strong customer loyalty (Budi Riharjo et al., 2025).
· The second main competency is quality product differentiation. In contrast to the fast fashion or discount stores, M&S concentrates on quality, innovation and sustainability, particularly by their plan A initiatives (Morgan, 2022).
· Food innovation is another strength area where M&S is effective as the company regularly launches new and high-quality product lines that draw customers and help the company to strengthen its market orientation.
[bookmark: _Toc224829604]2.4 Strategic Capabilities of M&S using VRIO
	Resources
	Valuable (V)
	Rare (R)
	Inimitable (I)
	Organised (O)
	Competitive Implication

	Brand Reputation
	✔
	✔
	✔
	✔
	Sustained Competitive Advantage

	Food Product Quality & Innovation
	✔
	✔
	✔
	✔
	Sustained Competitive Advantage

	Supply Chain & Supplier Relationships
	✔
	✖
	✖
	✔
	Temporary Competitive Advantage

	Physical Store Network
	✔
	✖
	✖
	✔
	Competitive Parity

	Digital & E-commerce Capabilities
	✔
	✖
	✖
	✔
	Competitive Parity / Weakness

	Sustainability 
	✔
	✔
	✖
	✔
	Temporary Competitive Advantage

	Customer Loyalty
	✔
	✔
	✖
	✔
	Temporary Competitive Advantage


The result of the VRIO analysis is that M&S has strong and moderate strategic capabilities, each with few of them giving it a sustained competitive advantage.
Brand reputation is the most prominent strength as it is valuable, rarely replicable, and hard to copy because of its long history and customer loyalty (Rainy et al., 2024). This puts M&S in a very strong position about the premium retail market. 
Nonetheless, a lot of the capabilities are those that offer short-term benefits only. Indicatively, such sustainability initiatives as Plan A are worthwhile and even unique but more copyable, as other competitors like Tesco and H&M are also committing heavily to sustainability (Minelli, 2025). 
[image: Plan A - Our Planet | Marks & Spencer]
Figure 7: Plan A Initiative of M&S
(Source: M&S, 2024)
The capabilities of the supply chain of the company are not something extraordinary and uncopiable. Current rivals have established an effective system of logistics, and thus, M&S will not receive significant differentiation advantage in this regard. 
One of the weaknesses is the digital and e-commerce power, which is only capable of providing competitive parity. M&S is less efficient and less integrated online compared to other competitors like Next. 
[bookmark: _Toc224829605]2.5 Internal Strength of M&S to its Competitive Advantage 
The internal strengths of Marks and Spencer are significant in determining the competitive advantage of this retail firm, especially in a very competitive UK economy. The most notable strength of the company is its solid brand image and history that has been earned during a period of over 100 years (Dineri et al., 2024). 
The other strength is its capability of innovation and differentiation of food products. M&S has been launching differentiating products of high-quality food items that stood out against the market rivals like Tesco and Sainsbury. 
M&S also enjoys a high-level of customer loyalty, and this is notable among the middle and upper-end customers. This loyalty helps in the stable revenue bases and repeat buyers especially in the food unit. Moreover, the company has also a solid brand image by its sustainability efforts via the Plan A initiative.
[bookmark: _Toc224829606]3. CSR and Sustainability Objectives 
Marks and Spencer (M&S) have defined itself as a leader in corporate social responsibility (CSR) and sustainability with a well-olds programme that called Plan A. 
One of the strategic goals of the CSR strategy of M&S is to attain net zero carbon emission in its operations and supply chain (Marks & Spencer, 2024). The company aims at minimising the use of energy, increasing the amount of renewable energy and enhancing resource efficiency. 
[image: M&S DRIVES CARBON REDUCTIONS WITH ITS FIRST AUTONOMOUS FIELD TRIAL | Marks  & Spencer]
Figure 8: Autonomous Farmer Trial for Zero Carbon Emission
(Source: Marks & Spencer, 2024)
The other significant goal is sustainable sourcing and responsible supply chain management. M&S makes its products responsibly where its labour practises, animal treatment and environmental responsibility are very stringent (Kurt and Yolaçan, 2024)
Reducing waste and recycling economy is also a priority of M&S. The efforts to reduce plastic packaging, enhance recycling and reuse of products show that it cares about the implications on the environment (Licciardello, 2024). 
Socially, M&S is concerned with the relationship with the community and the welfare of the employees. The corporation gives back to the local communities with the establishment of charitable relationships, as well as provides fair working conditions within the operations and supply chains (Marques et al., 2025). This helps in creating a good corporate image and builds trust in the stakeholders.
Most importantly, M&S CSR strategy is well aligned with its business and brand positioning. Being a high-end retailer, sustainability adds to its differentiation and attracts an increasing number of consumers concerned with the environment (Pranta et al., 2025). The problem behind this is that initiatives such as Plan A achieve competitive advantage but they are becoming increasingly used by the rivals that could make them less unique as time goes by.
[bookmark: _Toc224829607]4. Comprehensive and Holistic View of the Organisation 
[bookmark: _Toc224829608]4.1 Four Core Perspectives 
Jassem et al. (2022) opined that Balanced Scorecard as created by Kaplan and Norton (1992) is an elaborate structure that can be utilised to measure organisational performance in a holistic manner that utilises both financial and non-financial indicators. In Marks and Spencer (M&S) context, the strategy is especially appropriate in ensuring that its strategic goals are aligned with the performance of the company operations in four main perspectives [Refer to Appendix 1]
Financial
Financial perspective is concerned with improvements in revenue growth, profitability and cost management (Moghadasnian and Mona Ketabchi, 2024). In the case of M&S, there is a need to enhance profitability whilst controlling operations costs in an unfriendly economic climate.
Customer
Tahir et al. (2024) researched that customer perspective views focus on customer satisfaction, customer loyalty and brand perception. M&S wants to deliver quality products, sustainability and better digital services that will improve customer experience.
Internal Business Processes
The internal business processes approach emphasises on operational performance, supply chain performance and product innovation (Arshad Ali and Mahmood, 2023). To be competitive in the food achievement and clothing sectors, M&S needs to simplify its processes.
Learning and Growth
Learning and growth perspective concentrates on the staff growth, innovations and digital abilities (Zervas and Stiakakis, 2024). This is essential to M&S because it is going through a transition of becoming more technology-based retail model.
[bookmark: _Toc224829609]4.2 Objectives, KPIs, Targets and Initiatives based on Mission and Strategy 
[bookmark: _Toc224829610]4.2.1 Financial
	Elements
	Details 

	Objectives
	The objective of Marks & Spencer is to increase revenue growth while improving overall profitability and cost efficiency across its operations.

	KPIs
	The key performance indicators include revenue growth rate, profit margins, and the percentage reduction in operational costs.

	Targets
	The company aims to achieve consistent annual revenue growth and reduce operational costs through improved efficiency.

	Initiatives
	Marks & Spencer is implementing initiatives such as store optimisation, cost control strategies, and expansion of its online sales channels to improve financial performance (Chen, 2025).


[bookmark: _Toc224829611]4.2.2 Customer
	Element
	Details 

	Objectives
	The objective is to enhance customer satisfaction, strengthen brand loyalty, and improve the overall customer experience.

	KPIs
	The key performance indicators include customer satisfaction scores, customer retention rates, and Net Promoter Score (NPS) (Baquero, 2022).

	Targets
	Marks & Spencer aims to increase customer retention levels and improve its brand perception among target consumers.

	Initiatives
	The company is focusing on initiatives such as improving product quality, offering personalised marketing, and enhancing its online shopping experience.


[bookmark: _Toc224829612]4.2.3 Internal Business Processes
	Element
	Details 

	Objectives
	The objective is to improve operational efficiency and enhance supply chain performance to ensure smooth business operations.

	KPIs
	The key performance indicators include inventory turnover, delivery time, and supply chain costs.

	Targets
	Marks & Spencer aims to reduce delays, improve operational efficiency, and optimise supply chain processes.

	Initiatives
	The company is implementing initiatives such as supply chain optimisation, digital integration, and continuous product innovation.


[bookmark: _Toc224829613]4.2.4 Learning and Growth
	Element
	Details 

	Objectives
	The objective is to enhance employee skills, improve organisational learning, and strengthen digital capabilities.

	KPIs
	The key performance indicators include employee training levels, innovation rates, and digital adoption metrics.

	Targets
	Marks & Spencer aims to improve workforce productivity and increase innovation within the organisation.

	Initiatives
	The company is investing in employee training programs, adopting advanced digital tools, and promoting innovation strategies.


[bookmark: _Toc224829614]5. Strategic Choices and Implementation 
[bookmark: _Toc224829615]5.1 Evaluation of the Strategic Choices 
[bookmark: _Toc224829616]5.1.1 Business Level 
Marks and Spencer (M&S) at the business level follows the differentiation strategy as its main approach based on the provision of high-quality products instead of price competition (Li et al., 2023). This is especially seen in its food division with M&S developing itself as a high-end retailer that offers innovative and high-quality products. This approach will enable the corporation to gain customer loyalty and have a differentiated brand name.
[image: Marks and Spencer shares: future dividend darlings | The Motley Fool UK]
Figure 9: Marks and Spencer Shares
(Source: Choong, 2023)
The differentiation strategy has however not been effective in the clothing segment. Zara and H&M, the competitors, use fast fashion patterns, enabling them to react more promptly to shifts in trends and provide more competitive prices (Bafna, 2023). Consequently, M&S has been unable to compete in this segment, which indicates a weakness of the existing business-level strategy.
[bookmark: _Toc224829617]5.1.2 Corporate Level
One of the strategies that M&S has implemented at the corporate level is through strategic partnerships, restructuring and international presence. One of the examples is its joint venture with Ocado, which has helped it to bolster its presence in the online food retail market. This alliance reflects the interest of M&S in digital growth and the ability to improve it.
[image: ]
Figure 10: Success of M&S
(Source: M&S, 2022)
M&S has also undertaken business restructuring and optimisation of costs such as closing of stores and cost reduction to enhance operations (Rainy et al., 2024). The company has been selective in its internationalisation efforts though its main objective is to consolidate its market positions in the UK.
[bookmark: _Toc224829618]5.1.3 Recommendations for Strategic Choices 
M&S must embrace its differentiation strategy to complement its competitive edge, and this can be achieved through maximising its core competencies in terms of product quality and sustainability. It must also however include elements of cost efficiency so that it can be competitive in a price sensitive market.
M&S in the clothing segment will need a more responsive and trend-driven approach and require an improvement in its speed to market as well as attachment to the evolving consumer preferences (Kurt and Yolaçan, 2024). It will also be important to invest more on digital capabilities to facilitate business-level and corporate-level strategies.
[bookmark: _Toc224829619]5.2 Critical Assessment of the Change Management and its Impact
In recent years M&S have experienced substantial organisational change as result of having to cope with the fast-changing retail world. The changes are digital transformation, store rationalisation and store supply chain restructuring.
The change towards the omnichannel business model, along with investments in e-commerce and Ocado partnership, is one of the most prominent changes. This shows an attempt to match with the evolving consumer behaviour and technology. Although this phase has enhanced the competitiveness of M&S in the online food industry, the clothing industry has had a sluggish development.
Other actions carried out by the company include store closures and cost cutting measures that have assisted the company to enhance financial performance but also created difficulties regarding the employee morale and organisational culture (Moghadasnian and Mona Ketabchi, 2024). The proper change management is therefore necessary to keep the employees interested and oriented towards the strategic goals.
Theoretically, the transformation of M&S can be related to Change Model created by Lewin, which presupposes unfreezing the current practises, introducing the change, and refreezing new processes. Although the company has achieved a lot, the stage of refreezing has not been complete especially in terms of satisfaction of steady performance in all areas of the business.
[bookmark: _Toc224829620]6. Strategic Evaluation and Recommendations 
[bookmark: _Toc224829621]6.1 Critical Evaluation of M&S’s Current Strategy using BCG Matrix
BCG Matrix is a strategic instrumentality that audits the business units of an enterprise about the market share and the market growth. This framework can be applied to the two compartments of Marks and Spencer (M&S), the Food and Clothing and Home segments.
[image: ]
Figure 11: BCG Matrix
(Source: Self-designed using template)
The M&S Food can be defined as a Star division. It also serves a high growth market especially with the growing need of eating quality and convenience food. M&S has a good standing in this segment, thanks to its quality and innovation image. The Ocado alliance has also intensified its business in online food retail, and this has boosted its opportunities of growth (Pranta et al., 2025). Consequently, the food segment is highly revenue generating and it needs the on-going investment to maintain the growth.
On the contrary, the Clothing & Home division may be viewed as a Question Mark, or even a Dog, in this respect. Although it functions in a competitive market which has potential to expand its market share, M&S have not been able to sustain a good market share because of the threat of competition by fast-fashion stores like Zara and H&M (Jassem et al., 2022). The segment has had problems concerning the relevancy of the product, delayed adaptation to trends, and poor online performance. This has constrained its capability of making a constant payoff and it is a strategic issue to the company.
[bookmark: _Toc224829622]6.2 Recommendations for Enhancing its Competitive Advantage 
Depending on the analysis, it is possible to offer several strategic recommendations to improve the competitive advantage of M&S.
Recommendation 1: strengthen its digital transformation strategy
M&S needs to facilitate more the digital transformation strategy, especially in the clothing sector. To enhance customer experience and competitiveness, e-commerce platforms will be improved, and customers can be served using data analysis and presentation to provide them with personalised marketing.
Recommendation 2: reposition its clothing segment
It is time to rebrand the clothing division of the company through a more dynamic and trendy strategy. These involve designing better products, shorter time-to-market and matching products with existing fashion trends without jeopardising its quality standards.
Recommendation 3: invest in its food division
M&S must maintain its focus on its food division which is an important source of growth. Further product innovation, expansion in online delivery services and solidification of its high positioning will guarantee further expansion.
Recommendation 4: enhance cost efficiency
The company also need to increase cost effectiveness in its activities to compete in the price sensitive market. This would be possible by means of supply chain optimization and restructuring of operations.
[bookmark: _Toc224829623]6.3 Justifications for Recommendations
Both the theoretical frameworks and practical considerations are in tandem with the suggested strategies. As an example, the theories of generic strategies by Porter have been used to suggest that any firm that intends to achieve differentiation should constantly innovate to have competitive point. 
Moreover, the BCG Matrix facilitates the distribution of resources into the high-performing divisions like the food division and enhancing or re-organising the low-performing divisions like clothing. 
The focus on digital transformation can also be explained by the fact that technology is becoming increasingly important in the retail sphere, as it can be seen in the PESTLE analysis. The digital capability has become a major factor in determining success at the expense of online shopping, which is being embraced by consumers. 


[bookmark: _Toc224829624]Section 2: REFLECTIVE ACCOUNT 
This section covers the reflective account that has been presented based on researching, analysing and preparation of the main report. In this process, Gibb’s reflective cycle has been presented in this reflective practice comprising six stages of reflection.
Gibbs Reflective Cycle 
[image: The Gibbs Reflective Cycle - Free Template Download & Guide]
Figure 12: Gibbs Reflective Cycle
(Source: Channell, 2023)
1. Description
This assignment has examined the strategic management at Marks and Spencer (M&S) through the four main frameworks, which include PESTLE, VRIO, Balanced Scorecard and BCG Matrix. The assignment involved being critically assessing the internal and external environment of the organisation and coming up with strategic recommendations (Channell, 2023). I undertook comprehensive secondary research, with the help of academic journals, company reports and industry sources, to complete this. I also needed to make the report in orderly manner without overspending on word count, and matching module requirements.  
2. Feelings 
At the start of the assignment, I was not sure how to effectively implement several strategic frameworks in a single report. The issue of connexion of theory with real-life analysis was of particular concern to me. In the beginning, I was intimidated by the task because of the level of the research involved. But further into my development, I started getting more self-confident about my knowledge on the frameworks and their relationship with each other. I also found analysis of M&S interesting particularly in the assessment of the strategic issues that the company faced. 
3. Evaluation 
Looking back at my performance, I think that one of my strengths was my competence to do an in-depth research and find some information that was relevant. I was able to use strategic frameworks that included PESTLE and VRIO to study the environment and capabilities of M&S. This assisted me in organisational analysis.
Nevertheless, I also have some limitations. I also resorted to too much description over critical examination at times and this is the level required at Level 7. It was also difficult to merge all frameworks without overlap. As well, it was hard to control the number of words and still have depth of analysis. 
4. Analysis 
This experience has given me a better insight into the application of the theories of strategic management in practise. Indicatively, the application of the PESTLE framework allowed me to have a better idea of how external conditions like the economic situation or technological changes affect organisational strategy (Zervas and Stiakakis, 2024). In a similar manner, VRIO framework enabled me to consider internal resources in terms of competitive advantage.
I also learnt that it is essential to harmonise various frameworks to have a coherent analysis. The Balanced scorecard made me realise how financial and non-financial measurements are dependent on each other whereas the BCG Matrix made me realise the need to redistribute resources among business units.
This is in line with experiential learning theory in which the knowledge is acquired by practise. I have gotten to know that it is rather important to know theoretical concepts, but it is also vital to apply them with criticism and connect them to the actual organisational settings.
5. Conclusion 
All in all, the given assignment has helped me in numerous ways to understand better strategic management and the possibility to put theoretical ideas into practise. I have enhanced better research, analytical and critical thinking skills. Challenges in terms of integrating frameworks and time management were there but these challenges were used in helping me to learn. I feel that I am now better equipped in analysing organisational strategies and making relevant recommendations.
6. Action Plan 
	Goal
	Specific
	Measurable
	Achievable
	Relevant
	Time-Bound

	Improve Time Management
	I will create a structured study schedule for each assignment, dividing tasks into research, writing, and revision phases.
	I will complete each section at least 2 days before the deadline and track progress using a planner.
	I can achieve this by allocating fixed daily study hours and avoiding last-minute work.
	This will help me reduce stress and improve the quality of my assignments.
	I will implement this plan in my next assignment and maintain it throughout the semester.

	Enhance Critical Writing Skills
	I will focus on reducing descriptive writing and increasing critical analysis in my assignments.
	I will ensure that at least 60% of my content includes evaluation, justification, and analysis.
	I can achieve this by practising academic writing and reviewing high-quality journal articles.
	This is important to meet Level 7 academic requirements and achieve higher grades.
	I will apply this improvement in all future assignments within the next 3 months.

	Improve Use of Academic Sources
	I will use a wider range of credible academic sources such as journal articles and books.
	I will include at least 15–20 high-quality references in each assignment.
	I can access these sources through university databases such as Google Scholar and library resources.
	This will strengthen my arguments and improve academic credibility.
	I will implement this in my next assignment and continue throughout my studies.

	Strengthen Application of Strategic Frameworks
	I will practise applying frameworks such as PESTLE, VRIO, and BCG Matrix to different case studies.
	I will complete at least 2 practice analyses per month.
	I can achieve this by using online case studies and lecture materials.
	This will improve my confidence and ability to apply theory effectively.
	I will start immediately and continue for the next 2–3 months.

	Develop Digital and Research Skills
	I will improve my ability to use digital tools for research, analysis, and presentation.
	I will learn at least 2 new tools (e.g., Excel, referencing software) and apply them in assignments.
	I can achieve this through online tutorials and practice.
	This will enhance the quality and presentation of my work.
	I will complete this within the next 2 months.

	Seek Feedback and Continuous Improvement
	I will actively seek feedback from tutors and peers after each assignment.
	I will implement at least 2 improvements based on feedback in the next assignment.
	I can achieve this by reviewing feedback carefully and asking for clarification when needed.
	This will help me identify weaknesses and improve performance.
	I will apply this approach consistently in all future assignments.
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	Perspective
	Objectives
	Key Performance Indicators (KPIs)
	Targets
	Initiatives

	Financial
	Marks & Spencer aims to increase revenue growth while improving profitability and operational cost efficiency.
	The key performance indicators include revenue growth rate, profit margins, and reduction in operating costs.
	The company targets consistent annual revenue growth and aims to reduce operational costs through efficiency improvements.
	M&S is implementing store optimisation strategies, expanding online sales channels, and improving cost control mechanisms.

	Customer
	The objective is to enhance customer satisfaction, strengthen brand loyalty, and improve overall customer experience.
	The key performance indicators include customer satisfaction scores, customer retention rates, and Net Promoter Score (NPS).
	The company aims to increase customer retention and improve brand perception among its target market.
	M&S focuses on improving product quality, offering personalised marketing, and enhancing its e-commerce and delivery services.

	Internal Business Processes
	The objective is to improve operational efficiency and optimise supply chain performance.
	The key performance indicators include inventory turnover, delivery lead time, and supply chain cost efficiency.
	M&S aims to reduce operational delays and improve overall efficiency within its supply chain processes.
	The company is implementing supply chain optimisation, digital integration, and continuous product innovation strategies.

	Learning and Growth
	The objective is to enhance employee capabilities, promote innovation, and strengthen digital transformation.
	The key performance indicators include employee training levels, innovation rates, and digital adoption metrics.
	The company aims to improve workforce productivity and increase innovation capabilities across the organisation.
	M&S is investing in employee training programmes, adopting digital tools, and encouraging innovation and sustainability initiatives.
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