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Introduction    
Engagement in the community is appropriate and linked. Corporate social responsibility requires management to take action to protect and further the organization's interests as well as societal welfare. Managers who care about their organization's long-term goals and its relationships with the society in which it operates exhibit this concern. 
This report details how social, environmental, and ethical challenges are handled within the Marks and Spencer. Marks and Spencer Group plc (often known as M&S) is a significant British international retailer with its corporate headquarters based in London. It specialises in selling apparel, cosmetics, home goods, and food items. Thomas Spencer and Michael Marks established M&S in Leeds in 1884. With 1,509 stores and 100 websites currently operating throughout the world, M&S employs approximately 70,000 people in its supply chain, warehouses, support centres, and retail locations to serve its annual client base of about 30 million. 
Understanding the community engagement fundamentals 
The Brisbane Declaration on Community Engagement of the United Nations describes community engagement as a two-way process (International Conference on Engaging Communities, 2005). 
1. All levels and sectors of policy development, planning, decision-making, service delivery, and evaluation incorporate the ambitions, concerns, needs, and values of individuals and communities; and
2. Governments, businesses, and other civil society and commercial organisations involve citizens, customers, communities, and other stakeholders in these processes. 
Marks & Spencer has consistently given attention to its commitments to its clients, workers, business associates, vendors, and community members. Their principles of Quality, Service, Innovation, and Trust are supported by conducting business responsibly. 
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Charity and community funding Donations
Donations to charitable organisations can be made through the M&S neighbourhood stores. They each have a limited budget, and they focus their efforts on helping local problems. 
Each year, 400 pieces of equipment for children with disabilities are directly funded by M&S thanks to donations of returned clothing and company excess that are given to them.
When food is past its expiration date, Marks & Spencer donates it to charities. Along with food, they also donate commonplace items like batteries, plant pots, personal care items, cleaning and laundry supplies, and pet food.
Over 4,000 M&S employees were able to support causes that promoted the well-being of children and families in June 2019 thanks to the M&S volunteering programme. Throughout the week, more than 39,000 young people were helped by the support of 400+ schools, food banks, scout groups, and young charity.
Sparks partnerships
Every time a client uses Sparks, M&S pays 1p to the charity of their choice. Sparks is M&S's customer loyalty programme. There are 35 Sparks partners, with projects focused on four different areas: young generation, the planet, wildlife, and health and wellbeing. They have donated £10 million to their Sparks organisations by the year 2021. Since 2015, they have contributed more than £11.3 million to Sparks charity.

Planet over plastic
Reduced plastic in products and packaging, easier recycling, and measures to give it new life through take-back programmes are all important priorities for M&S. There are some examples on this field:
· Since 2007, clients have contributed to the reuse of more than 1 billion hangers by returning them to M&S stores or leaving them at our checkout points.
· Customers may return their empty M&S refilled bottles to be washed and refilled so that they can be sold once more as part of the circular system that M&S has implemented for its various laundry and cleaning products.
· they encourage consumers to bring reusable shopping bags, and does not offer anymore single-use shopping bags, and plastic single-use small produce bags from  Foodhalls.
· Most plastics from any M&S product can be recycled. Even if it wasn't purchased at M&S, plastic products are collected in store recycling bins. 
Plan A- reducing Carbon emission
M&S established Plan A in 2007 and has been trying to lessen its impact on the environment ever since. As a result, it is the first big retailer to achieve carbon neutrality in our country. Their location-based emissions for the years 2021/22 are 34% lower than their revised baseline for the years 2016/17.
Health
As part of Strategy A, a five-year "eco strategy," it wants to assist thousands of customers and staff in making healthier lifestyle decisions.They work hard to achieve following aims:
– station 1,500 Healthy Eating Advisers at retail locations.
-increase the Eat Well portion of food from 30% to 50%.
-keep setting an example by cutting less on salt and fats.
-use natural colours instead of artificial ones in cakes and sweets for children
-Introduce Guideline Daily Amounts (GDA) product labelling and traffic signals from the Food Standards Agency.
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Community engagement adopts a strategic approach to the relationships, communications, and interactions between community people and an organisation in an effort to attempt and effect outcomes for both parties.Therefore, four key criteria could be used to describe community engagement: 
· Communication 
You may need to remove certain obstacles to communication and search for approaches to increase your visibility and accessibility by providing a variety of channels and methods, which includes social media, local shopping villages, major events and festivals, community centres, and schools.
Marks & Spencer has productive business connections all around the world. China, Honduras, India, Indonesia, Ireland, Israel, Kenya, Morocco, South Africa, Spain, Sri Lanka, Turkey, and the UK are just a few of the more than 70 nations that M&S sources from. To allow customers to choose whether or not they wish to purchase from specific nations, Marks & Spencer always informs which country all of the products are made in, and further details regarding raw ingredients. They know that speaking with people is a significant aspect of community participation. However, it is a two-way process; it entails engaging in dialogue with your community while also listening to what they have to say. Thereby they actively communicate with the customers through social media, websites, surveys, events, and their own employees.
· Connection 
Peoples that are connected and trusted are more open and receptive to discussing and understanding topics that they may first find offensive.
In order to attract and retain the best talent in the industry, Daily M&S must continually demonstrate that it is a good employer, trusted to make all of its employees feel valued and to provide them with career chances and top-notch education. Nearly 71,000 individuals are employed by M&S in the UK, and 75,000 do so globally. More than 7,500 employees of M&S serve as mentors for their less seasoned coworkers at the branches.
· Involvement 
Participation gives the citizens a sense of power and makes them feel as players rather than spectators.
M&S's ambitious Plan A, which is supposed to reach zero carbon emissions from its own activity by 2035, and across the entire value chain by 2040 is focused on involving the customers, colleagues and partners.
· Strategy 
To increase the likelihood that their efforts will be embraced by the community, businesses need to plan in advance and invest in the long term to build relationships, credibility, and empathy.
The M&S team highlights their intentions to intensify efforts and address the most pressing environmental and social issues that the company, nature, and humanity are currently experiencing. While M&S's environmental objectives center on net zero and Plan A, their social approach prioritises helping individuals, human rights, ethical sourcing, philanthropic partnerships, and animal protection. Thereby, M&S is laying the long-term foundations necessary to create a sustainable business.


Why social sustainability is so important for M&S and other businesses?
Based on the most recent 5WPR's 2020 Consumer Culture Report, 83% of US young consumers believe it is critical that the businesses they patronise share their beliefs. Furthermore, 67% of respondents value CEOs who support a cause that is important to them.
As a result of your acts showing your principles, your actions to benefit the society help to develop trust. How important is trust capital to your company, exactly?
· Loyalty
Trust-based client interactions foster greater interconnectivity and, as an outcome, a devoted consumer base. Customers appreciate you when they recognise the value in your company and you consistently deliver on your promises. When times are tough, your firm will be supported by your loyal consumers, and their trust may even override other considerations, like price and shipping, when someone is utilising your product or service.
· Company Reputation
Building trust is essential for both attracting and keeping customers, as well as for enhancing the reputation of your business. Your company's reputation is cultivated by positive word-of-mouth recommendations, social media favourable buzz, and the general public's high regard for it. The development of your company's reputation is a continuous process. Consequently, it's critical to preserve and enhance it. Your recruiting and sales will increase, and you will stand out from the competition if you have a good reputation.
· Employees satisfaction
People are happier working for an organisation that values doing good, according to research published in the Research in Organizational Behavior Journal in 2020. You can show that your motivations go beyond monetary gain by supporting community involvement. A workplace where activity is meaningful is well received by people. Employees want to grow both professionally and personally, as you do with your company.
M&S Strategies and future plans
Plan A is M&S's most expansive long-term strategy. Plan A has a single objective: they want to be a net zero business throughout all of their operations and their whole value chain by 2040, ten years before the Government's UK-wide target. They have defined intermediate objectives for the years 2025, 2030, and 2035, along with a thorough plan for how to get there. Their objectives are in accordance with the Paris Climate Agreement's target of limiting global warming to 1.5°C and they have joined with the UN's Race to Zero initiative. 
They have created an ambitious plan that outlines the ten top priority areas they will pay attention to as they work towards net zero.
There are three major phases on their path to net zero:
1. Accelerated emissions reduction by 2030: Compared to their new baseline (financial year 2016/17), which is 5.7 million tonnes of CO2 equivalent, they will cut carbon emissions by 55%. Additionally, they've set a goal to cut emissions by 34% by 2025.
2. By 2035, their business activities will be net zero: Their retailers, offices, warehouses, and specialized logistics system all will generate zero carbon emissions.
3. By 2040, their business’s value cycle will achieve net zero.
Short term objective include:
· By 2025 or 2026, all polyester will be made from verified recycled sources.
· By 2025 or 2026, all soy will be physically confirmed as being free of deforestation and conversion.
· Scope 1 and 2 emissions reductions (annual reduction/tonnes CO2e) in UK and ROI property
· Diminishing the number of plastic packaging items in the company's packaging portfolio each year
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Conclusion
Marks & Spencer is working to improve the sustainability of its enterprise. It has evolved over the years, going from charity to community investment and corporate social responsibility (CSR). Plan A, which was launched in 2007, was a radical promise to transform the CSR industry's narrow focus on particular problems to a more comprehensive strategy that addressed all sustainability challenges.
Today, the firm is devotedly tackling every delicate societal issue, whether it is philanthropic giving, concerns about climate change, industrial waste disposal, handling recycled and renewable materials, or consumer health and ethical business practices. 
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