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[bookmark: _Toc89796822]Executive Summary
The pandemic has helped the people as well as the businesses in the UK to recognise the importance of environmental sustainability. Therefore, sustainable and ethical fashion has become even more popular with consumers from every social as well as financial strata (Shabir and Albishri, 2021). Every demographic in the market is interested in the environmental impact of the products they are buying. This has given way for organisations to adapt more sustainable business practices (Zhao and Kim, 2021). Therefore. M&S, one of the most significant retailers in the UK, has decided to launch a sustainable line of women’s wear. This will help the organisation to examine the market for demands of sustainable fashion. This report outlines the development of the project including stakeholder analysis, project scope, financial analysis, and risk management. The report has also provided a  Gantt chart timeline for the project as well as a Work Breakdown Structure.
[bookmark: _Toc89796823]Project Description and Scope
[bookmark: _Toc89796824]Project Description
In a bid to enhance its sustainability approach, Marks & Spencer has decided to launch a sustainable clothing line, focusing on women’s wear. The pandemic has impacted the revenue of the organisation extensively, the product diversification will help the organisation to enhance its revenue stream as well. Other than the pandemic, multiple fast-fashion brands have started operating within the market which offers trendy clothes, and latest fashion at a fraction of its price. Owing to the online only business model, these organisations are able to avoid several internal costs, such as rent or maintenance of traditional stores, labour cost, inventory management and so on (Our approach to sustainable fashion, 2019). These organisations only have to maintain optimum storing and supply chain abilities. During the pandemic, the consumers have gained a new perspective on the importance of sustainability and environmental preservation (Hur and Cassidy, 2020). Therefore, sustainable fashion has become significantly popular not only among the high-income households, but also mid-income families. However, the market research suggests that mainly people within a certain age group are active participants of this trend, i.e., the urban population between the ages of 25 years to 40 years. Hence, through this project Marks & Spencer is also hoping to enhance its market position, solidify its marketing message to the intended consumers (Lai et al., 2017). 
Therefore, this project will include extensive research and development efforts solely focused on sustainable material procurement, developing supply chain, and incorporating sustainable practices to reduce environmental impact. Sustainable fashion does not only include environmental impact, but also its impact on the society or community (Kozlowoski et al., 2018). Therefore, through this sustainable line of fashion, Marks & Spencer is also aiming to promote fair pay, better working conditions, and generating income opportunities for local suppliers. The extensive research will also provide the organisation with much required insight into the right consumer base for this line of product. This will further help in stabilizing the marketing message of the organisation (Sbordone et al., 2021). 
[bookmark: _Toc89796825]Project Scope: A essential tool for understanding the sustainability and progress of the project (Abdilahi et al., 2020).
A detailed analysis and research of the UK fashion industry needs to be conducted, especially focusing on sustainable fashion in the post pandemic period. This will allow the organisation to gain a new perspective on the fashion industry post the pandemic. For example, in 2020 the fashion industry has witnessed a steady decline in sales, because people have been forced to stay inside, all cultural and social functions have been cancelled, social activities have been severely limited (Henninger and Singh, 2017). On the other hand, several e-commerce-based organisations have witnessed significant progress in revenue, due to increased popularisation of online shopping. In-depth research is also required for ethically sourced resources, raw material, and ethical labour practices which include fair wage, and safe working conditions. Since currently the organisation is mainly dependent upon several developing countries for its products, through this project the organisation is focusing on developing local talent and economy (Moorehouse and Moorhouse, 2018). 
The product will be launched through its e-commerce portal rather than in-store promotions, this will allow the organisation to cater to a wider audience, rather than only focusing on the UK market. Since the market trend is also focusing on online stores, the organisation believes this will be the ideal strategy for the launch (Candeloro, 2020). Therefore, even though it will not require extensive financial resources to set up physical shops, resources will be required to develop and maintain a user-friendly website. The website must also be capable of managing high traffic. 

Smart Objectives: An effective goal setting acronym using a logical and clear framework (Ogbeiwi, 2017). 

	Specific
	Launching a sustainable women wear clothing line for the urban population between the ages of 25 years and 40 years.

	Measurable
	Each stage of the product development, and launch can be measured through market analysis, inventory, and financial reports.

	Attainable
	M&S is a multinational organisation with over 100 years’ experience in the fashion industry. This has given the organisation the ability to transform with the market and consumer trends. Therefore, these objectives are attainable with the resources in hand.

	Realistic
	Initial market analysis suggests that post pandemic fashion is going to be sustainable, ethical, and affordable. Hence, considering the organisation’s resources and market trends, this is a realistic goal.

	Timebound
	The organisation has aimed to launch the new product line by January 2022. 


Table 01: SMART Goals of the project scope
(Sources: Created by learner)









Quad chart: This is a page separated in to four sections to give a general sypnosis of the project. It is expected to be more visual than point by point to rapidly showcase the significance of the project (tcrsf.net, 2017).
	
                  Quad Chart: Sustainable Women’s wear Launch,  Marks & Spencer

	                         PURPOSE

· Enhance sustainability approach
· Enhance Revenue Stream
· Lower outgoings
· Compete with online Competitors
· Online Only
	                    CUSTOMERS

· Ladies aged 25 – 40
· All income brackets
· Worldwide audience 

	             DESIRED END RESULT

· Environmentally friendly
· Good ethical practice
· Online: cater for wider audience
· Reduce manufacturing costs
· Compete with other online retailers
· Create jobs
· Reduce waste

	          MEASURES OF SUCCESS

· Increase of sales
· High Customer loyalty due to image created
· Higher profit margin 
· Established over 100 years







Table 02: Quad chart of objectives
(Source: created by Learner)
[bookmark: _Toc89796826]Stakeholder Analysis: For any project to be successful, it is paramount that stakeholders are consulted as early as possible (Jayasena et al., 2019).
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Figure 01: Stakeholder Analysis Matrix
(Source: Created by Bendtsenet al., 2021)

According to the stakeholder analysis matrix, the stakeholders of the organisation can be categorized into four divisions: high influence and low stake, high interest and high stake, low interest and low influence, and low influence and high stake (Raum, 2018). The stakeholder of an organisation can be primarily divided into two categories, external and internal. Suppliers, consumers, government agencies, social and community organisations, and so on are external stakeholders. Whereas, employees, board of directors, and investors are internal stakeholders (Bini et al., 2018).
High influence and high-stake stakeholders typically require utmost care and management, in terms of stakeholder relationship management. Investors and shareholders are these types of stakeholders for M&S. The project cannot be successful without an adequate amount of funding and other resources, for a publicly traded organisation like M&S investors and shareholders are the key people for funding (Feng and Ngai, 2020). Hence, prioritizing them is important; any relevant research and development update must be communicated with this group of stakeholders. Investors also require extensive financial reports detailing the financial performance of the several assets of the company.
High influence and low stake are the group of stakeholders who can have significant impact on the organisation and the project, however, their interest in the same is limited. Government organisations and policy makers are the example of this type of stakeholders. In the case of M&S, government regulations and policies can impact the business model, as well as the market (Goworek et al., 2020). For example, Brexit has made it difficult for the organisation to continue international business, and business with other EU nations. However, these organisations have no interest in the development of the project.
Low influence and high stake are referred to the employees, as well as community groups, social organisations. Even though these stakeholders have no influence in the decision-making process of the project, they have high stakes involved (Ryan, 2020). The employees are dependent upon the organisation for their livelihood, any financial misstep can result in significant employee turnover. Whereas community and social groups are dependent upon the organisation owing to its community and social impact through sustainable business practices. However, they have no impact on the decision-making process. 
Finally, low influence and low stake stakeholders are the suppliers in case of M&S sustainable product launch. The suppliers in this industry are limited, whereas there are several organisations developing and offering similar products. This indicates that suppliers have a higher bargaining power in this equation, thereby reducing its interest and influence in the project (Macgregor et al., 2020). Hence, M&S needs to maintain an effective rapport with them, however, they must not be engaged with organisational process.
[bookmark: _Toc89796827]Work Breakdown Structure (WBS): This is the skeleton of effective work planning and control. It harmonises and incorporates all activities regarding the project (Burghate, 2018).
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Figure 02: Work Breakdown Structure
(Source: Created by learner)
This work breakdown structure has followed a top-down approach of WBS; here the organisation or the project manager will select the most significant task within the project and divide it into smaller groups of tasks to complete it (Hwang et al., 2020). This allows for faster results, and effective performance. For example, cost analysis and resource planning; adequate cost analysis will help the project manager to finalise a budget for the project, as well as help in setting the goal for the investment required. Resource planning will help in understanding how to allocate resources based on the requirement and performance of each task (Botton et al., 2018). For example, since this project is about launching a sustainable product line, highest levels of financial resources will be required in developing the product, however, supply chain management will also require substantial access to organisational resources, because this product will primarily be launched through e-commerce (Stosic et al., 2017). Marketing and promotion can be divided into multiple smaller tasks; for example, developing a marketing strategy, conducting consumer and market research, investigating effective promotional strategies, and developing marketing messages and material. 
M&S has a complex market position in the UK fashion market; even though the organisation does not specify any target audience group, the majority of its clothing line has been directed towards the middle aged, high-income households and women. However, its social media and digital led marketing and promotional strategies are mainly targeted towards the younger, and mobile generation. Through this marketing efforts for the product launch, the brand aims to develop a better marketing position (Cao et al., 2019). 
Cost Analysis and Resources
	Resources
	Estimated Cost (in Pound)

	Raw materials 
	90,000

	Research and Development
	35,000

	Website design and maintenance
	20,000

	Sustainable labour cost (wage)
	180,000

	Marketing efforts
	80,000


                                                                            Table 03: Cost Analysis
                                                                          (Source Created by learner)

This project will require a substantial number of resources in terms of financial, labour, suppliers, raw materials, and so on. Developing a sustainable product is expensive for any organisation; however, it is even more so in fashion (Niinimaki et al., 2020). Since the goals of this product line is to promote sustainable and ethical fashion therefore, the company has aimed to procure ethically sourced raw materials, from local suppliers in order to support local businesses and economy. The products will also be manufactured within the UK in order to avoid any extra charges in international shipping, and trade (Pal and Gander, 2018). Since the UK minimum living wage has been increased recently due to a policy change, in order to promote sustainable impact on the community M&S will have to acquire a higher number of labourers. Increased work force reduces the pressure on each worker, fostering an environment of healthy work culture (Singh et al., 2019). After the pandemic, the fashion organisations have witnessed a surge in e-commerce and online ordering; therefore, it is extremely important to develop a separate website to promote the sustainable fashion initiative by M&S. This website also needs to be able to handle high traffic, which is expected by the brand with effective marketing strategies, and promotional methods. Developing an effective marketing strategy requires adequate research into the market and consumers; the project team is planning to conduct consumer surveys, and online surveys utilising its expanding social media networks (Bertola and Teunissen, 2018). This will allow the organisation to gain an in-depth insight into consumer demands, and requirements.
[bookmark: _Toc89796828]Project Schedule and Gantt chart
[bookmark: _Toc89796829]Project Schedule: A forecast of the duration of the project (Azeem et al., 2014).
Marks and Spencers plan to have project up and running within five month time frame to avoid further lockdowns or COVID-19 restrictions.






	Tasks
	Starting date
	Duration in days
	Ending date

	Planning stage and initiating the project
	12-10-2021
	4
	16-10-2021

	Research and development
	16-10-2021
	8
	24-10-2021

	Cost Analysis
	24-10-2021
	7
	31-10-2021

	Risk Assessment
	31-10-2021
	16
	16-11-2021

	Product Development
	16-11-2021
	30
	16-12-2021

	Financial sourcing
	16-12-2021
	15
	31-12-2021

	Marketing and Promotion
	16-12-2021
	15
	31-12-2021

	Launching the product
	31-12-2021
	20
	20-01-2022

	Running service
	20-01-2022
	10
	30-01-2022


Table 04: Project timeline
(Source: Created by the learner)

[bookmark: _Toc89796830]Gantt chart: Chart showing the start and end dates of the project elements (Gantt, 2015)
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Figure 03: Gantt chart
(Source: Created by the learner)
[bookmark: _Toc89796831]Risk Assessment: Project objectives are affected by risk factors, particularly the scheduling. To assess a risk variable’s significance , it is necessary to establish a linkage between its frequency and impact (Husin et al., 2019).
	Identified Risk
	Probability
	Impact

	Lack of financial resources
	Medium
	High

	Lack of raw materials 
	Low
	High

	Communication issues
	Medium
	Medium

	[bookmark: _Hlk89794577]Inability to launch within stipulated time
	High
	High


Table 03: Risk Assessment
(Source: Created by learner)

Lack of financial resources: This will have the highest impact on the project; developing a sustainable fashion line requires a substantial amount of funding. This will be acquired from the investors, and shareholders, as well as banks (Rausch and Koplin, 2021). However, considering the economic situation of the UK, and the fashion market, investors may not be enthusiastic about investing in the project. In the last few years M&S has lost a significant amount of market share to its competitors therefore, banks may not be able to lend the organisation any funding. For this reason, the probability of this risk has been identified as medium (Talay et al., 2020). 
Lack of raw materials: It will not be possible for the organisation to develop any product. However, without adequate amounts of materials, it will not be able to provide as per the market demand but owing to a high number of suppliers in the market, this risk has been identified as low. 
Communication issues: Challenges between the project members, managers, organisation and the labourers, or even with the investors can lead to significant challenges (DiVito and Bohnsack, 2017). Therefore, this risk has been identified as medium as good team management and spirit will come in to play. 
Inability to launch within stipulated time: Since the market is still recovering from the impacts of the pandemic, several regulations related to the pandemic are still in place. These regulations have the ability to disrupt business; for example, prolonged remote working tendencies of the employees, restriction in shipping domestically or nationally, inability to operate a manufacturing unit to its full capacity,  another lockdown and so on (McMaster et al., 2020). This can disrupt the project timeline and schedule, which will highly impact the project, hence this risk has been identified as high.
[bookmark: _Toc89796832]Conclusion
In conclusion of the report, it can be said that the project of developing and then launching a sustainable women’s wear line for the UK market can be a success for Marks and Spencers if it can adhere to the project management planning. The project has the capability of enhancing the revenue generation of the organisation, through diversifying the product offering, and developing a clear target audience strategy for the company. This report has utilized several project managements tools such as a Quad chart, Work Breakdown Structure and Gantt chart  to clearly define the objective of the project, as well as the schedule, financial, timeline and risk assessment. This report demonstrates that the required given time frame can be achieved if the guidelines provided are adhered to.
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