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Introduction
In the recent period, the Fashion industry faces criticism for having little consideration for environmental & social problems in its operation of the supply chain. According to the UN Environment Program, the Fashion industry is responsible for 8-10% of carbon dioxide emission globally and a major water consumption industry. Despite all the fashion industry is growing at a fast pace due to the rising of fast fashion which is low-cost manufacturing, increasing consumption and short lives use of garments. Due to the impact on the environment, it is a need to bring a new business model in the industry focusing on using sustainable practices for manufacturing (Niinimaki et al., 2020). With the example of the UK -Marks & Spencer company, the challenges & the opportunities on way regarding the sustainability of the fashion industry & the required strategies, the company need to adapt to remain in a competitive advantage over rivals.
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Marks & Spencer's headquarter in the UK is a leading international retailer company. The company has its first store established in 1884 in the UK and with continues progress it in 2020 has 1038 stores in the UK itself and 480 stores in different locations of the world. The company operates at an international level and hires approx. 75,000 people with females in the majority. The company provides retailing services in cosmetics, clothing, luxury goods & household items. It in 2020 has revenue growth of 10.2 bn GBP, with 9.2 bn GBP from UK consumers. It provides its online services in 100 plus countries & in online services too from 2011-17, it has revenue growth of £370 million. Increasing online platform services had an impact on the customers visiting the stores, with half a million less in 2019-20 compared to the previous year (Wunsch, 2020). Due to the pandemic the online sales increases to 75% thus now focus is to increase its online services in overseas market like that of Uzbekistan to Iceland & for that  46 approx new websites are launching by the company. This will help the company in maintaining the profit level in pandemic-like situations when offline sales hit hard (BBC NEWS, 2020).
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The fashion industry operates globally & is a 1.3 trillion dollar business with 300 million workforces employed. Thus contribute a major proportion to global GDP and environmental sustainability. The industry comprises a high amount of competition between global players. The concern of sustainability is not a past issue, with the changing trends in the present scenario impact the decision of consumers regarding purchasing is driven to some extent by sustainability. The intensification of global phenomena like water & land scarcity, climate changes, greenhouse emissions increases the relevancy of sustainability pressure in process of production and the product. The emergence of the fast fashion phenomenon in the fashion industry in recent period amplifying the problem as it increases the releasing of chemicals in the water, causing a scarcity in water, increase the emission of greenhouse gas & human rights violation (Strähle, 2017). This overall makes consumer demand much transparency in the supply chain, value chain, materials used in manufacturing products, and sustainability & quality of products. In response to the demand of customers the brands are trying to increase transparency by mentioning the labor cost, material cost, mark up, duties, transport cost, etc. The steps taken in different sectors of industries helped the fashion companies to find ways of practicing sustainability in the work process, some are promoting the innovation material used in fashion products, also some set the standards & goals of sustainability in importing raw materials (Gazzola et al., 2020). In the fashion industry too many resources, finance, and time are devoted to identifying the impact which is almost similar for all brands, instead, these resources to spend in finding solutions and methods which are currently not that much developed in value chain management which will help a brand in exploring the opportunities & challenges related to sustainability (Torres, Garcia & Vivo, 2017). Sustainability in the fashion industry is the factor through which if the customer is satisfied will build strong consumer relationship with the brand and strong brand equity. Thus fashion companies need to adopt sustainable strategies to satisfy the environment, culture, society & economic dimensions of sustainability (Wang et al., 2019). In the 2019 GlobeScan-Sustainability Leaders Survey, Marks & Spencer was among the top 10 companies who in their business strategy try to integrate sustainability. Marks & Spencer to tackle 5 issues with Plan A- health, climate change, resources, waste, and fair partnership make a hundred commitments that support fifteen sustainable development goals (Beyne, 2020).
[bookmark: _Toc70164621]Value Chain Analysis
The value chain analysis is the analysis of the company in finding the valuable & primary activities that add product value and the activities which can improve to have a competitive advantage. 
The value chain analysis of the Marks & Spencer  fashion company:
1 Inward Logistics- It means the receiving of the product and raw material from the supplier to the end-user. For implementing, an unusual value chain Marks & Spencer won the GPS value chain Award, and also in 2007, it launched Plan A, which makes the company in an advantageous position. The 180 targets related to the value chain along with financial incentives, efficiency in energy, ethical trade with sourcing in a sustainable way makes Marks & Spencer a sustainable retailing company in the world. 
2 Companys operations- Marks & Spencer in 2019 shifted its focus to food due to dropping in sales of clothing by buying a 50% stake in Ocado Retail. It also launches a £1 billion action plan and opening of stores & websites in offshore areas due to the impact of the Covid -19 pandemic. In 2020 the online sales of Marks & Spencer increases by 75%.  Thus with the increase in online business & moving of companies in digitalized world care needs to be taken to have an effective IT system.
3 Outward logistics- It involves the action of shipping the finalized product from a distribution center to the customers. Marks & Spencer company due to decreasing in-store sales in a pandemic, increasing its online services by creating 46 new websites in an offshore location to cope up with the loss of revenue due to the pandemic. It shows the fast adapting & flexible nature of the company. Apart from this, the largest revenue source for the company is the UK. A total of 1038 stores are there in the UK where the base of the company lies. Thus the company is trying hard to satisfy the customers by proving online & offline services.
4 Sales and Marketing- Marks & Spencer's focus is always on the style and quality of its product. It is increasing its engagement with the people through social media platforms & websites like Instagram, Facebook, Twitter. Also, it is focusing on improving its customer care facility. The company from the beginning always focus on investing in magazine & Television advertisements, store visual selling. It focuses on doing targeted marketing by using data of consumer loyalty and impactful promotional activities to increase the sales of the company.
5 Services- the company is investing & focusing on customer services. Its free delivery after a particular amount in online mode services, exchange & return policy for its customers within 35 days, increases the staff number in its food stalls business. For items brought online the fast, trackable, and convenient return policy is also available (Marks & Spencer, 2021).
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This analysis is used to identify the internal & external factors that help in achieving the objectives of the company. SWOT Analysis of Marks & Spencer supports furnishing its strength, work on a weakness, grabbing available opportunities & overcoming the existing threats to avoid negative impact on the organization environment (Shaw, 2020).
 Strength
· Well established & experienced
· Brand image 
· A reputed company
· Serving a range of products like food, furniture, clothing, etc, 
· Sustainable value chain system
· International brand & among largest retailer in the UK 
· Deep market penetration is some of the finest strengths of the Marks & Spencer Company.
Weakness
· Product price is higher compared to the other competitors
·  Declining of clothing sales
·  Lack of connection with younger generation trends
·  Poor management & supply chain due to the size of the company are some of the weaknesses.
Opportunities
· The emergence of a new market like Asia and BRICS
·  Creation of new supply chains in offshores to decrease the dependency on United Kingdom suppliers
· Increasing online base & services and segmentation in the market are the emerging opportunities of the company.
Threats
·  The emergence of new competitors in the market results in high competition
· Already existing retailers providing low prices like ASDA, Waitrose, Aldi, Lidl.
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 Challenges are the barriers that need to be overcome by fashion retailers to completely shift towards sustainability & innovation in fashion while opportunities are the elements that are inculcated in the business model of fashion and need expansion & development.
Challenges
Redevelop strategy of the Design phase- The key challenge for the fashion industry is to redevelop the design phase in which decision regarding the material used, cost, quality, process of manufacturing is taken which impact the sustainability of a product. In the new design phase recycled or eco-friendly material,  slow fashion system, mechanism of zero waste, natural dyeing of products should be used for product sustainability (Štefko & Steffeck, 2018).
Education of customers- Many pieces of evidence indicates that slow fashion dimensions are not considered valuable by the consumers because they don’t know the potential benefit of it. It is important to educate them about benefits that will help in the success of a sustainable business model & also in encouraging individual sustainable practices in fashion.
Values alignment in supply chain network- The reverse chain network is the movement of products from consumers back to the brand and then different actors through separate outlets sell those items targeting different customers. This reverse network must be adopted by every brand in the industry. This requires exchanging of information, knowledge & marketing strategies between the partners (Bertola & Teunissen, 2018).

Opportunities
Increase focus on Corporate social responsibility- Consumers are started considering CSR actions while making decisions regarding purchasing. Thus it is an opportunity for a brand for development and improvement to focus on CSR which will also address the issue of consumer education.
The business model based on services- The presence of services is there in the fashion industry from the beginning but increasing in fast fashion companies reduces interest in the service-related business model. The objective is to move towards restyling the existing product instead of creating a new one. 
Adopting voluntary simplicity- Focus of voluntary simplicity is on reducing consumption of fashion goods & natural resources by using products carefully & by increasing the usefulness of the product. The opportunity lies with the company to embedded the voluntary simplicity through broadening the usefulness of the product, upcycling, etc.
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1 Effective distribution of information & goods- To sustain competitive advantage distribution of services & information through a discount system in department & online stores, catalog services, information of the material & process of product manufacturing must be provided to the customers to increase customer loyalty (Pinto, 2017).
2 Disruptive Innovative supply chain- The efficient supply chain driven by technology and focusing on recycling & reusing of products is the requirement. People need a conceptualized product at low rates which can be achieved by reducing the cost by adopting recycling methods.
3 Focus on building an online network- With the pandemic, the increase in demand for online services & virtual facilities must be incorporated into the business model to survive the environmental changes.
4 Eco-friendly business Model- Increasing CSR actions, using recycled material, zero waste generation techniques, using appropriate waste disposal systems, are some of the methods that must be embedded in the business model as customers are considering these factors while purchasing.
5 Design-driven Innovation- The companies need innovation in providing design to the products made of waste & recycled material. One of the major reasons why companies are not shifting to eco-friendly methods is because it lacks design, color. To hold the future market of fashion innovation in this is the need.
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.Increasing in accusation of being the most polluted industry it is highly important now for the fashion industry to integrate practices of sustainability in the business model. Fast fashion is dangerous and convenient and in long run, it is not affordable as it encourages wastefulness. Grading factories on basis of workers & safety rights, using sustainable sourcing & packaging, reducing harmful processes are some of the recommended practices to be followed (Back, 2017). Delivering eco-friendly products & creating an ethics-based brand image will be the key factors of competitive advantage of the brand in the industry in the future. 
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