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Introduction 
In order to lead organisations towards success and sustainability, strategic analysis is crucial. It entails evaluating one's own strengths and limitations, finding opportunities and risks in the outside world, and making well-informed judgments. On this note, for the well-known UK based retailer Marks and Spencer, strategic research is essential for navigating the dynamic business environment, comprehending customer trends, and efficiently allocating resources (Henry, 2021). Moreover, the business may take advantage of new possibilities, handle competitive issues, and adjust to shifting client needs by undertaking a thorough strategic analysis. Henceforth, the company is better equipped to create a solid company plan, improve operational effectiveness, and keep a competitive advantage in the retail and fashion sectors, assuring long-term development and profitability. 
Following the significance of the aspect mentioned above, this report aims at presenting an extensive and systematic strategic analysis of Marks and Spencer by starting with the background of the company, discussing macro and microenvironment analyses, and internal analysis. Furthermore, the report also includes strategies to sustain growth, competitive advantage, the requirement of a green strategy, and CSR involvement in its discussion. Besides, the comprehensive findings of the entire analysis are put into the form of a conclusion, and a set of recommendations for the company has been narrated at the end of the report. 
Background of Marks and Spencer 
Michael Marks and Thomas Spencer established this well-known British international fashion and retail store in 1884, and clearly it has a history dating back more than a century. The firm serves a wide spectrum of customers because of its extensive product line, which includes apparel, household items, and food. In the year 2021, the brand had a sizable staff of more than 78,000 people working throughout the globe to support the company's operations in diverse areas (Marks and Spencer, 2020). Given the fact that customer tastes and preferences and market conditions kept changing with time and during the course of its existence, the business experienced multiple periods of boom and phases of difficulty. Even though the retail market has seen ups and downs for the company's financial status, it has managed to retain a strong presence regardless. The brand's main operational markets are in the United Kingdom, where it has a large number of physical stores as well as a strong online presence, in addition to international growth into Europe, Asia, and quite extensively in the Middle East, which has quickly strengthened its worldwide presence.
Brand’s Mission and Objectives
As part of its commitment to ethical and sustainable business practices, Marks and Spencer strives to provide consumers with high-quality goods in the categories of fashion garments, furnishings, appliances, and food items. Moreover, in order to ensure consumer fulfillment and loyalty, the company seeks to provide a smooth purchasing experience (Marks and Spencer Group plc, 2022). Hence, the main objectives of the brand are to continuously innovate, grow its worldwide reach, and provide value to consumers and other stakeholders through ethical business practices and beneficial social and environmental influences.
Macro-Environment Analysis 
Analysing an organisation's macroenvironment involves assessing its external factors, such as its political, economic, social, technical, environmental, and legally binding consequences. This is also commonly known as PESTEL analysis (Perera, 2017). For Marks and Spencer to comprehend these external factors that have substantial impacts on the business' operations, this analytical framework is crucial.
PESTEL Analysis 
Political Factors
The political climate in the UK has a big influence on the expansion of the brand. The activities of the retail sector are impacted by governmental policies, laws, and trade agreements. These policies and laws include those governing taxation, employment, and product safety. Moreover, there is no wonder about the fact that the company's supply chain ease, tariffs, and access to foreign markets may be impacted by changes in political leadership and uncertainty resulting from Brexit. Besides, the confidence and spending patterns of consumers may also be negatively impacted by political instability or chaos.
Economic Factors
Economic variables, including the UK's unemployment rate, inflation rates, and GDP growth, have an impact on the company's success. Retail sales are directly impacted by shifts in customer disposable income and purchasing power parity over a given period of time. Therefore, recessions or economic downturns may result in a decline in consumer inclination toward spending on leisure goods, which will certainly have an impact on the company's sales. Notably, a global retailer like Marks and Spencer, which has extended operations around the world on a large scale, may also experience changes in operational expenses and sales due to currency fluctuations. In light of this, it is obvious that economic issues are crucial to the ongoing and upcoming success of this brand. 
Social Factors
Ageing populations, shifting family arrangements, and urbanisation are some of the common examples of how demographic changes may affect consumer preferences and the demand for particular goods. Furthermore, growing consumer demand for green and socially conscious goods is a result of rising awareness of sustainability and ethical standards, making it difficult for the company to match its range of items to these swiftly changing product preferences. Besides, changes in lifestyle preferences and fashion trends may further have an effect on sales of apparel and home goods. Given these, it is evident that the business of Marks and Spencer may be severely impacted by the evolving social landscape in the UK. 
Technological Factors
To improve the client experience and operational effectiveness, the business must adapt to the most recent technological advancements. For them to remain competitive and draw in more online customers, they must keep enhancing digital marketing, mobile applications, and e-commerce, including the formats where the apparels are visually shown, selection, adding to cart, easy and secure checkout and payment processes, as well as timely delivery and payment on delivery at the doorstep. When it comes to the discussion of technological consequences, it is important to note that data analytics and artificial intelligence may assist the business in improving inventory control and personalising its services while also providing the organisation with useful insights about the behaviour of its customers.
Environmental Factors
Scarcity of resources, waste management, and climate change are the most crucial aspects of environmental factors. The demand for environmentally friendly goods and sustainable sourcing is growing as customers become more concerned about sustainability and the welfare of society as a whole. Thus, to live up to consumer expectations and comply with legal obligations, the company must boost the execution of eco-friendly programs, lower its carbon footprint through its manufacturing process, and encourage and monitor responsible sourcing.
Legal Factors
Numerous laws and rules have an effect on Marks and Spencer's business operations. These are known as legal considerations in a business environment. This covers laws governing intellectual property rights, employment rules, consumer protection laws, and regulations pertaining to competition. To keep the business's reputation intact and stay out of legal trouble, compliance with these regulatory obligations is essential. Furthermore, market access and supply chains for the company may also be impacted by changes to trade agreements and the judicial consequences of Brexit since 2020.
Micro-Environment Analysis
The study of internal elements and competitive dynamics inside a sector or market that have a direct impact on an organisation's operations and decision making roadmaps is referred to as micro-environment analysis. Moreover, it is important because it aids in understanding a company's position in the marketplace, seeing potential threats and opportunities, and developing viable growth and expansion plans (Cherunilam, 2021). Notably, Porter's Five Forces analysis and the industry life cycle are two fundamental concepts utilised in microenvironment analysis for a business. Thus, the discussion below will jot down the analysis of these two separately. 
Industry Life Cycle
Four stages, which are, respectively, introduction, growth, maturity, and decline, are used by the Industry Life Cycle model to classify a company (Cantner et al., 2021). Understanding the present phase of the life cycle of the retail industry is essential for Marks and Spencer in order to create successful strategies for the brand.
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Figure 1: Key Stages of Industry Life Cycle
(Source: Habib and Hasan, 2017)
	Introduction
In this phase, the retail company observes the arrival of new parallel companies, the introduction of revolutionary goods, and the market experiments done by those ones. For the brand to be able to obtain a competitive edge, they may need to concentrate on differentiating their products and enhancing their brand loyalty and reputation among their existing and new consumer base.
	Growth
Rapid industrial growth, strong demand, and heightened competitiveness are all characteristics of this phase. Hence, market penetration, a wider selection of products, and a solid client base are the three areas Marks and Spencer should prioritise even more.


	Decline
A contracting market, falling sales, and out-of-date items are signs of the phase when the company is on the verge of or already in its decline stage. Henceforth, if Marks and Spencer wants to maintain its success, it may need to think about diversifying, looking into new markets, or using creative tactics.
	Maturity
The retail market approaches saturation, and the level of competition picks up during the maturity period. Therefore, the brand has to concentrate on cost reduction, improving operational effectiveness, and customer retention if it wants to keep its market share high and grow in the long run.



Porter’s Industry Five Forces Analysis
This analysis aids in determining the competitive position of the organisation and possible threats by evaluating the forces at play within an industry (Pervan et al., 2017).
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Figure 2: Porter’s Five Forces of an Industry Analysis 
(Source: Mahat, 2019)
	Threat of New Entrants
	Threat of Existing Substitutes
	Bargaining Power of Customers
	Bargaining Power of Suppliers
	Competition or Industry Rivalry

	The low level of barriers to entry in the retail sector can draw in new rivals. However, potential competitors are significantly prevented from entering the market by Marks and Spencer's long term brand establishment, devoted clientele, and economies of scale.
	Due in large part to the growth of e-commerce and online purchasing platforms, the retail sector is constantly at risk of being replaced. In order to stand out from competitors, the brand should constantly develop and offer innovative and trendy items, especially when it comes to fashion garments and the world of fast fashion. 
	Because there are so many alternatives available to consumers, they have a lot of negotiating leverage in the retail sector. In order to retain the existing customers, the company must concentrate on offering special value offerings, discounts, and gift cards along with top-notch customer service at both offline outlets and online stores.

	Due to the need for high-quality products and prompt deliveries, suppliers in the retail sector may be in a position of influence. Hence, it is crucial that Marks and Spencer keep good ties with its suppliers and look into all of its procurement choices in order to minimise this aspect and also to be able to abide by the sustainability choices of the production process.
	There is no doubt that the retail sector is marked by fierce rivalry, which has an effect on pricing policies and financial performance. While separating its products and services from those of its rivals, this fashion brand must constantly watch their actions and policy changes and modify their strategies tactfully and accordingly.



Internal Analysis
To determine an organisation's fundamental skills and opportunities for improvement, internal analysis entails evaluating the internal resources, capabilities, and competencies of the organisation (Namugenyi et al., 2019). This form of analysis is important because it enables businesses to identify their competitive advantages, deal with their shortcomings, and make wise decisions that will improve performance and assist them in reaching their strategic goals in the short term as well as in the long term.
Mark and Spencer’s Strategic Resources and Capabilities 
The brand's huge network of physical outlets around the UK is a crucial strategic asset. These retailers have a large geographic presence, which makes it simple for customers to obtain their items and raises brand prominence and awareness (Phillips and Moutinho, 2018). Furthermore, the company's developed distribution network and supply chain enable effective product delivery, guaranteeing timely availability to satisfy consumer expectations (Rushton et al., 2022). Another significant one of its important resources is its well-established brand name, which has been developed over many years and is known for its reliability and superior craftsmanship. Therefore, this brand value enables the company to draw in devoted clients and keep a competitive edge throughout the entire season.
Its position in the market is further strengthened by its capabilities. The business's experience in the retail sector has made it possible for it to manage online and offline stores well, and provide a wide range of products. Additionally, the brand has gained a thorough grasp of the tastes and purchasing habits of its target market, enabling it to modify its seasonal product offerings to suit the demands of its consumers (McDaniel Jr. and Gates, 2018). Besides, the company's emphasis on sustainability and moral business conduct also demonstrates its capacity to adjust to shifting customer needs, especially environmental concerns, and make a beneficial impact on society and the ecosystem.
Value Chain Analysis	
This analysis by Marks and Spencer highlights areas of strength as well as areas that need correction or modification. Product availability and variety are maintained through efficient primary activities such as incoming logistics, operations, distribution, marketing, and sales (Cheung et al., 2021). Customer service that is both effective and efficient encourages loyalty and a good brand reputation for the company. Moreover, the improvement of main operations is made possible by secondary activities including purchasing, technology, and a competent workforce (Pimenta et al., 2022). This UK fashion retailer's ongoing performance is also supported by a well-structured corporate infrastructure.
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Figure 3: Elements of Value Chain Analysis
(Source: Cheung et al., 2021)
Primary Activities
	Inbound Logistics
	The value chain of the brand is critically dependent on its supplier network. In order to maintain the availability of top-notch items in its stores, the firm effectively acquires products from suppliers. With the help of this efficient inbound logistics system, the company can control inventory levels and quickly meet client demand.

	Operations
	Manufacturing the items the brand plans and initiates to sell, packing those goods, and managing stores are key operations the company goes through during the entire period of its business. To improve the whole shopping experience for customers, Marks and Spencer focuses on providing high-quality goods and keeping its stores attractive.

	Outbound Logistics
	Product delivery on schedule to the company's outlets across the UK is ensured through its large and prompt distribution network. Therefore, it can be assumed that a strong market presence and great customer service are made possible by efficient outbound logistics for the business.

	Marketing and Sales
	In addition to engaging in focused marketing campaigns to promote its goods and seasonal offerings, the firm uses its strong brand recognition to draw in customers. Henceforth, it is quite evident that the success of the company depends on efficient marketing initiatives and sales tactics.

	Customer Service
	The provision of outstanding customer service is highly valued by Marks and Spencer. In order to encourage client loyalty and good word of mouth, this also involves competent employees, easy return and refund channels, and individualised support at the store.


	
Secondary Activities
	Procurement
	Strategic purchasing methods used by Marks and Spencer guarantee the sourcing of premium goods and materials at reasonable costs. The firm works with dependable suppliers to further its dedication to sustainability and moral sourcing.

	Innovation and Technology Development 
	The business makes investments in data analytics, e-commerce platforms, and digital solutions to boost operational effectiveness and learn crucial details about client preferences. Therefore, it is easy to assert that adopting technology and encouraging innovation are important components of the company's secondary efforts or activities. 

	Human Resource Management 
	The employees of this firm are a great resource for the growth and expansion of its business. Marks and Spencer places a strong emphasis on employee empowerment, training, and development since these factors help create an experienced and motivated team that provides excellent customer service.

	Firm Infrastructure
	A broad organisational structure, financial management, and administrative operations make up the firm's infrastructure. An effective framework helps the company run smoothly and makes it possible to make strategic decisions.



VRIO Analysis of Distinctive Resources and Capabilities
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Figure 4: VRIO Analysis
(Source: Chatzoglou et al., 2018)
Marks and Spencer has a competitive advantage in the UK retail industry due to the resources that its VRIO analysis suggests are valuable and uncommon, such as a solid reputation as a brand and a vast retail outlet network. Moreover, the success of the company is also attributed to its effective supply chain, awareness of the needs of the client, focus on sustainability, and use of technology (Walters and Rainbird, 2017). Its innovations in technology can, however, be somewhat moderately imitated by its rivals. Besides, the company's competitive edge is further enhanced by its well-organised and skilled team, which also guarantees outstanding customer care and operational effectiveness. The following tabular representation is the brief of this discussion.	
	Resource/Capability
	Value
	Rarity
	Imitability
	Organisation

	Strong Brand Reputation
	Valuable
	Rare
	_
	_

	Extensive Store Network
	Valuable
	Rare
	_
	_

	Efficient Supply Chain
	Valuable
	Common
	_
	_

	Customer Understanding
	Valuable
	Rare
	_
	_

	Emphasis on Sustainability
	Valuable
	Rare
	_
	_

	Technological Integration
	Valuable
	Common
	Moderately
	_

	Well-Trained Workforce
	Valuable
	Common
	_
	Organized





SWOT Analysis 
	Strengths
· Strong brand reputation
· Extensive physical retail outlet network
· Emphasis on sustainability
· Understanding shifting preferences of customers
· Skilled and competent workforce
	Weaknesses
· High operating costs
· Slow market responsiveness
· Online competition
· Fashion trend challenges

	Opportunities
· Technological advancements
· Growth in e-commerce 
· more variations of sustainable product lines
· Broader international expansion
	Threats
· Rapidly changing consumer preferences
· Economic uncertainties
· Supply chain disruptions
· Intense competition



The brand has a number of strengths, including a solid reputation for dependability and quality, a large number of retail outlets that make it easy for people to reach the brand, and a keen grasp of its target market that results in personalised services and devoted adherence (Gurl, 2017). Moreover, the firm is boosting its brand image by placing a strong emphasis on sustainability, which is in line with the rising demand for environmentally friendly products. Marks and Spencer also benefits from a skilled team that guarantees superior service to its clients and efficiency in operation (Li et al., 2023). However, the business has some weaknesses due to fierce online competition that affects its market share, delayed market reactivity that hinders adaptation to consumer trends, costly operational expenses, and difficulties keeping up with fast evolving fashion trends. Yet, the brand has the opportunity to take advantage of the development of e-commerce, penetrate new markets, profit from long-term product demand, and rely on technical improvements to boost consumer engagement and productivity (Arustamyan et al., 2020). It is also important for the company to consider its threats, and hence it must deal with the risks provided by fierce competition, unpredictable economic conditions, rapid changes in consumer tastes, and possible breakdowns in supply chains. 
Strategies to Sustain Competitive Advantage
A thorough strategy should enable the brand to hold on to its competitive edge in the short and long term. The following is a comprehensive discussion of some of the prominent strategies the company should consider sustaining. 
Digital transformation
Marks and Spencer must include digital technology and e-commerce solutions if they want to compete in the current retail environment. The business should prioritise improving its online presence, offering consumers a user friendly experience, and utilising data analytics to better understand client behaviour (Sahu et al., 2018). Furthermore, with the adoption of omnichannel commerce, customers may be able to connect with the brand across a variety of encounters, which should improve ease and customer happiness.
Innovative marketing strategy and product development
Strategic marketing efforts that communicate the brand's distinctive value proposition should be used to uphold its good reputation, while community-based marketing initiatives and cause-related marketing programs improve consumer relationships and reputation. Moreover, the ability to respond to shifting consumer tastes is made possible by ongoing investments in innovative marketing tactics and the development of trendy products. Regular market research detects developing trends, inspiring the development of fresh products that satisfy consumer wants (Kim and Sullivan, 2019). Besides, environmentally aware consumers are drawn to businesses that embrace sustainability. Thus, the brand may maintain its competitive edge and increase client loyalty by putting green tactics into practice.
Supply chain optimisation
In order to optimise inventory management, cut down on lead times, and streamline procedures, Marks and Spencer should collaborate closely with suppliers. Its competitive advantage should grow if items are delivered punctually and reliably to retailers or customers (Brun et al., 2017). So it seems reasonable that a supply chain that is well-optimised may greatly increase operational effectiveness and cost savings. 
Porter's generic strategy
Cost leadership, product differentiation, and customer focus are the three core strategies included in Porter's generic strategy framework to get a competitive edge (Islami et al., 2020). To maintain its lead in the competition, Marks and Spencer can use a mix of these tactics.
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Figure 5: Three Fundamental Strategies of Porter's Generic Strategy
(Source: Omsa et al., 2017)
	Cost Leadership
	Customer Focus
	Product Differentiation

	To provide items at cheaper prices than its rivals, the brand may concentrate on cutting costs in its business processes. Optimum management of processes, economies of scale, and effective supply chain management are required for this strategy. The business may gain more market share by attracting price-conscious clients with cost-cutting measures without sacrificing quality.
	Focusing on a certain industry or section of people is part of this strategy. The goods and marketing strategies used by the brand may be tailored to a certain demographic or geographic location, targeting a specific section of the population. The business can gain a competitive edge over competitors that are more general and less specialised by providing for the unique demands of this specific customer base.
	Marks and Spencer should concentrate on providing distinctive and outstanding goods and services if they want to stand out in the market. To do this, the company must comprehend the wants and desires of its customers in order to design items that satisfy them. Notably, differentiation may be created through branding, quality, customer service, and product design. By highlighting its unique products, the business may increase client loyalty and generate higher revenues.


Growth Strategies
Ansoff Matrix
Four growth strategies are offered by the Ansoff Matrix, which takes into account the mix of markets and goods (Zugay and Zakaria, 2023). The diagram below shows the four corresponding strategies for growth for a business. 
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Figure 6: Ansoff Matrix of Growth Strategies
(Source: Zugay and Zakaria, 2023)




	Market Penetration
The first goal for Marks and Spencer in its present market should be to boost sales of its current items. In order to draw in more clients and boost their purchasing frequency, this strategy uses intensive advertising, promotional campaigns, and reward programs.
	Product Development
Another opportunity for expansion is the introduction of new items to the current market. Market research may be used by the brand to pinpoint unmet consumer preferences and wants, after which new goods can be created to satisfy those needs.

	Market Development
By using current products, this technique expands into new markets. For the purpose of reaching untapped client groups, the company may increase its presence in various areas or nations.
	Diversification
By entering completely new markets with new items, Marks and Spencer may pursue diversification. Although there may be a high risk associated with this technique, it can result in enormous growth and lessen reliance on a single market.



International Strategies
Marks and Spencer may have new opportunities for growth as a result of its overseas expansion. Some of the key international strategies are as follows. 
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Figure 7: Key International Strategies
(Source: Lacal-Arántegui, 2019)


	Exporting
	Licensing and Franchising 
	Partnering and Strategic Alliance or Joint Ventures
	Acquisition or FDI

	Marks and Spencer may begin by supplying its goods to markets abroad. This tactic decreases investment risks while allowing for gradual market participation.
	The brand can provide overseas partners permission to use their name and products by entering into licensing agreements. With the help of this tactic, the business may grow without making substantial cash commitments.
	Joint ventures that are formed by partnering with regional businesses can give access to their resources and skills, facilitating market entrance and growth.
	Marks and Spencer is able to maintain total control over its business operations and branding by developing entirely-owned subsidiaries or purchasing existing companies in overseas countries. Even though the maximum amount of market control is available with this technique, it also carries higher costs and dangers.



Green Strategy and CSR
In order to show Marks and Spencer's commitment to sustainability and ethical business practices in the UK and everywhere else it operates, green strategy and corporate social responsibility are essential (Melander, 2018). The company may improve its brand reputation, foster greater customer loyalty, and make a beneficial impact on society and the environment by incorporating environmentally friendly programs and social responsibility activities into its business operations.
Green Strategy
For the purpose of reducing its negative environmental effects and advancing sustainability throughout its value chain, Marks and Spencer can establish a thorough green strategy comprising several projects. The firm's carbon footprint must be greatly reduced by putting an emphasis on energy efficiency and applying modern techniques in its retail locations, fulfillment facilities, and office buildings (Yu et al., 2021). Moreover, the success of the green approach is also enhanced by using renewable energy sources and reducing energy usage as much as possible. Furthermore, the firm is committed to sustainability, and sustainable sourcing practices, such as giving preference to vendors that use eco-friendly materials and ethical manufacturing procedures while ensuring fair labor norms, are consistent with this objective (Bick et al., 2018). Nonetheless, green materials for packaging, such as reusable or biodegradable choices, should be given priority since they may certainly help decrease waste and promote an environmentally friendly supply chain. On this note, the brand may embrace waste reduction strategies, put in place recycling programs, motivate customers to recycle, and support recycling campaigns in order to get towards zero waste (Khandual and Pradhan, 2019). Likewise, adopting environmentally friendly transportation strategies, such as using electric delivery trucks and simplifying logistics to reduce carbon emissions, promotes the business's overall green strategy and helps to build a more environmentally aware and responsible brand.
Corporate Social Responsibility (CSR)
Through a variety of worthwhile projects, the brand should be able to show its dedication to CSR. This involves engaging the community through collaborations that solve social concerns and help local communities (Sudolska et al., 2020). Moreover, ethical sourcing practices are required to respect human rights and social responsibility, and importantly, placing a priority on the well-being of employees through fair salaries, benefits, and career possibilities are another crucial way to address CSR protocols (Jain et al., 2018). Notably, the company's reputation is improved and a varied talent pool is attracted when diversity and inclusion are valued in the workplace. Additionally, by assisting nonprofits that share the company's values, Marks and Spencer demonstrates its commitment to ethical and sustainable business practices while having a significant influence on both social and environmental challenges.
Marks and Spencer may include both consumers and staff in green and CSR efforts to foster an environment of ownership and accountability. In this regard, customers may develop a stronger bond with the business if they are encouraged to participate in sustainability initiatives such as recycling drives and eco-friendly product lines (Chan et al., 2020). Moreover, a common engagement with the company's ideals may be fostered by involving workers through volunteerism and sustainability training. For the green strategy and CSR actions to be properly communicated to consumers, workers, and other stakeholders, transparency regarding the manufacturing process and operations as well as effective collaboration are essential. Furthermore, building confidence and trust also requires remaining honest about the development of sustainability and CSR, as well as its difficulties and successes. To this notion, impact measurements are routinely reported on and shared, which keeps stakeholders informed (James and Montgomery, 2017). Besides, continuous improvement is always crucial, as this helps identify areas for development and makes sure that projects continue to be applicable and successful over time, and this is done through frequent evaluations and stakeholder input.
Conclusion
To create effective strategic management plans, Marks and Spencer must take into account a number of external elements in the UK. On this note, political, economic, social, technical, environmental, and legal factors are highlighted in the PESTEL study as having an impact on the company's performance and decision-making. It can be deduced from the analysis that for continued success, it is essential to place an emphasis on sustainability, accept technological advancements, and comprehend client preferences. Moreover, in order to customise tactics and hold a dominant market position in the fiercely competitive retail business, the micro-environment study includes evaluating the business Life Cycle stage as well as Porter's Five Forces of industry analysis. In order for the company to maintain its position, it is also vital to make the most of strategic resources, including customer knowledge, store network efficiency, brand reputation, and supply chain effectiveness. The discussion also finds that the brand is able to develop and respond to market changes with the help of effective value chain management. Furthermore, it is possible to gain a competitive edge by utilising unique resources such as brand recognition, a sustainability emphasis, and technological integration. On this note, the focus of a SWOT analysis is on resolving vulnerabilities and seizing opportunities to strengthen the competitive position. The analytical discussion also confronts the fact that it is necessary to establish cost leadership, product differentiation, and customer focus strategies, embrace innovation and digital transformation, optimise the supply chain, and make investments in branding and staff development. The company's position can be improved by pursuing growth initiatives using the Ansoff Matrix and becoming global. Nevertheless, establishing a strong CSR framework and green strategy allows a company to connect its image with the changing attitudes of its target market, enhancing brand recognition and customer loyalty while also improving the community as a whole and the environment. 
Recommendation
Marks and Spencer UK has to give important suggestions top priority if it wants to maintain and strengthen its competitive edge. The first step will be to minimise the impact on the environment by creating a thorough CSR framework that emphasises sustainability and social responsibility. Moreover, stakeholder support should be gained through including consumers and staff in green projects and by maintaining open communication. Additionally, adopting technological creativity and digitalisation into its system through investments in e-commerce and online growth should take into account shifting customer preferences. Analytical use of data may also improve operations and consumer comprehension. Likewise, increasing product availability should result from supply chain and operational optimisation for cost savings and excellence. Furthermore, it is crucial to place an emphasis on branding and customer experience, and to stand out from the competition with special services. Additionally, adopting growth methods that involve investigating fresh product-market pairings and worldwide development can help the brand take advantage of global prospects. Besides, encouraging employee growth and inclusion should result in a motivated staff. By carrying out these recommendations, Marks and Spencer should be able to position itself as a leader who values responsibility, innovation, and the needs of the consumer while surviving in a fast-paced fashion sector.
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