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[bookmark: _Toc144462889]Introduction
In the dynamic landscape of the global retail industry, where customer preferences, technological advancements, and market trends evolve rapidly, the success of a company hinges on its ability to formulate and execute effective strategies. This report delves into the strategic analysis of Marks and Spencer plc by conducting a comprehensive examination of both internal and external factors. This report aims to provide insights into the company’s current position, potential challenges, and growth avenues. The author will analyse Macro environment of the company through PESTEL analysis. Secondly, Micro-environment analysis will be conducted through Industry life cycle analysis and Porter’s industry five forces analysis. Whereas internal performance will be assessed using Value chain analysis, VRIO analysis and SWOT analysis. The author will then explore growth strategy and its competitive advantage along with Green strategy and CSR. Further, the author will recommend the potential strategies toward success in the face of evolving market dynamics. 
[bookmark: _Toc144462890]Background of company
Marks and Spencer plc (commonly abbreviated to M & S) is one of the leading multinational retailers. In 1884, Michael Marks opened his first Penny Bazaar in Leeds. It was named M & S on 28th September 1894, after Tom Spencer joined as a partner to help Michael in his growing business. Having its headquarters in Paddington, London, it specialises in selling food, clothing, and homeware products through 1487 stores internationally and employs more than 65,000 people globally. M & S operates primarily in the United Kingdom but has also expanded internationally; in various countries, including Ireland, France, Spain, Germany, and India. The main properties of M & S are stores, which are a core part of M & S’s omni-channel future and serve as competitive advantages (Marks and Spencer plc, 2023). M & S holds 50% investment in Ocado Retail which offers online delivery and is progressively expanding its footprint across more than 100 international markets (Marks and Spencer Group plc, 2023a). Further, M & S Bank operates in partnerships with other companies providing financial services and credit products and through M & S Energy, in collaboration with Octopus provides renewable energy. The company has been broadening its customer base across 100 international markets by leveraging robust local partnership and online channels (Marks and Spencer plc, 2023). It has generated total sales of £11.93 billion and with the increment of 18% in its net profit, in 2023, M & S shows its net profit of £364.5 million in 2022/23 (Marks and Spencer Group plc, 2023a). 

[bookmark: _Toc144462891]M & S’s Mission and Objectives
‘The mission Plan A was first launched in 2007 to reduce the impact on the planet. Now, M & S’s mission is to reset the Plan A sustainability programme to give a singular focus on becoming a net zero business across entire supply chain by 2039/40. The main objective of M & S is to build a sustainable business through consistent, profitable growth and to act responsibly in meeting its accountability to shareholders and wider stakeholders’ (Marks and Spencer plc, 2023). 
[bookmark: _Toc144462892]Macro-Environment Analysis
The Macro Environment is the external factor that influences overall business environment. The macro environment is a highest- level layer that consists of broad environmental factors that impact to a greater or lesser extent many organisations, industries, and sectors (Whittington, et al., 2019). The Macro environmental analysis is an essential component of strategic management. It examines the broad environmental factors and identifies potential opportunities as well as threats and helps to make fundamental decision about the future direction of an organisation. 
[bookmark: _Toc144462893]PESTEL Analysis
PESTEL analysis consists of six categories of macro environmental variables (i.e Political, Economical, Socio-cultural, Technological, Environmental and Legal). The main aim of conducting PESTLE analysis is to detect unavoidable macroeconomic changes that could profoundly affect a company’s growth in terms of its products, brand or even its entire organisation (Marmol, et al., 2015). PESTEL analysis emphasizes on identifying trends making it valuable tool proactive thinking and anticipating change, rather than being overtaken by it. A PESTEL factor has helped M & S to prepare the best strategies in advance. 
Political Variables
The political variable of PESTEL model emphasizes the influence of the state and other political aspects in the macro-environment (Whittington, et al., 2019). It examines the government rules and regulations, policies, laws that affects the business environment.
Economical Variables 
The economical variable includes factors concerning the well-being of the economy such as fiscal or monetary policy, GDP growth rates, inflation, employment rates, exchange rates, spending patterns, interest rates, economic situation and prospects of relevant industries and other indicator. 
Socio- Cultural Variables
The social variables of the macro environment affect organizations in two ways: by shaping economic demand and supply, and by influencing organizational innovation and power (Whittington, et al., 2019). The socio-cultural variable consists of factors related to demographics and population trends, customer preference and trends, history, religion, distribution of income, age distribution, lifestyle, education levels, health among population, migration etc.  
Technological Variables
Technological variables form an indispensable part of the whole organisational competitive advantage that enhance task, targets and performance of organisation (Darmaki & Jaafar, 2023). Technological variables comprises of e-commerce technologies, information and communication resources, potential for innovation, pattern of using existing techniques, foreseeable technological trends, technology transfer etc. 
Environmental Variables
Environmental contexts relate to inhibiting and facilitating factors in the organisational areas of operations. The environment of an organisation comprises the whole physical and social factors that have an impact on the decision-making process of an organisation (Darmaki & Jaafar, 2023). The environmental factors that may affect the business environment are climate change, sustainability, resource availability, environmental regulations or requirements, future developments in the environment etc. 

Legal Variables
Legal factors encompass the influence of laws, regulations, and legal frameworks on business. Legal factor includes labour, environmental and consumer regulation, taxation and reporting requirements, rules on ownership, competition and corporate governance (Whittington, et al., 2019). 
The PESTEL environment has impacted M & S operations in various aspects. Some of them are described in Appendix no.1. 
However, the company needs to identify their key drivers of change which are influential environmental factors that can significantly affect industries and determine strategy outcomes. Identifying key drivers for change supports managers prioritize critical PESTEL factors informing strategic decisions for effective responses with industries or sectors.  
[bookmark: _Toc144462894]Micro-Environment Analysis
The micro-environment of an organisation relates to the immediate periphery of a company. Micro-environmental analysis will analyse the company’s internal resources in terms of their strength and weakness. These have a direct influence on the operation of the company. 
[bookmark: _Toc144462895]Industry Life Cycle
The industry life cycle concept proposes that industries start small in their development stage, then go through a period of rapid ‘growth’, culminating in a period of ‘shake out’. The final two stages are first a period of slow or even zero growth ‘maturity’, and then the final stage of ‘decline’ (Johnson, et al., 2011). The industry life cycle is a model that explains the five phases that an industry typically goes through from its ‘development’ stage to ‘decline’. It provides insights into the growth and maturity patterns of industries and helps businesses and investors understand the challenges and opportunities associated with each stage. 
M & S operates in a retail industry. Considering industry life cycle, M & S is operating in the Maturity Phase’ for both the food and apparel sector which can be explained below:
Barriers to Entry increase: M & S’s long-established presence in both the food and apparel industries creates barriers to entry for new competitors. The company has built strong brand recognition, a loyal customer base, and well-developed networks, making it challenging for new entrants to compete effectively. 
Distribution control: M & S provides service through 1,487 physical stores spread across the world physical stores, as well as its online platform which gives it a level of control over its distribution channels. Its partnerships with various suppliers and manufacturers also contribute to its distribution advantage. M & S’s e-commerce distribution centre at Castle Donington has created a fast, agile and flexible supply chain.
Economies of scale and experience curve benefits: M & S’s decades of experience in this industry have likely allowed it to benefit from economies of scale and experience curve advantages. The company’s established supply chain, efficient logistics, and production processes contribute to its ability to offer products at competitive prices. 
Price as a key factor: M & S faces competition in both the food and apparel sectors, where price is significant factor. The company often competes based on offering value for money and affordable pricing while emphasizing quality and brand reputation. 
Buying power increases: In mature markets, buyers have more options and can easily switch between suppliers. M & S’s buyers have become more discerning, seeking value, quality, and convenience. Therefore, M & S is focused on innovation and new strategies to retain their customers. 
[bookmark: _Toc144462896]Porter’s Industry Five Forces Analysis
Porter’s Five Forces Framework assists industry analysis and help to identify industry attractiveness in terms of five competitive forces: (1) extent of rivalry between competitors; (2) threat of entry; (3) threat of substitutes; (4) power of buyers; and (5) power of suppliers (Whittington, et al., 2019). Porter emphasizes that strong forces make industries less appealing for competition. High rivalry, influential buyers and suppliers, and threat of substitute or new entrants squeezes the profitability. When Porter’s five forces model assesses and examines five competitive forces. It analyses company’s competitive environment. 
Considering Appendix no.2 the author have concluded the Porter’s Five Forces analysis of M & S as below: 
1) Competitive rivalry: The competitive rivalry of M & S is high. 
2) Threat of new entrants: The threat of new entrants for M & S is low.
3) Bargaining power of supplier: Bargaining power of suppliers of M & S is low.
4) Bargaining power of buyer: M & S has strong bargaining power for buyers. 
5) Threat of Substitute: Threat of substitute is high for M & S. 
However, Porter’s five competitive forces are therefore highly interdependent with the other subsystems in the external environment, rather than being relatively stand-alone (Grundy, 2006). 
[bookmark: _Toc144462897]Internal Analysis
The internal analysis is a critical component of strategic management, where an organisation evaluates its internal resources and capabilities to understand its competitive advantage and identify areas for improvement. This analysis helps organisations gain insights into their core competencies and assess their ability to achieve their goals and objectives effectively. 
[bookmark: _Toc144462898]M & S’s Strategic Resources and Capabilities
Resources are assets that a firm control for strategy. Capabilities, a subset of resources, enable optimal resources use, aiding strategy execution. Capabilities alone don’t create strategies but enhance resource-driven strategy implementation (Valentin, 2014). The crucial factor in upholding and prolonging competitive advantage lies in effectively utilizing a company’s resources and capabilities. Resources and capabilities can be classified into three categories:  Physical, Financial and Human. 
[bookmark: _Toc144462899]Threshold resource and capabilities: 
Threshold resource and capabilities are essential for an organisation to fulfil basic requirements and achieve parity with rivals in a specific market (Whittington, et al., 2019). Threshold capabilities may achieve parity with their rivals but might not provide advantage over them.
Long-time suppliers: M & S foods source from 600 first-tier suppliers, connecting to 1000s of farms and 100,000s of small holder farmers globally. For Clothing and Home products, they work with 400 primary global suppliers, who are linked to various level of raw material mills and other suppliers (Marks and Spencer plc, 2022). In September 2022, M & S acquired Gist, a Food logistics provider which enabled them to drive sustainable investments and innovation with autonomous decision-making power.
Large number of stores and its capacity: M & S has extensive number of physical outlets situated primarily in urban area. Further, the company has now focus on accelerating store rotation and renovation, aiming to establish a dynamic portfolio of 180 full-line along with 400 Food stores in main business locations (Marks and Spencer Group plc, 2023a).
Varieties of products and services: M & S is serving its customers varieties of products such as 5000 lines of food, varieties of clothing and home products with over 40 third-party brands, as well as services like Ocado retail, M &S Bank & M & S international. 
Customer service: M & S has over 65,000 human resource comprising of skilled and knowledgeable employees providing excellent customer service and maintains operational efficiency. 
[bookmark: _Toc144462900]Distinctive resource and capabilities: 
Distinctive resource and capabilities are required to achieve competitive advantage. These are dependent on an organisation having a distinctiveness or uniqueness that is of value to customers and which competitors find difficult to imitate (Whittington, et al., 2019). Distinctive resources and capabilities are ‘winners’ required to triumph over competitors.
Brand reputation: M & S has a long history and a strong reputation for quality, reliability, and customer trust. It has a reputation of product-led innovation. Its brand is often associated with high standards and a commitment to offering quality products. 
Store location: M & S has an extensive network of 1487 physical stores which serves as a prominent platform for customer engagement and sales. It has been successful to locate its store in high street which attracts customer attention and increase customers footfall. 
Innovative products: M & S is known for fantastic quality and high level of innovation. It has a reputation for introducing new and unique food offerings to the market, often focusing on premium and ready-to-eat options. M & S is pioneer to offer organic fairtrade cotton clothing, fairtrade coffee, sweat-free shirts, and launch its own line of gluten-free pastries. To foster innovation, M & S operates its innovation hub, to create exclusive products and face the challenges. 
Multi-channel retailer: M & S has embraced multichannel retailing, offering products both through physical stores and online platforms. M & S has built new e-commerce distribution centre at Castle Donington that will create a fast, agile and flexible supply chain. (Marks and Spencer plc, 2013)
[bookmark: _Toc144462901]VRIO Analysis of Distinctive Resources and Capabilities
Jay Barney, outlines four key criteria for evaluating the potential of capabilities in securing competitive advantage: Value, Rarity, Inimitability and Organisation support. 


Value:
Strategic capabilities hold value if they provide potential competitive advantage in a market while the associated costs enable the organization to attain satisfactory retuns (Gerry Johnson, 2011). Effective use of resources by the organisation, will generate a greater value relative to competitors.
Rarity:
Rarity is the resources or capabilities that cannot be controlled. Rarity contributes to competitive advantage. If the firms possessing a valuable resource or capability are fewer than required for perfect industry competition, it’s considered rare and a potential basis for competitive advantage (Barney & Hesterly, 2018).
Inimitable:
An organization’s resource must be difficult as well as pricey to imitate. If imitation is easy, rivals can exploit the profits generated in the market to replicate those rare resources (Lynch, 2018). 
Organization:
The capacity for competitive advantage in a firm relies on the value, rarity, and imitability of its resources and capabilities. Yet, to fully realize this potential, the firm must be structured to effectively leverage its resources and capabilities (Barney & Hesterly, 2018).
VRIO analysis of M & S
	Resources
	Valuable?
	Rare?
	Costly to imitate?
	Exploited by organisation?
	Competitive Advantage

	Brand Positioning and reputation
	Yes
	No 
	No
	Yes
	Temporary Competitive advantage

	Suppliers and Distribution Network
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage

	Innovative products
	Yes
	No
	No
	Yes
	Competitive parity

	Multi- channel retailer
	Yes
	No
	No
	Yes
	Competitive parity

	Patents, Copyrights and Trademarks
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage



The effective use of the company resources and capabilities has exploit M & S’s opportunities and neutralize threats which has resulted in increasing its net revenues and decreasing its net costs.
[bookmark: _Toc144462902]Value Chain Analysis	
The value chain approach developed by Michael Porter in the 1980s identifies where the value is added in an organisation and links the process with the main functional parts of the organisation. It then attempts to assess the contribution that each part makes to the overall added value of the business (Lynch, 2018). The concept of the value chain invites the strategist to think of an organisation in terms of sets of activities. 
The frameworks for considering these categories are:
[bookmark: _Toc144462903]Primary Activities
Primary activities are directly involved in manufacture of a product or the delivering a service.
Inbound logistics: M & S has merged food suppliers into Bradford warehouse and improved automation in clothing & Home. It is also building an East Midlands warehouse for e-commerce and National Distribution Centre, strengthening their supply chain control.
Operations: M & S focuses on innovation, quality, and sustainable practice during the manufacturing process to create a distinctive product. For example, in the food sector, M & S introduced in-store bakery as new feature for freshness of bakery items to customer as well as to move one step further in sustainability by removing plastics from the fresh loaves.
Outbound logistics: M & S offers diverse channel operations, presenting versatile choices for ordering and delivery. This includes in-store shopping, home catalogue browsing, click and collect and online purchasing. M & S further enhances online shopping convenience by providing next day delivery options. 
Marketing and sales: M & S leads as the first UK retailer to launch a Virtual Influencer named Mira (Marks and Spencer, Influencer, Reality, Augmented). Mira teams up with the Insiders to showcase M&S’ latest styles, catering to a tech-savvy community influenced by social media in their clothing choices, particularly among the younger audience.   
Services: M & S has implemented staff zoning within Food halls and increased staffing levels in stores to uphold and elevate customer service standards.
[bookmark: _Toc144462904]Secondary Activities
Secondary activities contribute to enhancing the efficiency of primary activities and play a crucial role in effectively establishing competitive advantage.
Procurement: M&S possesses ample financial resources supported by strong balance sheet. The company practises diligent expense management, ensuring prudent allocation of funds. 
Technology development: M & S have reputation for product-led innovation. Since 1884, M & S has consistently led the way to offer various innovative products, such as organic Fairtrade cotton clothing, Fair trade coffee, sweat-free shirts and gluten-free pastries. They also pioneered co-ordinated bras and girdles. Now, they continue their innovation through a dedicated innovation Hub, addressing industry challenges. (Marks and Spencer plc, 2023)
Human resource development: In 2013, M & S co-founded Movement to Work- a collective effort of UK employers dedicated to combating youth unemployment through high quality vocational training. M & S’s enduring Marks and Start programme offers essential work experience to disadvantaged job seekers. (Marks and Spencer Group plc, 2023a)
Infrastructure: M&S employs a streamlined organisational structure with minimal hierarchical layers facilitating swift decision- making responses when required.
This analysis explores the individual contributions of each component in generating value for the company and how these differ from competitors. 
Margin represents the additional value indicating the contrast between the total value and the collective cost of executing the value activities. 
The challenge with using the value chain in strategic development lies in its focus on identifying current business linkage and value-additions within the existing structure. However, real competitive strategy might demand revolutionary thinking that goes beyond the existing structure. In such cases, the value chain might not be the appropriate tool to achieve these goals.
[bookmark: _Toc144462905]SWOT Analysis
SWOT analysis evaluates internal Strengths and Weaknesses, along with external Opportunities and Threats. It is a method to assess the organization’s internal factors and their alignment with external factors. This approach follows distinction drawn by Andrews between two aspects of the organisation:
1. Strengths and Weaknesses- explored in the resource-based analysis.
2. Opportunities and Threats- explored in the environment-based analysis (Lynch, 2018). 
When formulating a strategic response to the environment, the objective is to mitigate recognized threats and capitalize on optimal opportunities. M & S’s strengths, weaknesses, threats, and opportunities can be described as follows:
Strength: 
Store Network: As of FY 2022, the company operated 1,487 stores and online services across 100 international markets with 1,035 stores in the UK and 452 outlets worldwide as per FY 2022/23. M & S serves about 30 million global customers along with online platforms. Its expansive selling space of over 16.7 million sq ft in the UK and 5.0 million sq ft internationally extends its customer reach and market influence (Marketline, 2023).
Financial Performance: Improved financial performance enables the company to deliver higher shareholder returns and allocate substantial funds for growth initiatives. In FY 2022/23, revenue surged to £11.9 billion from £10.9 billion in FY2021/22, marking annual growth of 9.6%. This growth was driven by 11.5% rise in the net sales of UK Clothing and Home segment, a 12.6% increase in the international segment’s revenue, and an 8.7% boost in the UK Food revenue. Additionally, net income surged by 18 % in FY 2023 (Marks and Spencer Group plc, 2023a).
Weakness:
Challenges in the clothing segment: M & S has struggled to keep up with trends in the clothing industry compared to food industry. Financial report 2023 shows the sales of UK clothing & Home is GBP 3,715 million whereas, sales of UK food is almost double i.e. GBP 7,218 million (Marks and Spencer Group plc, 2023a). M & S clothing industry its declining overall sales.  The company has recently launched initiatives to keep up with new trends and improve the sales in clothing sector.
Opportunities:
New Products launch: Regular introduction of new products aids in customer retention and acquisition. M & S plans to cater to evolving customer needs and expand its clientele by launching innovative products. Their research indicated dissatisfaction among over 60% of vegetarians regarding available option. In response, M & S unveiled a range of 14 vegetarian meals in September 2022. Additionally, M & S introduced Sparks Pay in October 2023, offering a streamlined payment experience. They are also testing subscription models like Sparks Delivery pass to integrate shopping with M & S into customer’s routines. (Marks and Spencer Group plc, 2023a)
International expansion:  M & S has been largely dependent on UK market. M & S has the opportunity to expand its international presence, particularly in emerging markets such as Asia and Africa. The company could focus on fashion apparel and accessories and could be benefit from growing global online retail market. This could help the company diversify its revenue streams and reduce its dependence on the UK market. 
Threats:
Changes in fashion trends: M & S performance faces challenges from rapid shifts in fashion trends.  The escalating pace of trend changes necessitates constant product updates. Brand aligning with these trends tend to attract customer loyalty. Failure to adapt its collection according to trends and preferences could adversely impact m & S’s customer base. 
Extensive competitive environment: M & S functions within a highly competitive retail sector. Competition hinges on factors include price, range, quality, store positioning, service and marketing. Main rivals of the company are Boohoo Group Plc, Asda Stores Ltd, Sainsbury Plc, Tesco Plc and many more. Some of these have higher operational experience, stronger resources, brand recognition, and financial strength. Additionally, some have advanced online platform integration, enriching customer experiences (Marketline, 2023).
[bookmark: _Toc144462906]Strategies to Sustain Competitive Advantage
[bookmark: _Toc144462907]Porter’s Generic Strategy
Competitive strategy pertains to how a company or organisation gains a competitive advantage. This strategy involves factors like costs, product and attributes, service quality, and branding. Porter’s classification between cost, differentiation and scope defines a set of ‘generic’ strategies. 
Cost-leadership strategy involves becoming the lowest-cost organisation in a domain of activity. 
In March 2023, M&S introduced a new reduced packaging scheme, Bring Your Own Bag (BYOB) initiative for click & collect orders at 251 outlets.
Differentiation strategy incorporates distinctiveness in a particular aspect that customers highly value, enabling the company to charge a premium price.
In July 2023, M&S agreed a partnership with Bartholomews Agrifood and Fertiberia for using the fertilisers produced with green hydrogen instead of natural gas.
In July 2023, M&S entered into a partnership with eBay and Oxfam to sell second-hand school uniforms.
In August 2023, M&S entered into a partnership with a cooking app and platform to enable customers to find 150 original recipes featuring signature M&S ingredients.
Focus strategy concentrates on a specific segment, customizing products or services to meet its exclusive needs, while excluding others. This strategy has two variations based on the source of competitive advantage: cost or differentiation.  
In July 2023, M&S introduced dedicated school uniform Shwop boxes in over 200 stores across the UK.
M & S is currently applying store overhaul strategy anticipating decreasing Clothing & Home selling area by 20% within five years while expanding Food space by 10-15%. (Marks and Spencer Group plc, 2023a)
A hybrid strategy integrates various generic strategies. Hybrid strategies are, however, complex and should be handle carefully. They demand thoughtful evaluation as they involve reconciling the essential trade-off between low cost and differentiation. (Gerry, 2016)
Generic strategies (cost leadership, differentiation and focus) are options for firms, yet their selection is bounded by firm size, industry, competition, and resource availability. Small companies are suited for focus strategy while larger ones can opt for cost leadership and differentiation.		
[bookmark: _Toc144462908]Growth Strategies
[bookmark: _Toc144462909]Ansoff matrix
 The Ansoff matrix is a marketing planning tool that guides businesses in defining their product and market growth strategies. It focuses whether products are new or existing and whether the market is new or existing.
Market Penetration: M & S has committed £13 million to invest in its stores located in the North East of England. This investment aims to enhance and improve the shopping experience for customer in the region. (Marks and Spencer plc, 2023)
In May 2023, M&S opened a new brand store with 17 more openings in Leeds, the UK.
In April 2023, M&S announced its plans to invest GBP12.5 million to expand its store presence in London, the UK.
Product Development: 
In June 2023, M&S launched a dairy-free milk alternative, similar to cow’s milk.
In May 2023, M&S planned for a stylish new Clothing department design in the North of England.
Market development: 
In May 2023, M&S opened its new shoe retail store in Rotherham, England, the UK.
In February 2023, M&S opened its new store in Glasgow Queen Street station.
Diversification: 
M&S collaborates with 140+ partners to enhance customer offerings in key areas like dresses, sports, home, and beauty, leveraging third-party brands to attract and retain shoppers. (Marks and Spencer Group plc, 2023a)
[bookmark: _Toc144462910]Green Strategy and Corporate Social Responsibility (CSR)
The green strategy emphasizes creating sustainable value chains to enhance environmental responsibility, comply with regulations, and optimize the supply chain. Green supply chain management integrates environmental considerations across product design, material sourcing, manufacturing, delivery, and end-of-life product management (Dubey & Gunasekaran, 2016). There are different types of green strategies such as green growth, green finance, and net zero. The goal of a green strategy is to balance the organization’s operations and growth with the preservation of natural resources, reduction of pollution, and overall sustainability. A well- defined green strategy not only benefits the environment but can also enhance a company’s reputation, reduce costs, and attract environmentally conscious consumers and investors. It’s important for organizations to continuously evaluate and update their green strategies to stay aligned with the latest sustainability trends and best practices. 
M & S founders believed in building solid relationships with suppliers, employees, and the community for lasting success. Trust is a core value, reflected in M & S’s CSR effort for enhancement. Over time, they have introduced diverse CSR initiatives for people, products, and the community, differentiating from competitors. M & S prioritizes stakeholder responsibility in alignment with core values: quality, service, innovation, and trust. Their contributions encompass a comprehensive approach to societal issues, particularly in the realms of green strategy and CSR. M & S main contributions towards green strategy and CSR are: 
Charity and Community Support
M & S key charity partnership includes Breast Cancer Now, Macmillan Cancer Support, The Royal British Legion, Great Ormond Street Hospital Charity, Shelter and more. Further, M & S’s charitable project includes:
· Donation of returning clothing and business surplus go to Newlife, which funds medical research and support for disabled and terminally ill children.
· Donation of clothing samples are given to Shelter, a homeless charity.
· Food that is past its expiration date is donated to Fare share, a network redistributing surplus food to vulnerable communities. (Fiber2fashion, 2023)

Climate change
M & S ‘s 94% of carbon footprints (6.1 million tonnes) comes from value chain- how they make and source their products. The company commits to reduce corporate greenhouse gas emissions 55% by 2030 from a 2017 base year. 
Waste Management
As part of Plan A, five-year ‘eco plan’, M & S is committed to ceasing landfill waste from their UK and Irish stores. Instead, use it to produce green energy via ‘anaerobic digestion’ or compost. M & S goal is to cut waste by 50% by 2030 and redistribute all edible surplus food via charity partnership by 2025. Removing best before dated from 300 fresh produce items to curb food waste. M & S targets waste reduction across stores, logistics, and supply chain while promoting efficient food storage and usage by customers. They aim for 100% recyclable packaging by 2025 and removing 1 billion units of plastic food packaging by 2027 (Marks and Spencer plc, 2023).
Sustainable Raw Materials
Since 2019, M & S is successful in converting 100% of the cotton used in clothing to be sourced through partnership with Better Cotton or with Organic and Recycled certification. It has target to source its clothing through 100% ‘green rated’ Man-made cellulosic by 2025. The company is working with number of industry and civil society organisations to tackle the causes of deforestation and promotes the benefits of more sustainable products. It ensures raw materials suppliers partners follows updated Animal Feed Policy, mass balance and segregated systems through development plans. 
Health
As a five years plan, M & S targets everyone to choose a healthier lifestyle. They plan to: 
· Replaced artificial colours with natural colours in products like sweets and cakes.
· Increase healthy food offerings with focus on reducing salt and fats.
· Put Healthy Eating Advisers in stores.

People
M & S store teams and workforces align with national diversity averages in the UK. The company determined to achieve a minimum of 50% female and 15% ethnic minority representation in senior management by 2025. They consistently assess policies to ensure legal compliance. M & S employees around 75,000 people worldwide and have lowest employee turnover rates. Each year, it employs 150-200 graduates for different positions. Moreover, they prioritize the inclusion and empowerment of individuals with disabilities and those from economically disadvantaged backgrounds among candidates and colleagues (Marks and Spencer plc, 2023)
[bookmark: _Toc144462911]Conclusion
After, comprehensive analysis of M & S into both internal and external factors, author has gained a holistic understanding of the company’s current standing and potential challenges. In such a dynamic environment, M & S faces intricate challenges, but also numerous growth opportunities. The integration of a growth strategy alongside competitive advantage, as well as the incorporation of a Green strategy and CSR initiatives, underscores the company’s commitment to adapting to evolving market dynamics while maintaining ethical and sustainable practices. 
[bookmark: _Toc144462912]Recommendation
As the global retail industry experiences rapid shifts in customer preferences, technological advancements, and market trends, it is imperative for companies to navigate these changes effectively. Therefore, the author suggests M & S to prioritize in strategies agility, allowing for swift adaptations in response to changing circumstances. The company has invested in developing innovative products and encourage to continue it, to enrich customers interactions. Furthermore, the author recommends M & S to apply differentiation strategy collaboratively with tech entities, suppliers and third-party brands and widen market presence. Lastly, the author recommends enhancing its commitment to sustainability with green strategy using distinctive resources and capabilities which will help company to build strong brand reputation. 
References
Barney, J. & Hesterly, W., 2018. Strategic Management and Competitive Advantage. 6th ed. s.l.:Pearson Education, Limited.
Darmaki, N. A. & Jaafar, B. H., 2023. Small and medium emprises performance in Dubai: A critical role of technological factor and environmental factor. Management science letters, 2023, 01, Volume 13 (2), pp. 86-95.
Dubey, R. & Gunasekaran, A., 2016. Strategic Management of Sustainable Manufacturing Operations. Hershey: Business Science Reference.
Fiber2fashion, 2023. Corporate Social Responsibility. [Online] 
Available at: https://fashiongear.fibre2fashion.com/brand-story/mands/corporate.asp#:~:text=Donations%20to%20charitable%20organizations%20are,important%20to%20their%20local%20community.&text=Centrally%20it%20donates%20returned%20clothing%20and%20business%20surplus%20to
[Accessed 22 08 2023].
Gerry Johnson, R. W. K. S., 2011. Fundamentals of strategy. 9780273758600: Pearson Prentice Hall.
Gerry, J., 2016. Exploring Strategy. 11th ed. Harlow, England: Pearson Education.
Grundy, T., 2006. Rethinking and reinventing Michael Porter’s five forces model. Strategic change, Volume 15(5), pp. 213-229.
Johnson, G., Whittington, R. & Scholes, K., 2011. Fundamentals of strategy. 2nd ed. Harlow: Pearson Prentice Hall.
London stock exchange, 2023. Prices and Markets. [Online] 
Available at: https://www.londonstockexchange.com/stock/MKS/marks-and-spencer-group-plc/company-page
[Accessed 08 08 2023].
Lynch, R., 2018. Strategic Management. 8th ed. s.l.:Pearson Education, Limited.
Marketline , 2023. M&S Plans £13M Investment in Newcastle Store. [Online] 
Available at: https://advantage-marketline-com.ezproxy.uwtsd.ac.uk/News/ms-plans-13m-investment-in-newcastle-store
[Accessed 08 08 2023].
Marketline, 2023. M&S, Dune amongst firms 'named and shamed' for minimum wage breach. [Online] 
Available at: https://advantage-marketline-com.ezproxy.uwtsd.ac.uk/News/m-s-dune-amongst-firms-named-and-shamed-for-minimum-wage-breach_158309
[Accessed 08 08 2023].
Marketline, 2023. Marks and Spencer Group plc, SWOT analysis. [Online] 
Available at: https://advantage-marketline-com.ezproxy.uwtsd.ac.uk/Company/Profile/marks_and_spencer_group_plc?swot
[Accessed 08 08 2023].
Marks and Spencer Group plc, 2023a. Annual Report, London: Marks and Spencer Group plc.
Marks and Spencer Group plc, 2023b. Sustainability Report, London: Marks and Spencer Group plc.
Marks and Spencer plc, 2013. M&S OPENS NEW DISTRIBUTION CENTRE IN CASTLE DONINGTON. [Online] 
Available at: https://corporate.marksandspencer.com/media/press-releases/ms-opens-new-distribution-centre-castle-donington
[Accessed 25 08 2023].
Marks and Spencer plc, 2022. Marks and Spencer plc. [Online] 
Available at: https://corporate.marksandspencer.com/media/press-releases/ms-launches-new-vegetarian-range-demand-more-veggie-options-grows
[Accessed 08 08 2023].
Marks and Spencer plc, 2022. Supply chain and responsible sourcing policy, London: Marks and Spencer Group plc.
Marks and Spencer plc, 2023. Corporate Governance at Marks and Spencer. [Online] 
Available at: https://corporate.marksandspencer.com/about-us/corporate-governance
[Accessed 29 07 2023].
Marks and Spencer plc, 2023. How Plan A is helping to protect the magic at M&S. [Online] 
Available at: https://corporate.marksandspencer.com/how-plan-helping-protect-magic-ms
[Accessed 08 08 2023].
Marks and Spencer plc, 2023. International. [Online] 
Available at: https://corporate.marksandspencer.com/about-us/our-businesses/ms-international
[Accessed 29 07 2023].
Marks and Spencer plc, 2023. M&S announces Newcastle store transformation with £13 million investment in North East. [Online] 
Available at: https://corporate.marksandspencer.com/media/press-releases/ms-announces-newcastle-store-transformation-ps13-million-investment-north-east
[Accessed 08 08 2023].
Marks and Spencer plc, 2023. Our business. [Online] 
Available at: https://corporate.marksandspencer.com/about-us/our-businesses
[Accessed 29 07 2023].
Marks and Spencer plc, 2023. Our History. [Online] 
Available at: https://corporate.marksandspencer.com/about-us/our-history
[Accessed 29 07 2023].
Marks and Spencer plc, 2023. Plan A Our Planet. [Online] 
Available at: https://corporate.marksandspencer.com/sustainability/plan-a-our-planet
[Accessed 29 07 2023].
Marks and Spencer plc, 2023. Property Acquisition Brochure. [Online] Available at: https://corporate.marksandspencer.com/search-result?q=innovation&querytype=Exact&start=0&page=1
[Accessed 10 08 2023].
Marks and Spencer plc, 2023. Stores. [Online] 
Available at: https://corporate.marksandspencer.com/about-us/our-properties
[Accessed 29 07 2023].
Marks and Spencer plc, 2023. Sustainability. [Online] 
Available at: https://corporate.marksandspencer.com/sustainability
[Accessed 22 08 2023].
Marmol, T. d., Feys, B. & Probert, C., 2015. PESTLE Analysis. 11th ed. s.l.:Lemaitre Publishing.
Morden, T., 2016. Principles of strategic management. 3rd ed. ed. London,New York: Routledge.
Statista, 2023. Number of clothing and home supplier factories of Marks & Spencer as of March 2023, by country. [Online] 
Available at: https://www.statista.com/statistics/1102485/number-of-suppliers-of-marks-and-spencer-by-country/
[Accessed 10 08 2023].
Valentin, E. K., 2014. Business planning and market strategy. s.l.:SAGE.
Whittington, R., Regnér, P., Angwin, D. & Johnson, G., 2019. Exploring Strategy, Text and Cases. 12th ed. Harlow: Pearson Higher Education & Professional Group.













[bookmark: _Toc144462914]Appendix 
[bookmark: _Toc144462915]Appendix no 1: PESTEL Analysis
	Political Variables

	Brexit and Russia/Ukraine war: The decision of the United Kingdom to exit the European Union has had significant effect on M & S operations, particularly concerning trade regulations and tariffs. Consequently, the company lost several free trade agreements with European suppliers, leading to increased product costs for customers. In 2022, M & S confronted two major challenges; impact of EU border complications and the ending of shipments to their Russian franchise partner due to the war in Ukraine. As a result, M & S formulated plans to fully withdraw from the Russian franchise, incurring a charge of $31 million which includes adjustment expenses linked to Russia exit, and addressing the business disruption in Ukraine. Moreover, Ukrainian operations have been partially suspended due to the adverse impacts of the ongoing war. (Marks and Spencer Group plc, 2022). 

	Economical Variables

	Discount retailers: In the current market, many small retailers are emerging in the market to offer value-for-money products. Ranging from budget clothing stores to budget- friendly supermarkets, these competitors are taking away M & S’s market share. People nowadays is opting to their local retail store or discount retailers like Aldi, Lidl, and Primark rather than M & S premium products.

	Socio- Cultural Variables

	Ready meal as customer preferences: In current market, consumers prefer ready meal because of their busy schedule and trend of consuming easy-to-cook food is increasing. Food of M & S has outperformed due to investment in innovation in fresh, easy-to-cook food and trusted value and parallelly fixing the backbone processes of supply chain. Hence, there was an 8.7% increase in food sales, accompanied by a 5.4% rise in sales in financial year 2023. (Marks and Spencer Group plc, 2023a)


	Technological Variables

	Sparks Pay: Recognizing the growing significance of convenient payment in fostering customer-retailer relationships, M & S introduced Sparks Pay in October 2023. This offers Sparks customers a streamlined one-click payment on M&S.com and its app. Furthermore, M & S is exploring diverse subscription models, including the Sparks Delivery pass, to firmly integrate shopping at M & S into customers’ regular routines. (Marks and Spencer Group plc, 2023a)


	Environmental Variables

	Sustainability: M & S has formed partnership with various organisations that are aligned with sustainability goals. To achieve the M & S commitment on net zero ambition in food, M & S has joined Manufacture 2030 to measure, manage and reduce their emissions.  Similarly in clothing and home it is involved in the Sustainable Apparel Coalition. It has partnered with Worldwide Fund for nature (WWF) to work on sustainable sourcing and ethical business practices. Partnership with Oxfam encourages clothing recycling through ‘Shwopping’. Octopus energy provides customers with renewable energy. Furthermore, it collaborates with the Rainforest Alliance to promote sustainable farming practices and ensure the conservation of natural resources.

	Legal Variables

	Minimum wage: M & S has been publicly criticized by the UK Government for not adhering to the minimum wage regulations for their lowest-paid employees. The Department for Business and Trade has pointed out that M & S violated the National Minimum Wage law. M & S failed to pay £578,390.79 to 5,363 workers (Marketline, 2023).	
General Data Protection Regulation (GDPR): M & S manages and processes a substantial amount of personal data to strategically operate its business. However, it is essential for M & S to utilize this personal data in a manner that upholds individual rights and aligns with legal obligations. Therefore, M & S is dedicated to conforming with relevant data protection regulations, which encompass the UK General Data Protection Regulation and Data Protection Act.
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	1) Competitive rivalry:

	There are many players in the retail industry and the competition is extensively high. Customers have wide range of retailers to choose and have zero to minimal switching costs. Competitors of M & S, for example Asda, Tesco, Walmart, ALDI, Lidl, H & M, Sainsbury etc and many other local retailers are taking market share of the company by offering improved products both expensive and affordable. Hence, the competitive rivalry of M & S is high. 

	2) Threat of new entrants:

	M & S has market capitalization of £4,022.72 million (London stock exchange, 2023) with store network of 1,487 stores spread across the world. It has a good brand loyalty along with chain of distribution channels. Therefore, new entrants require a substantial capital investment to enter the market successfully. Additionally, new entrants to this market need substantial expertise and experience to effectively operate.

	3) Bargaining power of supplier:

	M & S purchases its raw materials from various suppliers across the world. It source clothing and home products from Bangladesh, China, Cambodia, Vietnam, India, Turkey and Sri Lanka. By March 2023, M & S had established business relationships with 196 factories in China, contributing to the retailer’s clothing and home product supply. India hosted the second-highest number of suppliers, with 94 factories (Statista, 2023). Therefore, the switching cost for M & S is low. Hence, Bargaining power of suppliers of M & S is low.

	4) Bargaining power of buyer:

	In the competitive market, numerous companies exist, and customers are highly price conscious so, they explore every alternative store before making purchasing decision. Customers have minimal switching cost which makes it challenging to retain them ultimately creates strong bargaining power for buyers.

	5) Threat of Substitute:

	Nowadays, numerous companies offers similar products at lower prices which leads customer to switch between products. Further, nowadays it is easy to imitate the designs which will make M & S rigid to differentiate from other companies. Therefore, threat of substitute is high for M & S. 
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