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Introduction
Strategic Management involves the implementation of processes, goals, and objectives to increase the competitive advantage of the organisation (Hull and Scott, 2020). This report will provide a comprehensive analysis of various aspects related to the enterprise, including its history, mission, and objectives; an assessment of the internal and external environment; and strategies for maintaining M&S's (Marks & Spencer) competitive advantage. This will contribute to a deeper understanding of the current state of the company, which will facilitate the formulation of additional suggestions and the inclusion of a concluding segment in the report. 
Background of Marks & Spencer
The company chosen for completing the current report is Marks & Spencer, shortly termed M&S, founded in the year 1884 and is headquartered in London. M&S offers their customers different clothing products and services across the globe and the industry in which the company deals is the retail industry. Some of the main brands of M&S are Autograph, Per Una, Goodmove, Rosie, M&S Collection, Boutique, Jaeger, and M&S Energy. The founders of M&S were Michael Marks & Thomas Spencer and according to Marks & Spencer, (2023), a total of 1487 stores are located at M&S across the globe. Also, approximately of over 65000 employees are working in M&S as of 2023 and are operating in over 100 international markets.  

Figure 1: Financial Performance of M&S, 2023
Source: Marks & Spencer, 2023
The information provided in the above image comprehends the financial performance of the organisation by assessing its efficacy on the international market. Profit after taxes for the fiscal year ending on March 31, 2023, is approximately £364.5 million (Marks & Spencer, 2023).   
Marks & Spencer - Mission and Objectives
Mission Statement of M&S 
To make aspirational quality accessible to all. Values - Quality value, service, innovation, and trust. 
Objectives of M&S 
To create long-term value through the effective use of its resources and relationships with the implementation of its core values – inspiration, innovation, integrity, and in-touch.
Macro-Environment Analysis
Various models, including PESTLE and Porter's Five Forces, were utilised to conduct the macroenvironmental analysis, which aids in comprehending and assessing the efficacy of the business environment in the new marketplace. In the subsequent instance, the report incorporates PESTLE Analysis in greater detail. 
PESTEL Analysis
The PESTLE analysis examines the external market conditions that influence an organization's operations. This analysis considers various factors, including political, economic, social, technological, legal, and environmental influences on the marketplace environment. Additional details regarding the analysis and evaluation have been included in the report: 
External Factors	Factors Description
			Political Factors 	Lower tax policies have had a positive effect on the operation of the business. (Opportunity) 	Succeeding long-term business expansion policies will be facilitated for M&S by the stable and robust political climate (Opportunity) 	International pressure on the retail and motel industry to comply with World Trade Organisation regulations. (Threat)
			Economic Factors	Government intervention has the potential to hurt the sales and profits of businesses (Fini, Gharapetian and Asgari, 2022). (Threat) 	Increase in the liberalisation of trade policies to facilitate additional investment in the regions (Opportunity). 	M&S's financial performance is anticipated to remain stable over the next decade because of increased investment in new industries, stable demand driven by disposable income, and effective government spending (Opportunity).
			Social Factors 	M&S's application of demographic information to its service and product offerings has been extraordinarily beneficial (Threat).	Increased expenditures on vital services. (Opportunity) 	The United Kingdom's negative stance on migration hinders M&S's capacity to effectively manage operations (Opportunity)
		Technological Factors 	Supply chain partner empowerment (Opportunity) 	Investment in R&D at both the micro and macro levels (Opportunity) 	Concerns over technology transfer and licencing for M&S’s Retails Group (Nyame-Asiamah and Ghulam, 2020) (Threat)
			Legal Factors	Business rules created by the World Trade Organisation, the European Union and others must also be followed by M&S, making the process and strategy difficult ()(Threat) 	Data protection laws are key components of corporate success. (Opportunity and Threat)
			Environmental Factors 	Regular inspections by environmental authorities have increased M&S's operating costs. (Threat) 	Raising consumer awareness places environmental concerns at the forefront of M&S’s Retail's strategy. (Threat) 	Previous climate accords established measurable objectives for the United Kingdom's national government. 

In summary, the PESTEL model is a significant operational instrument for businesses that entails a comprehensive evaluation of the macroenvironmental factors that influence the setting in which businesses function. The strategic decision-making processes of commercial enterprises, including M&S, are subject to the influence of numerous factors, including environmental issues and political concerns, each of which comprises several variables.
Micro-Environment Analysis
Numerous instruments for micro-environmental analysis have been developed in the paper. A multitude of methodologies have been investigated to assess the impact of the microenvironment on the overall functioning of an organisation, as indicated by the research. The segment provides an analysis of the industry life cycle and the application of Porter's five forces model to evaluate the microenvironments that impact an organisation. The representation of M&S in the report is as follows:
Industry Life Cycle
The term "Industry Life Cycle" has been described as the progression of a company industry through four phases, which are determined by the features of the business, including the introduction, growth, maturity, and decline stages (Pellizzari, Spencer and Bouman, 2020). A discussion has been made on the implementation of the following analysis of the functioning of the retail industry in the United Kingdom.  
Introduction 
The initial stage signifies the commencement of an industry, distinguished by the introduction of a novel service, technology, or product. The inception of the clothing industry in the United Kingdom involved the distribution of clothing items, including those sold by M&S, to customers through a variety of channels, including offline and online platforms. Upon comparing the current period to the preceding one, it becomes apparent that the organisation has expanded its portfolio of services offered to its clientele (Tipu, 2022). 
Growth 
The changing nature of the clothing industry is both an outcome of their creativity along with changing needs and requirements of customers. The following stage states the improvements that have been made in the working of the hospitality industry such as the inclusion of food, beverages, recreation, and other activities in the hospitality industry such as the M&S, H&M, ZARA, and many more for meeting with the needs and requirements of customers in the marketplace. 
Maturity 
The following phase is referred to as the maturity stage, during which an industry attains its highest point and is in a state of maturity. Ongoing endeavours are being made within the UK Retail Industry to enhance the quality of services rendered to hospitality companies and their clientele (Fini, Gharapetian and Asgari, 2022). Utilisation of artificial intelligence, incorporation of additional services, and enhancements to customer service quality are among these developments. Moreover, the organisation is allocating resources towards research and development to facilitate the realisation of its marketplace goals and objectives. Thus, attainment of the maturity level has not yet occurred. 
Decline 
The decline is the ultimate stage of the industry's life cycle when the performance of each product or service within the industry begins to decrease. As the non-achievement maturity stage, the UK Retail Industry is not now in a declining stage; once that stage is finished, a move to the declining stage will be possible. 

Porter’s Industry Five Forces Analysis
Michael E. Porter developed Porter's Five Forces Model, which is a framework for measuring an industry's profitability and competitiveness. It achieves so by considering five main forces: supplier and consumer bargaining power, competitive rivalry, the danger of substitutes, and the threat of new entrants (Charles and Uford, 2023). The following is a full description of the practical execution of the succeeding model on M&S in the report: 
Threat of New Entrants 
M&S is an international enterprise engaged in the retail of apparel, household goods, and culinary products. The location of its headquarters is in London. It is widespread across the globe, inhabiting over a thousand distinct locations. It commands a considerable amount of brand loyalty, which is consistent with the situation of well-established competitors in this industry. The maturity of this industry signifies that the current firms are striving to preserve their current market share to avert the possibility of its decline in the future (Whittington, Regnér and Angwin, 2020). 
Additionally, a substantial financial investment is required to establish a network of stores with the magnitude of Marks & Spencer's presence. Nevertheless, this does not guarantee a substantial revenue stream from sales. This has been feasible due to the brand equity that Marks & Spencer has accumulated during its 138-year history, commencing from its inception. Every other significant competitor in the market is currently situated in the same position as delineated earlier (Nandonde, 2019). 
This industry will face a barrier to entry in the form of novices lacking the requisite knowledge and expertise to operate effectively in this market. Because of each of these factors, the threat that new competitors may present could be considered significant. 
Bargaining Power of Suppliers 
The entities from which Marks & Spencer acquires its basic materials are referred to as suppliers. Marks & Spencer, a globally recognised operating corporation, maintains a strong brand equity and a presence in numerous countries. It procures its basic materials from multiple suppliers as opposed to one. Their materials lack significant distinctiveness. Furthermore, by producing them itself as opposed to acquiring finished goods, the company gains a competitive edge by enabling it to offer higher profit margins on sales, which would be unattainable through the purchase of finished products (Thornton and et al., 2019). 
Moreover, the potential for supplier forwarding integration is severely constrained. In addition, the transition from one supplier to another does not incur significant switching costs for Marks & Spencer, given their current practice of procuring from multiple providers. Due to its extensive supplier sourcing, M&S may be able to negotiate lower-margin purchases. Based on the consideration of the aforementioned factors, it can be deduced that the suppliers' leverage in negotiations is restricted.  
Bargaining Power of Customers 
The individuals who make purchases from Marks & Spencer are labelled as "customers." Retail customers are inherently price-sensitive, and the sector is among the most fiercely competitive in the global marketplace. The diminished transition costs borne by consumers contribute to an increased challenge in retaining current clients. An equally pronounced concentration of consumers can be observed (Wellner and Lakotta, 2020). Additionally, clients are presented with an extensive selection of alternatives from which to select. Additionally, a diverse array of competitors exists, each offering products that are unique and like those provided by the organisation. Additionally, the available options are both expensive and inexpensive.  
Threat of Substitutes 
Marks & Spencer is an enterprise operating within the culinary and apparel sectors. Both are essential prerequisites for the sustenance of the human species. Due to this, alternatives to them do not exist in and of themselves. However, these products are susceptible to substitution with alternatives provided by other companies (Sarker, Lipol and Al Saeed, 2020). Marks & Spencer has amassed a substantial quantity of brand equity in the apparel industry throughout its existence, and the company continues to invest in product development to differentiate itself from its rivals. 
This is problematic, however, because it is not difficult to take the concepts and produce an almost identical product at a lower price. Nonetheless, the equity of the brand contributes to the success of its product sales. Additionally, Marks & Spencer's culinary products are susceptible to substitution with an extensive array of alternatives, including those available at Waitrose. When all the aforementioned factors are considered, it is possible to conclude that the risk associated with replacements is substantial. 
Competitive Rivalry 
As previously said, competition in the retail business is fierce. There are several market participants, and consumers are price-sensitive. Customers have very little to low switching fees and a diverse selection of merchants to pick from. Customers have a wide range of options open to them as well. This rivalry is exacerbated by huge corporations branching into retail and growing internet shopping. Marks & Spencer's market positioning is a high-quality brand that provides good value for money. 
This holds for both the clothes and food verticals in which it operates. The corporation may boost its online sales figures, but it still has a long way to go. Marks & Spencer's loyalty programme, which features personalisation, is a success (Kalensky and et al., 2022). However, since its position has shifted from delivering daily cheap prices to supplying items to everyone, it is depreciating the brand and attempting to give things to everyone from its former specialisation point. If this trend continues, it will be indistinguishable in the future.
Internal Analysis
Internal analysis pertains to the examination and understanding of internal business attributes that impact the operations, expansion, and progress of an organisation. To examine and assess the organisation at a global scale, numerous models will be implemented, including Value Chain Analysis and VRIO analysis, which will provide insights into the internal state of the company. In the report, the application is additionally recommended as follows: 
M&S Group’s Strategic Resources and Capabilities
The paper elaborates on several models that have been created for the goal of assessing M&S Group's strategic resources and competencies. 
Value Chain Analysis	
Value Chain Analysis is a strategic procedure that aids organisations in attaining a competitive advantage and augmenting profit margins. It accomplishes this by identifying the value of production activities and recommending ways to stimulate sales (Li, Wang and Zhang, 2023). The research encompasses the subsequent implementation of Value Chain Analysis on M&S: 
Primary Activities
Across the value chain, the activities that M&S performs that are most critical are those that are directly associated with product production and distribution to the intended consumers. By analysing operations across key value chains, M&S's performance can be improved, as will be demonstrated in the subsequent section.
Inbound Logistics 
Historically, the focus of inbound logistics has been the storage, distribution, and receipt of the commodities utilised in the production of goods and services. M&S was bestowed with the GBS supply chain award and has established a notable advantage through the implementation of its Plan A sustainability initiative, which seeks to implement considerable enhancements throughout its worldwide supply chain (Shamim, 2019). Additionally, the European Commission acknowledged M&S's efforts by bestowing upon it the European Business Award for the Environment. Therefore, M&S has a firm grasp on sustainability, which provides it with a substantial competitive advantage.  
Operations
M&S's 2016 annual report states that the company trains and incentivizes store employees to deliver an "inspiring and effortless experience" to increase customer visits and spending. M&S.com experienced a 2% decline in sales online because of complications at its Castle Donnington high-tech distribution centre. Modernising its IT infrastructure, M&S intends to enhance supply chain management (Nyame-Asiamah and Ghulam, 2020). 
Outbound Logistics 
Goods and services are gathered, stored, and delivered to customers via outbound logistics. M&S provides click-and-collect, in-store, home catalogue, and online purchasing options. M&S has acquired a warehouse in Bradford to utilise it as an automated National Distribution Centre (NDC) for clothing and household products. In addition to integrating lesser facilities, M&S is doing so to enhance delivery and supply chain. 
Marketing and Sales 
The convergence of marketing and sales is of paramount importance in generating consumer interest and influencing them to acquire a particular product or service. The digital business venture lab of M&S employs agile startup technology to improve the customer purchasing experience. The implementation of a multi-channel experience empowers customers to conveniently complete purchases through various channels, including physical stores, online marketplaces, mobile devices, and catalogues (Kalensky, Kemnetz and Spencer, 2022). 
Services 
The service component encompasses all operations that have the potential to enhance and/or support the value of a product. M&S has acknowledged the criticality of providing exceptional customer service to sustain consumer loyalty. In 2016, optimising product availability and ensuring prompt delivery to clients were of utmost importance. 
Secondary Activities
Support activities play a substantial role in facilitating and coordinating the operations of the activities comprising the central value chain. A detailed examination of the support operations in which Marks and Spencer Group Plc is involved may prove advantageous to the organisation as well. 
Firm Infrastructure
The organization's infrastructure comprises a variety of operations, such as legal affairs management, planning, strategic management, accounting, and finance. Using effective infrastructure administration, Marks And Spencer Group Plc can optimise the value derived from the entire value chain (Radosevich and et al., 2020). Marks And Spencer Group Plc possesses the capacity to oversee and control administrative expenses, which are infrastructure operations, to bolster their market competitiveness.
Human Resource Management
To evaluate human resource management, M&S may examine a variety of HR components, including but not limited to recruitment, selection, training, compensation, performance management, and other people management activities. By capitalising on the motivation, commitment, and abilities of its employees, Marks And Spencer may be able to alleviate competitive pressure through the implementation of effective human resource management strategies. The organisation can further achieve its cost reduction objectives by conducting a return-on-investment analysis of the costs and benefits associated with recruitment and training. The considerable dependence that M&S has on the expertise of its employees will heighten the importance of this value chain support endeavour. 
Technology Development
Technical assistance is essential for nearly all value chain operations in today's technologically advanced society. To incorporate technology into their manufacturing, distribution, marketing, and human resource activities, M&S must acknowledge the significance of technological advancement. The activities can be classified as either process or product technical development. Automation software, customer service assisted by technology, product design research, and data analytics are some examples (Banet and Spencer, 2020). This classification includes the division dedicated to research and development within M&S.
Procurement
In the realm of value chain management, the phrase "procurement" pertains to the undertakings associated with the procurement of inputs. These inputs may consist of supplies, basic materials, apparatus, equipment, and other items that are critical to the manufacturing process of the product. To optimise the efficacy of the incoming, operational, and outward value chains, Marks and Spencer Group Plc must diligently contemplate its procurement operations, considering their interdependence with various activities across the value chain.
As previously stated, knowing the relevance of all operations is required by the Porter Value Chain model. M&S should discover chances for value addition, cost efficiency, differentiation, or process optimisation after examining the relative significance of value chain activities.
VRIO Analysis of Distinctive Resources and Capabilities
The term VRIO stands for rarity, organisation, capture of value, and imitability, which are the key components. The tool provided below assesses a company's strategic competencies and resources based on four separate aspects (Whittington, Regnér and Angwin, 2020). The operational consequences of the subsequent tool on M&S are outlined in the succeeding report: 
Value 
M&S financial resources are valuable as they enable the company to invest in external opportunities as they arise. Additionally, these assist M&S Group PLC in defending against external hazards.
The distinctiveness of M&S locally produced clothing products constitutes a virtue. Consumers will perceive them as highly valuable. Their differentiation from the competition grants them greater customer value.
M&S places a high regard on its personnel. A significant number of the organization's employees have undergone extensive training, resulting in enhanced productivity and overall work quality. The crew's loyalty aids the organisation in retaining personnel. All of these factors increase the value of M&S products in the eyes of consumers (Borchardt and et al., 2021).
M&S can sell its products without any other company doing so, due to its legal rights. M&S Group PLC's revenue increases. Alternative businesses might be able to acquire the necessary copyrights from M&S to incorporate them into their products. 
Rare 
The organization's financial resources are constrained. This position is corroborated by the financial statements of the organisation. Significant financial resources are scarce among companies operating in this industry.
There is a prevalent presence of locally produced clothing products. Numerous competitors offer these products. This suggests that rival firms of M&S might employ these resources similarly, thereby diminishing the firm's competitive edge. This exemplifies how meals sourced locally afford M&S an equivalent level of competitiveness. This resource may be utilised by M&S despite its substantial price tag.
M&S revealed that its personnel are both constrained and esteemed. The analysis yielded this result. In contrast to other organisations, this company's staff is exceptionally competent and professional. Salary and working conditions improvements reduce the likelihood of employee attrition (Ehgartner, 2020).
The patents of M&S are valuable and uncommon, per VRIO Analysis. Other companies and competitors are incapable of acquiring these patents. M&S may therefore recruit them without apprehension regarding the competition.
Imitability 
Reproducing the financial resources of M&S would incur significant expenses, as determined by the VRIO Analysis. Long-term success has furnished the organisation with the necessary resources. To secure financial resources, both new entrants and competitors would be required to maintain an equivalent level of profitability over an extended period.
The replication of regional cuisine is straightforward and cost-effective. If competitors invest heavily in R&D, they might obtain these. Furthermore, minimal experience is required. Therefore, M&S gains a transient market advantage through the utilisation of domestically produced goods, which its rivals will inevitably emulate.
The process of duplicating its workforce is straightforward and cost-effective. This is because skill-development training may be provided to personnel from other organisations. These companies may attract employees of M&S through the provision of superior remuneration, benefits, work environments, and career progression prospects. M&S’s employees are granted a momentary competitive advantage. These resources could potentially be made available to future competitors (Moussa, Kotb and Helfaya, 2022).
The VRIO Analysis of M&S indicates that the company's patents are challenging to replicate. This is because it is unlawful to duplicate products that are protected by patents. After production, patenting identical resources is also an expensive endeavour.
Organised to Capture Value 
The VRIO Analysis performed on M&S reveals that the organization's financial resources are efficiently consolidated to optimise value. Intentionally, these resources are utilised to fund investments in the most lucrative industries, thereby capitalising on opportunities and averting risks. By utilising these resources, M&S contributes to the maintenance of its market leadership position.
The VRIO Analysis, which was performed by M&S, identified inadequately organised patents. The corporation is failing to utilise these patents to their full potential. M&S may potentially preserve an underutilised competitive advantage by commencing the sale of patent-protected products before the patents' expiration.
Tabular Depiction of VRIO Analysis – M&S Group
Resources	Value	Rare 	Imitability 	Organisation 	Competitive Advantage
Financial Resource	Yes	Yes	Yes	Yes	Sustainable Competitive Advantage
Local clothing	Yes 	No	No	No	Temporary Competitive Advantage
Employees	Yes 	No	No	No	Temporary Competitive Advantage
Patents	Yes	Yes	Yes	Yes	Sustainable Competitive Advantage


SWOT Analysis
The term SWOT denotes the internal operations-impacting strengths, weaknesses, opportunities, and threats of an organisation. To clarify, the subsequent instrument is employed to discern and assess internal capabilities and deficiencies, alongside external hazards, and prospects, which influence the trajectory of current and forthcoming organisational activities and aid in the formulation of strategic goals (Evans and et al., 2020). The report contains the subsequent details about the M&S implementation: 
SWOT Analysis of M&S 
Strengths and Weaknesses 
Strengths 	Weaknesses 
Global operations	Sales decline
Satisfied customers 	The high number of outlets 
Vast experience	High operating costs

Opportunities and Threats
Opportunities 	Threats 
Shift to automation 	Tough competition 
E-commerce	Global recession 
Increased global presence 	Pandemic 


Strategies to Sustain Competitive Advantage
Michael Porter’s Generic Strategies 
The model that delineates the process by which organisations can attain a competitive edge in the marketplace was initially proposed by Michael E. Porter during the 1980s (Thornton and et al., 2019). The mode in which the application for M&S has been submitted is as follows: 
Cost Strategy
In pursuit of establishing a competitive edge, the subsequent strategy involves reducing their expenditures. The implementation of the subsequent approach will enable the organisation to meet the expectations of its clientele in numerous ways, encompassing but not restricted to enhancing product affordability for customers; reducing overall production expenses; optimising supply chain efficiency; expanding customer base; stimulating consumption; and numerous additional measures. 
Differentiation Strategy
The principal aim of this strategy is to introduce clients to novel offerings, such as newly introduced products or divisions by the organisation. To enhance its market position and distinguish itself from rivals, M&S expanded its range of products after undertaking a comprehensive analysis of evolving consumer preferences (Thornton and et al., 2019). By placing equal emphasis on cost leadership and differentiation, M&S has steadily developed a devoted clientele over the years.
Focus Strategy 
Focus, the third type of comprehensive competitive strategy, promotes the concentration of business endeavours on niche markets that are more precisely defined. To optimise consumer value and align with their psychological expectations, M&S implements modifications to its product design and packaging, as well as revises its branding strategy.
Growth Strategies
Ansoff Matrix 
The subsequent instrument outlines the growth strategies that an organisation may employ when making decisions regarding business development (Dawes, 2018). The following constitutes the M&S: 
Market Penetration 
The strategy involves implementing measures to expand into existing markets, including enhancing production capacity, optimising efficiency, and effectiveness, reducing administrative costs, and so forth. 
Market Development 
This strategy entails the company's decision to enter new markets. This may be achieved through increased investments in research and development, regional expansion, international expansion, new client segments, and other endeavours that contribute to the company's objectives (Zugay and Zakaria, 2023). 
Product Development 
The subsequent approach pertains to the development of novel products for extant markets through means such as service innovation, product quality enhancement, and strategic alliance formation. 
Diversification 
This strategy necessitates the entry of novel products or services into untapped markets. M&S Group has the potential to achieve the following diversification objectives: the firm may consider vertical diversification, horizontal diversification, and mergers and acquisitions as viable diversification strategies.  
Green Strategy and CSR
Corporate Social Responsibility (CSR) pertains to the methods by which organisations fulfil their social obligations towards the localities in which they conduct business. Furthermore, an account of  M&S Group's contribution to ecological strategy and corporate social responsibility has been provided:  
M&S Green Engage 
By conducting monitoring of power consumption, emissions, water usage, and waste disposal in our facilities, in addition to maintaining financial records of the associated costs, M&S aids us in the regulation and reduction of our environmental impact. Ultimately, M&S has reached a consensus regarding a revised set of objectives spanning the years 2013 to 2017. The objectives represent a further development of our prior success, which involved reducing the energy usage of our owned and managed properties by 11.7% from 2010 to 2012. A twelve per cent reduction in our carbon footprint per occupied room is what we have established as our objective for the following five years. Within areas characterised by water scarcity, the corporation has established an objective to reduce water consumption per occupied room by twelve per cent from 2013 to 2017 (Nyame-Asiamah and Ghulam, 2020). 
M&S Campaign and the CSR 
The primary objective of resetting Plan A is to achieve net zero status across all operations and the entire value chain by 2039/40. This is ten years earlier than the policy of the United Kingdom government. Considering the climate emergency that we are all confronting; this is carried out. Preliminary objectives for the years 2025/26, 2029/30, and 2034/35 have been identified, accompanied by a comprehensive strategy that facilitates progress towards their realisation. We have commenced participation in the Race to Zero initiative of the United Nations, which aligns with the objective outlined in the Paris Climate Agreement limiting the rise in worldwide temperature to 1.5 degrees Celsius.
Conclusion
The conclusion that was derived from the research findings is that M&S’s successful performance can be maintained through the application of a diverse range of tools and techniques for conducting internal and external environmental analysis. Furthermore, the conclusion pertains to the correlation between the execution of effective strategies by enterprises and the satisfaction of external demands and needs. The frameworks such as PESTLE, SWOT Analysis, Value Chain, VRIO and a few others describe these strategies and aid in the comprehension of the present situation and the strategic facets of the organisation. 
However, there are specific areas in which the organisation necessitates significant improvements. These encompass effectively complying with the multifaceted legal regulations of different nations, developing a deeper comprehension of clientele, and introducing novel services. Put simply, the incorporation of ingenuity and novelty into the array of services provided by M&S will contribute to the improvement of both organisational performance and client satisfaction. 
Recommendation 
Based on the analysis and discussion made, some of the main recommendations for M&S are stated as under: 
It is recommended that M&S perform routine evaluations and assessments of its operational procedures. This will facilitate the growth and acquisition of a comprehensive understanding of the strategies and protocols, in addition to any adjustments required to account for the evolving operations of the organisation. 
The second piece of advice concerns enhancing the organization's capacity for innovation and creativity. This recommendation may be provided on any basis; it will aid M&S in enhancing its business performance, developing novel products and services, and maintaining a competitive edge in the marketplace.
The final recommendation is to augment the quantity of corporate social responsibility initiatives implemented on a global level, as this would additionally aid in the company's ability to attract customers.  
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