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[bookmark: _Toc142936847]Introduction
This study explains strategic analysis of M&S. Different types of framework and models help to understand the strategic planning of M&S. The segmentation and targeting market of this company is highlighted in this paper. The competitive analysis with the competitive companies focused in this paper. There are some issues faced by M&S which are discussed in this paper and focus on the factors which were implemented as strategic decisions used by the mentioned company.
[bookmark: _Toc142936848]Background of the company 
M&S is one of the largest British retail clothing and food company. This company operated more than 300 retail outlets in the UK and stores in the other countries such as Spain, Germany, France and Hong Kong. The company is formed by agreement into the members and register at their office. The mentioned company formed for the purpose of carrying their commercial market. They take different form in operating their property. The growth of M&S around 9.2 billion euros and the loss of this company faced around 209 million euros for the fiscal year 2020 to 2021.  M&S's sustainability program sets out goals and actions to make M&S a net zero business by 2040. M&S faced innovative challenges in environmental sustainability and were invited to propose solutions that inspired sustainable behaviour among M&S's customers or developed competencies in M&S's SC.
Mission 
The mission of the company is to make the aspirational quality of product that is accessible to all, through the depth and providing the huge range of its products. 
Vision 
The vision of the company is “to be the standard against which others are measured, with focusing on the quality value, services, innovation and trust”. 
Objectives of the Company 
The objectives of the company have been explained through the below mentioned points.
· To build a sustainable business with being consistent, profitable and a growing organization (Marksandspencer.com, 2023). 
· To ensure the responsibility in meeting the accountability to the different shareholders and stakeholders of the company.
· To provide a good quality product in an affordable price range.  
[bookmark: _Toc142936849]Macro Environmental Analysis of Marks & Spencer
	Political factors
	· Stable government plays a huge role in the success of the retail sector as it reduces corruption and helps to make stable policies. The political stability index score for the UK is 0.54 (Marketingweek.com, 2023). 
· The nation is also one of the most powerful nations all over the globe. 
· They also have a permanent seat in the UN which helps to influence global issues.  
· They also have strong allies in the form of the USA and NATO. 
· BREXIT is a major issue that impacted its business in recent years.    

	Economic factors
	· The UK is the 6th largest economy in the world. They have an economy of 3.13 trillion US dollars (Marketingweek.com, 2023). 
· On the other hand, the per capita income of the UK is around 41030 US dollars. This makes it the 20th highest per capita nation. 
· The market of the UK is diverse, which provides equal opportunity for business firms to grow properly (Ft.com, 2023). 
· Due to the strong exchange rate of the British Pound imports become less expensive for customers. 
· At the end of 2020, the corporate tax rate in the UK is around 25%, which helped business firms to grow properly (Ft.com, 2023). 
· The rate of inflation in the country is around 6.5%.
· The rate of unemployment is also around 3.8% in the year 2022. This helps business firms to get a huge high-income customer base.

	Social factors
	· The overall population of the UK is around 68.7 million and by the year 2039 it is expected to reach 74 million. 
· The diversity in the UK’s population makes it an attractive market for business firms to sell their products (Ft.com, 2023). 
· The population of the UK has been getting older which can impact the labor market. 
· Average age in the UK is around 40.3 years.  


Table 2: PESTEL of the retail market of the UK                
Analysis 
The UK is one of the most attractive markets for business firms. The nation has a stable government and governing system which helps business firms to grow properly and reduce the risk of corporation. Although, Brexit has created some trouble for business firms (Johnson et al. 2020). The market also provides huge opportunities for new players as it is one of the high-income markets. Although, due to the older population in the market, the business firm must deal with issues such as labor shortages. People in the UK are more sensitive towards environmental issues. However, business firms must deal with various acts to operate in the markets of the UK.   
[bookmark: _Toc142936850]HOFSTEDE Module of cultural dimension
HOFSTEDE Module of cultural dimension helps this company to understand the culture of the country. This model focuses attention on factors which help the company to make a strategic decision and design a plan for marketing.
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Figure 1: Country dimension
(Source: Hofstede-insights.com, 2023)
The above figure has depicted the illustration of the country dimension where the number of power distance is 35 and individualism is 89. Along with that the number of ‘uncertainty avoidance” is 35. “Long term orientation” is around 51. 
Power distance
Power distance refers to the intensity of inequality that exists between groups of intensity in the company based on the power they have. The inequity is accepted by the people and Marks and Spencer have low power distance culture at large. Power dimension implies the ration of inequality and equality. According to the opinion of Faroque et al. (2022), it also states about the hierarchy and upward mobility that belonged toa cultural society.
Individualism
This company refer to the task of work and activities in the company., individualistic company focus on achievement and employee prefer the competitiveness of working with others for challenging their work towards their goals. As per the view of Minkov and Kaasa (2021), this has been done with motivation and not perform built monetary gain the availability. The collective company work with their team and groups towards their goal which achieve by working together. M&S maintain a healthy between collectivism and individualism in their culture of the company to promote their performance in employees and fuel the growth of the company. According to the opinion of Stewart et al. (2019), individualism can vary in different community and it states about the recognition that the values are not associated with being male or female. 
Masculinity 
Masculinity refers to the way their roles and works have distributed between the members of females and males in the company. M&S has a low score of MAS responsible for jobs in the company between females and males and the description of the job and being stereotyped. “Masculinity” refers to the maximum emotional and social differences in between the genders. In the case of these fathers are dealing with facts whereas mothers are seen to deal with feelings. 
Uncertainty avoidance
M&S has a culture of high uncertainty avoidance to control the perspective of the company. The company has higher requirements to control and knowledge of this. These cultures do not promote innovation and creativity than controlling the risks. Lower uncertainty avoidance score to be more relaxed and culture. M&S is the mix of cultures with an inclination towards lower uncertainty avoidance scores. “Uncertainty avoidance” defines the culture that are fallen into uncertainty and towards the creation of “certainty” or “Stability”. 
Long term orientation
Culture is displaying the long term origination and understanding the time to have the implication. The culture is focused on orientation and value. As per the opinion of Escandon-Barbosa et al. (2022), M&S operates the LTO in the strategic focus and development to the execution and related activities are the same and driven by short-term orientation. “Long-term orientation” has enabled to understand the values of culture and this is very beneficial for the development of the country.
Indulge
The high rate of indulgence indicated the culture which is affording the people happiness and their requirements (Wang and Piper, 2022). The culture of resting focuses on the culture governed by the norm of society and rules. M&S is the healthy mix between inclination and indulgence. “Indulgence” is another important factor of development and to understood the value of this.
Technological Factors
UK is known for technological advancement. Higher internet connectivity offers new business opportunities in the UK which is about US$20.1 billion was spent on technology in FY22 (Statista.com, 2023). “Technological factors” are very important for the case analysis of any organisation. As UK is the most advanced country and this is very significant for the development of the country (Hapsari, 2022).
Environmental factor 
The retail sector is known for its greenhouse emissions. The UK has pledged to meet its target of zero carbon emissions by 2050.
Legal factor
[bookmark: _Toc142936851]UK businesses must follow the Employment Act 1996 Businesses must adhere to minimum wage limits, sick leave as well as maternity leave. Businesses must follow the Equality Act 2010 to reduce discrimination.
[bookmark: _Toc142936852]Analysis of Industry attractiveness Marks & Spencer for in the UK
Marks & Spencer Porter Five Forces Analysis
The competitive landscape of M&S and factors that can affect the sector has been analysed with the help of Porter’s five force.
Threats of new players 
M&S operates in the food, home, and clothes sector. In addition to that, they have more than 1400 stores all over the globe and command good brand loyalty. Based on the research information of Bogers et al. (2019), a chain of stores market is a mature market. This means news players need to invest huge money and a huge presence in the market to get successful. It also does not give a guarantee for high revenue and sales. It means players need to have a higher level of experience for operating in the market. This creates a huge barrier to new players in the market. Moreover, it can be said the threat of new entry can be considered high.   
The threat of substitution for the business 
M&S mostly operates in the food and clothing sector. This means they can be substituted by the offerings of other business firms. Although, M&S has developed a huge market presence over the years. However, it is not hard for other players to copy their style of operations and replace them. Based on the research information of Hitt et al. (2019), their products can also be copied and provided at a cheaper cost. However, brand equity has helped the business firm to sell its products and hold a huge market share. Players such as Waitrose in the food sector and Zara in the fast-fashion sector have risen as major substitutes for customers. Hence, it can be said that the threat of being substituted is higher for M&S. 
Bargain power of customer 
Bargain power of customers is one of the most important factors for any business firm to get success in the market. In the case of the retail sector, it is considered an intensely competitive sector by nature. As per the research work of Ferlie and Ongaro (2022), the retail sector is a sector where customers have many options to choose from and customers are mostly price sensitive. As the switching cost of the customer is minimal, it becomes significantly challenging for a business firm to retain customers. 
There are more than 300000 businesses in the retail sector of the UK. On the other hand, there are more than 317000 outlets in the UK (Ft.com, 2023). This means customers have different options where they can similar products at a lower cost. Customers can get high-quality products at an affordable price. It can be said customers have different alternatives available at their disposal with minimal cost of switching. Therefore, M&S becomes vulnerable towards the bargaining power of customers, and it is high for the business firm. On top of that, the business firm has not been able to attract new young customers. 
The Bargaining power of the supplier 
Suppliers plays one of the most important roles in the success of the retail sector. According to the words of Wenzel et al. (2020), suppliers can control the pricing strategy of a business firm. M&S operates in more than 50 nations all over the globe. This means they procure raw materials from multiple suppliers. China is the biggest supplier of the business firm with 196 factories, which is followed by India with 94 factories. Issues such as the Covid pandemic have impacted the business firm significantly. However, the business firm manufactures its products rather than receiving finished goods (Rietveld et al. 2019). It can be said there is limited scope for the suppliers to forward integration from suppliers. 
Competition in the industry 
As discussed earlier, the retail sector of the UK is one of the most competitive sectors. There are many well-established players in the market. On the other hand, customers in the sector are also price sensitive. Based on the discussion of Wang et al. (2019), the switching cost for customers in the retail sector is close to zero.  They have many options to choose from as there are a variety of alternatives available for customers such as Gucci for premium quality and Zara and H&M for fast fashion. 
Benefits of applying Porter’s five forces situational model      
The business firm can generate good sales from the online market, however, there is a long way to go. This means the Competition in the industry is high for Marks & Spencer. This helps M&S to reduce its switching cost from one supplier to another. In addition to that, due to large purchases, the business firm has the power to demand lower margins. Therefore, it can be said bargaining power for Suppliers in the case of M&S is lower. This makes the business firm an established player in the market.
[bookmark: _Toc142936853]SWOT of Marks & Spencer in the UK market
	Strengths
	Weakness

	· A strong brand reputation is one of the biggest strengths of Marks & Spencer. They are known for their quality and reliability. 
· A diverse range of products is a crucial factor for Marks & Spencer. They have been operating in food, clothes, and home products. This helps to attract more customers. 
· It also has a robust online presence which helps them to attract and retain more customers. 
· Marks & Spencer is known for focusing on innovation. As per data, M&S has spent around 395.6 million US Dollars in the year 2022 on research and innovation (Bbc.com, 2023).  
	· Marks & Spencer is mostly relied on the market in the UK which is a major weakness of the business firm. In the year 2022 total revenue of the business firm is around 13.3 billion US dollars among that around 11 billion comes from the UK (Marksandspencer.com, 2023). 
· The business firm also does not have a strong presence outside of the UK. As per data Marks & Spencer has more than 1035 stores in the UK. On the other hand, they only have 452 stores outside of the UK. 
· Higher operation cost is a major issue for M&S in today's competitive market. 
· Marks & Spencer is not able to keep up with market trends which reduces their overall sales in the clothing sector. In the year 2022, they reported a 24% decline in profits.
· Marks & Spencer has been facing criticism for being outdated and not appealing.     

	Opportunity
	Threats

	· M&S can expand its business internationally in emerging markets such as Asia and Africa. It will also help diversify their revenue. 
· After the covid pandemic, Marks & Spencer can increase its business online. The E-commerce market of the UK has seen 20% growth in the year 2020 (Bbc.com, 2023).   
· Their commitment towards sustainability is a major reason Marks & Spencer gets successful over the years. In today’s Gen Z market, it will help to attract more customers. 
· Partnership and collaboration are a major opportunity for M&S in the global market as it helps to reach new customers. For example, its partnership with TCS valued at 1 billion US dollars helped to get sustainable growth. 
· Today’s market has been focusing on automation. This also plays a major role in the success of Marks & Spencer.  
	· The retail sector is one of the most competitive industries where M&S faces competition from both new players and existing brands. 
· The economic downturn of the UK market can impact the sales of M&S as most of its sales come from the UK. 
· In issues such as Covid, disruption in the supply chain can impact the sales of the UK. 
· M&S is not able to attract young customers. Data shows that most of the customers of the business firm are between the age of 33 to 65 (Bbc.com, 2023).     


Table 1: SWOT Analysis of Marks & Spencer
Analysis 
[bookmark: _1wt5f2nvia9u]M&S has a strong presence in the market of UK as they have 1035 stores. It generates a major part of their revenue. On the other hand, due to 143 years of experience, the brand is also well-known to customers. This has helped the business firm to generate around 14.3 billion US dollars in revenue in the year 2021. They are focused towards becoming carbon-neutral by the year 2035 (Statista.com, 2023). This helps the business firm to get the opportunity of attracting new customers and retain them. However, due to its limited presence in the international market, the business firm must deal with various challenges such as a decline in profits in recent years. On the other hand, the brand has also been facing the issue of higher operational costs due to supply chain disruption and a significant presence in physical stores. Based on the research work of Ketchen Jr and Craighead (2020), one of the major issues with Marks & Spencer is brand perception. Most of their products get criticism for being outdated and not appealing to young customers. This becomes a major reason around 66% of their customers are between the age of 33 to 65 years.  
[bookmark: _Toc142936854]Marketing mix elements and Market segmentation strategy of M&S
Geographic Segmentation
The shopping behaviour of customers varies geographically. The geographic segmentation is operated the market depends on the various units of geographic including codes, costs, neighbourhoods, continents, and trading. The segmentation of geography is efficient for M&S in the global market because the customers have various cultures, digestive systems and preferences. The cost of transportation is the most difficult cost in proposition value delivery to do the segmentation of geography with the serving costs to the customer in the various locations will be various.
Demographic Segmentation
Demographic segmentation separates the market into the segments and units depend on the age, occupation, life cycle, religion, generation and gender. The products of M&S offer the value proposition which should segment the customer depending on the demographic factors such as the income of the customer and life cycle stage. There is one of most used segmentation frameworks in the UK. 57.3% of M&S are women against the average rate around 51.1%. the segmentation of demographic which combines the geographic information with customer behaviour, demographic and data. As per the ideology by Li et al. (2023), this help to identify the marketers and understand the needs of the customers. The range of age groups attributed to their uses helps to enhance the operating profit around 15% in the year 2012. The benefits of M&S generate their women wear sales from 55 ages segmentation.
Psychographic Segmentation 
In the market locations, the activities' opinion and interest are categorized with the psychographic variables. M&S use psychographic segmentation to separate the buyers into the various segments depending on the characteristics of personality, pattern of buying, opinion of consumption and issues of social. Segmentation of psychographic is effective because people in geography have various characteristics of psychographic depending on the experiences of their life and the environment. Customers enhancing their value that led to the problems for ranging the players at the market of M&S. 
Behavioural Segmentation
The segmentation of behavioural; separate the buyers into the different units depending on their knowledge of products, attitudes, usage, and response of them to the products. The marketing experts believe in the variable of behaviour starting with the various points to establish the segments of customers. As per the discussion by Frydenlund (2021), the segmentation of behaviour offers the customers with the features which they use. Continuous engagement leads to the satisfaction rate of customers and scores a high rate of net promotion. Customer are storing and loyalty of barn interested in quality and durability of clothing around 90% of the customer define the importance of it. Customers shop at M&S are loyal to their brand.
Target market and positioning strategy
M&S is trying to achieve the competitive benefits with their plan in the fashion industry. This is linked with socio culture and environmental factors which impact the behaviours of customers. Nearly 88% of clothing retail customers have durability of clothes which is an important factor and about 87% focused on the quality. According to the view of Bruzzone et al. (2020), the quality of M&S products compares to the comparison for M&S which is going with the issue related quality in their range. These problems which M&S have with the SCM and should reinforce their position in the segment of market by prompting for the operational and quality management. M&S state to deliver on the quality which must get the competition. The demand of customers to update the collection of M&S has been introduced to collect the scan every week which has some oranges and moves to the perfect direction. M&S requires time to decide the segment it is planning to target which can be profitable financially.  The mission, segment of customer and vision is targeting the mission and vision and value of the M&S.  
M&S differentiate with other competition in the market by targeting their segment of customer which demand for the ethics of producing the clothes and goods made in the UK. According to the opinion of Aldulaimi et al. (2022), this reinforces their position in the quality of segments of goods and introduces the opportunity to increase the image of the brand through PR. The problem of this company is retaining the loyal base of customers and they are sale with the benefit from the population. they require that they are attracting the future generation of the loyal customer by their customers in their stores. The planning of strategy is the process of improving and maintaining the strategy between the goal and ability of the company and changing the opportunities of marketing. 
[image: ]
Figure 2: Position map of M&S
The logic of marketing that company made the value of customers and achieve profitable relationships with customers. The implementation is the process through the strategy of marketing and plan considered into the action of the market to achieve objectives of strategy marketing. According to the insights of Mustafee et al. (2022), the division of the market into the group of buyers has various characteristics, behaviour and requirements which need to divide the strategy of marketing. They are arranging for the products to adopt the clear durable and distinctive features to compete with the goods on the target audience. the measurements defined to identify the future of the customer based on purchasing data and evaluate the effects of the promotions from the prediction. 
[bookmark: _Toc142936855]“Marks & Spencer” Marketing mix
The marketing strategy of M&S analysed the brand with the framework of marketing mix that focused on the 4Ps. These strategies of business depend on M&S marketing mix to help the company get success in the market. 
Product strategy 
M&S is a popular retail company in the UK market. The portfolio of products for M&S in their mix of markets is covering the strategy for every person in kids, women and men. M&S provide the products for women which are shirts, skirts, jeans, blazers etc. As per the view of Harper and Mustafee (2023), the section of women footwear are mainly heels, jewellery, boots and sandals etc. The accession and bag for the women such as beach bags, sunglasses, jewellery etc. The women's brands are Twiggy, foot glove, classic and autograph. M&S provide women's products which are shirts, suits, jackets and blazers. the section of women's underwear and pyjamas sections and they also provide home and furniture sections which are bedroom, dining room, accessories etc. M&S sell the item of gifts and sell in this brand more than the international company. The company gives donations towards the requirements which have been affected by “pandemic situation” in the year 2021.
Pricing strategy
M&S follow a competitive pricing strategy in the mix of marketing for their products. M&S has its own brands for women clothing, kids and men. As per the opinion of Brabbs et al. (2019), the products of this brand between the category to the highest divisions because of the quality of products. M&S follow the competitive strategy of pricing as the customer has the options to choose from rising competition. M&S faced competition from the online retailers and competition of retail sectors. The company follows the strategy of pricing during this time which offers the discount on the goods to the customer and stock is getting sold at the lowest price to compare with the arrived stocks. In the financial year 2017, M&S attached their growth and net income at “10622 million pounds and 115.7 million pounds” respectively. This is operating their income around “690.6 million pounds”. As per the insights of Arustamyan et al. (2020), M&S have their one apparel brand. This is going with the middle and upper classes section in the society. Their products are recognised as the value for the money to the range of diversification, quality of the products. The company faced rivalry in the customer market and competition limited the share of market and enhanced the consumption of market and the company adopted the competitive policy of pricing.
Promotion strategy
M&S select the strategy of marketing to link with the campaigns of advertising with eth marketing of digital in their strategy used in store. M&S emphasized to offer the messages on the communication. As per the thoughts of Toro-Jarrin and Collins (2020), M&S use advertisements and social media platforms. The company uses their own websites to promote their brand. The mentioned organization promotes their sales to their loyal customers by giving them discounts. M&S runs their loyalty program that points to the accounts of customers on the basis of the amount to invest on shopping. This reward points invest their purchases from the M&S stores. This company used digital marketing, online advertising and promotion of social media as part of strategy marketing and promotions of their products. M&S has a store strategy which helps to promote their products through their outlet. As per the remarks of Nicholson et al. (2022), their promotional facilities are promoting their products through their websites. The data of products and activity of promotion uploaded in the website at intervals and provide offers through their official website. Promotional is the element to find and compare in the mix of marketing of M&S. The company invests their money on advertising and techniques of marketing. They decided to reduce the marketing investment by 50 million euros which is due to investment in the traditional media. M&S faced a lot of the sales promotion to enhance their sales. 
Place 
M&S is a global company which has more than “1000 stores” operating in 50 countries. M&S is in the UK where the company has around 850 stores and started operation in the year 2001. There are some countries which have a presence in different countries. As per the thinking of Mazal and Bruzzone (2019), M&S got their two websites from, the customer can buy their goods and get delivery to the customer's home. M&S offer the option for delivering their home for limited goods. M&S has around 78000 people working in these stores to help the customer in shopping. M&S bought around 50% share of the UK retail business for 750 million euros to define the services of online food delivery services. The customer buys around 6500 products online and makes a decision to make the competitors in the UK market.
People 
M&S has more than 1000 stores in 50 countries and employs around 70000 people. The company pays attention to the employees and the company follows the competitive policy of payment to retain their employees. The basic payment of the company rewards the employee spent on the performance to enhance their performances. As per words of Amado and Belfo (2021), they pay the company wages to the employees depending on the performances to enhance the performances. The employees do not get the discount on the products of M&S purchased in the online stores. The company offers the benefits of pension, share buy, schemes of insurance and scheme of insurance to their employees. M&S run their learning and development program for their trainings and their programs for the higher functions. The company offers the option of flexible working time to support the employee who wants to build their career. As per the opinion by Mc Loughlin et al. (2023), M&S emphasized on the rate of diversity in promoting the women staff by starting policies for women employees. Employees are working on their sales team which play an important function in affording the markets. The people are trained in different techniques which show respect to their customers and take into consideration their preferences.
Physical evidence
M&S has some stores in different countries. M&S has their presence in various countries. There are some stores in different countries. M&S sell their range of goods from different cloths and other products. The company has got this from their website from the different customers buying their products and getting home delivery. As per the words by Ritson (2019), they sell their goods in the packaging which are found in the retail stores. There are some places in those stores offered by the company that have a distinction of design and colour. This makes it easy for their customers to sell their products in the retail stores. This has the website which is ecofriendly and allows the customer to produce the quality of image taken from the different markets.
[bookmark: _Toc142936856]Direction of development strategy
[bookmark: _Toc142936857]Ansoff matrix
Market penetration
The food sales of M&S have picked up fashion and have remained in the company. The retailer has caused them to sell the clothes which they bore without knowing the demographic. M&S has faced many issues related to enhancing competition, changing preferences of customers and the “pandemic situation” disrupted the operation and SC. The challenging environment is surviving the M & S transformed journey which aims to be agile, sustainable and digital. The pillar of the transformation of M&S us innovation, M&S recognise which innovation is important to make the products, experiences and services which fulfil the requirements of their customer and develop the efficiency, resilience and productivity. According to the remarks of Sarker et al. (2020), M&S committed to the net zero business by 2040 that needs to innovate to decrease the impact of the environment and increase the value of society. Innovation for the company is not easy and involves taking the risk, ideas and combining with the various partners and learning from the failures. M&S face different issues to foster the culture of innovation to the ecosystem and organization. M&S developed a range of intuitive and programs which stimulate, accelerate and support the innovation in their business. The innovation of M&S connects with the external factors and facilitates collaboration on the opportunities and challenges of business. M&S strategy partners offer the access to a network of startup, emerging technologies and scale up in the customer and retail sectors. 
Product development
M&S failed to identify the cost and formula of fashion to compete with rivals like Zara and Primark. The mentioned companies adopt online shopping and develop the skills and gather the data on the shoppers in this time. M&S set up their site and high technology warehouse which do not work properly. According to the remarks of Mahmood et al. (2019), M&S has an outdated system which forces them to accept the delivery of clothes. In the requirement of investment delivered the wrong size or wrong place in the delivery. The mentioned organization maintains the risk registrations and mitigate the plans that are approved by their leadership team and discussed with the directors. The development of risk combines with the top and bottom perspectives and offers the view of issues. Operational activity has been prevented and updated with the regulation by the government to prioritize the safety of customers and be involved in the strategy of nations. This targets the initiatives to support the vulnerable members of communities. The mentioned company has improved and maintained the response plan to track and highlight actions for requirements and find to require the operations of the reserve. 
VRIO
	Resources
	Value
	Rare 
	Imitation 
	Organization 
	Competitive Advantage 

	Accessibility to the Cheap Capital for the Mark and Spencer
	Yes, as a leading company y in the clothing industry and as per the current conditions the company has access to the cheap capital 
	No
	It can be imitated by the different competitors of the company
	This is not been totally exploited 
	It is not really significant in creating comparative advantage 

	Alignment of the different activates along with the company’s corporative strategies.   
	Yes 
	No 
	Each of the firm has its own different strategy 
	Yes, the company contains the different organizational skills to gain the maximum output. 
	Still the company needs a lots of potential too built on it. 

	Brand Positioning of the M&S company as comparing to its competitors 
	Yes
	No
	It can be imitated by the company’s competitors, there is a need of big marketing budget
	Yes, the company has well positioned it brands by considering their consumer behaviour. 
	It has the temporary competitive advantage 

	The track record off the different leadership teams at the company premises
	Yes 
	Yes
	It cannot be imitated by the competitors 
	Yes 
	It provides the strong competitive advantage 

	Talent to manage the different regulatory and legal obligations 
	Yes
	No
	It can be imitated by the company’s competitors
	Yes
	Not a critical factor

	Supply Chain Network Flexibility of the company 
	Yes 
	Yes
	Near competitors also have the flexible supply chain ad share it to some of the suppliers
	It is fully utilized by the company’s organizational structure and capabilities. 
	It keeps the business running


Table 2:  VRIO Analysis
The above shown table provides the VRIO analysis of the Marks and Spencer company, this is helpful in finding out the different resources off the company that is helpful to the company in many ways. The VRIO table stands for the Value, rare, imitation, organization, as the table has included the differ components such as the competitive advantage which is helpful in getting aware of the different aspects of the business such as its plus points and negative points.   
[bookmark: _Toc142936858]Recommendation 
TOWS matrix
The strategic plan of M&S was “Cheshire Oaks Strategic plan”. The company set out to make different stores which are beneficial to the communities in the environment of business. M&S offer the protection, support of the environment, social support, educational support and assistance of economy to the communities. According to the words by Grundel and Magnusson (2023), the plan involved the construction plan for storing strategic involvement into the community. This study analyzes the strategic plan of Cheshire Oaks by using the TOWS business tool. This is trying to improve the strategic plan for this model and integrate the plan through mobilization of community. They deal with community issues with companies that deliver community development projects. There are some problems imposed by the deficit in the "Cheshire Oaks Strategic Plan". Effective communication of a strategic plan involves steps to secure the desired plan.
[bookmark: _Toc142936859]Conclusion 
This study has been focused on the strategic analysis of M&S. A variety of frameworks and models help to understand M&S's strategic planning. The segmentation and target market of this company are explained in this paper. Competitive analysis with competing companies is the focus of this paper. There are some issues facing M&S which are focused on in this research study and highlight the issues implemented as strategic decisions used by the mentioned company.
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