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[bookmark: _Toc133528286]Introduction
Strategic management is the process of setting goals, objectives, and procedures in order to make an organisation or company more competitive in a market. According to Farid (2022),  the strategic management demonstrates the effectiveness of deploying resources and staff to achieve a specific goal. Hence, strategic management is a planned use of resources of the organisation to reach out the goals and the objectives. In this context, the study has been going to critically demonstrate the competitive advantage and strategic management of the choice in an organisation that as Marks and spencer. In this specific study, there has been an evaluation of the relationship of external context and the internal context of the choice in organisation. Along with this, the study focuses on the central issues in Marks and Spencer by using the appropriate models and theories that help to enable the achievement of competitive advantages respectively. 
[bookmark: _Toc133528287]
Marks and Spencer’s Background
[bookmark: _Hlk133528356]Marks and Spencer (M&S) is one of the leading British retail organisations that is offering quality and great value food to the UK consumers. Also, the organisation is also offering clothing and other homemade services to millions of citizens all over the world. The company is headquartered in London, which is also providing beauty products and is listed on the London Stock Exchange (LSE) as well as FTSE 250 Index. This organisation was founded by Michael Marks and Thomas Spencer in 1884. The organisation has nearly 959 stores in the UK where 615 stores of ceiling food products. Additionally, the retail firm has 1,487 stores all over the world along with 98 websites that involve stores, support centres, supply chains, and warehouses (Marks and Spencer, 2023a). 
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Additionally, Marks & Spencer has 22 million clothing and home consumers around the world along with 4 million application users. The company involves more than 40 third-party brands in the clothing industry through both online and physical stores. Additionally, Marks & Spencer also provide banking or financial services that involve savings, credit cards and insurance policies. Estimated 65,000 employees work under the company to serve more than 30 million customers every year (Marks & Spencer, 2023b). 
[bookmark: _Toc133528288]
Marks and Spencer’s Mission and Objectives
The Vision of the organisation is to protect the consumers' health by providing exceptional quality and high sourcing standards in their food business. The organisation also has modernised supply chain management and leading innovation which is improving their stores and creating value to the consumers. As per the annual report of Marks & Spencer, it has been found that the organisation has generated £391.7 group profit before tax which has been improved by 482.9% than the revenue of 2019-20. Additionally, the M&S group revenue of the company has increased by 6.9% in comparison to the previous years which is £10.9 billion (M&S, 2022). The main objective of the company is to expand its business in international market and become market leader in retail industry.
[bookmark: _Toc133528289]Macro-Environment Analysis
It is the external force which influences company’s decision and performance.
[bookmark: _Toc133528290]PESTLE Analysis
Political:(opportunity/threat)
· The UK has political stability (David, 2023).  
· There has been an impact of Brexit estimated with 5.5% in the UK (David, 2023).
Economical:(threat)
· 7.5% is the annual GDP rate as of 2021 in the UK (OECD, 2023). 
· It is evaluated that the normal corporation tax rate for the business in the country is 19%  (PWC, 2020). 
Social:(opportunity)
· As per the data of 2023, the population rate of the country is 68,856,456 (WorldOMeter, 2022). 
· The unemployment rate was estimated by 3.7% in 2022 in the UK (WorldOMeter, 2022). 
Technical: (opportunity)
· The Government of the country motivates the businesses to grow in an efficient way. 
· The UK has a home for 57.10 million users from social media (Kemp, 2023).
Legal: (opportunity)
· The consolidation to carry out businesses in the country of the UK is the “Business Name Act 1985”  (Government of the UK, 2023). 
Environment: (opportunity)
· The Government of the UK initiates the program of soil management and doubles the resource productivity program for sustainability and a green future (Government of the UK, 2018). 


It is illustrated from  above that the political factor of the UK has been stable, which is one of the opportunities for Marks and Spencer for the stability of itself and for the foreign expansion. On the other hand, due to the impact of Brexit on the country it has been found that the UK has faced various issues regarding the business stability (David, 2023). The consequences for the market expansion and this had been a threat to Marks and Spencers. It has been identified that the annual GDP rate is lower and the normal corporation tax rate has been higher in the UK which impacts on the retail industry (OECD, 2023). Hence, it is found that it has been a threat to Marks and Spencers by analysing the economical factor of the UK. Moreover, as the social factors mean the population rate of the country is higher and the unemployment rate of the UK is lower, which is only 3.7%, it has been an opportunity for the company to encourage investment and also to deal with the central issues (WorldOMeter, 2022). 
It has been observed that the UK Government motivates the businesses, especially the Retail sector to grow their business in an efficient way which is an opportunity for Marks and Spencer to expand its Organisation in the Global market. In addition to this, due to the huge number of users of social media in the country, Marks and Spencer is able to expand their firm in online mode signifies an opportunity for the company. On the other hand, it is found that there has been legal stability and concern of the UK to focus on the proper implementation of the businesses in the country and it has been an opportunity for Marks and Spencer to enhance businesses in the Global market. Similarly, the UK Government initiates various plans such as soil management and doubling of resource productivity programs and plans which has been an opportunity for Marks and Spencer to implement its business in a sustainable way along with a green future.
[bookmark: _Toc133528291]






Micro-Environment Analysis:



Industry Life Cycle :
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The Industry life cycle determines evaluation of the industry that involves four stages: introduction, growth, maturity and decline (Cucculelli and Peruzzi, 2020). According to M&S (2022), the company is continuously improving their products and services through incorporation of the latest technology. Thus, it is found that M&S in a growth stage. Based on the organisational factors of M&S, it can be said that the Crisis Management model is one of the best management theories that is effective to deal with the adaptive strategic management choice of Marks & Spencers. According to Omodan, Tsotetsi, and Dube (2020), the Crisis Management model is the conceptual framework that includes all the aspects for preparing, coping with, and preventing as well as recovering from the crisis in an organisation. According to this model, it is easier to focus on the informal workplace, worker's satisfaction label, and influencing employee productivity. 
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(Omodan, Tsotetsi and Dube, 2020)
It has been observed that the reference of the crisis management model helped Marks & Spencer to maintain the relationship with their stakeholders. Additionally, the organisation maintains various situations of growth stage that involve communication, motivation, decision-making, and others. According to Vašíčková (2020), the crisis management model also involves human relation principles that help to inform the subordinates of the company and provide them with the strategic direction of business control. Therefore, it can be said that with the adoption of this theory, managers of Marks & Spencer have been able to analyse the situation and plan accordingly to maintain their strategic position in the growing market in different challenging situations.

[bookmark: _Toc133528292]Porter’s Industry Five Forces Analysis
Threat of new entrants (High) :
Due to no guarantee of high revenue from the sales and the absence of experience and knowledge and brand equity, there has been a barrier to entry into the market (Omar, Minoufekr, and Plapper, 2019). Therefore the threat of a new entrance is considered to be high for Marks and Spencers.

Threat of substitute (High) :
Even after a good amount of brand loyalty along with established players in the retail industry, there is a high threat of substitutes for Marks and Spencer. There are many substitutes available for the food products such as Waitrose (Grasso and Jaworska, 2020).
Bargaining power of customers (Moderate) :
The purchases are the customers of the products in Marks and Spencer. There have been various alternatives for the customers and the variety of competitors offer differentiated as well as similar products in both affordable and expensive ways. Hence, it is found that the bargaining power of the customer is moderate.

Bargaining power of suppliers (Low) :
Suppliers are the procurement of input materials for Marks and Spencer. However, there is less scope to forward interrogation from the suppliers and the suppliers are large at the lower margin (Pugsley, Authier, and Curtis, 2008). Therefore, considering the factors it is found that the bargaining power of the suppliers is low.

Competitive rivalries (Low) :
It is found that competition is very high in the Retail Industry and there has been a good variety of alternatives available for the customers (Pugsley, Authier, and Curtis, 2008). The positioning of Marks and Spencers in the market is a high-quality brand and it devalues and tries to provide products with specialisation. it makes the company differentiable and the competitive liabilities become low.

Based on the above information, it has been identified that due to the high risk of new entrants in the Retail Industry, Mark and Spencers have the threat to capture a high level of customer base across the world. Moreover, it is found that due to the high presence of substitute products in the market, it has been difficult for Marks and Spencer to have great influence in the global market and capture a huge customer base globally. On the other hand, there has been less scope for supplier integration and hence the beginning power of the suppliers has a lower threat. 
[bookmark: _Toc133528293]
Internal Analysis
Identification of the internal issues is the element of internal context in the organisation where the environment in which individuals aim to achieve the objectives is evaluated. In addition to this, the internal context also includes the context of the approach to governance and contractual relationship with the interested parties and customers. As per the Halmaghi, Iancu, and Băcilă (2017), the internal environment includes the members of the format, the assets in the form, and the investors of the firm. On the other hand, some of the internal environment which is appropriate for identifying the relationship with the internal context of Marks and Spencers are the resources, manpower values, stakeholder goals, strategy success, corporate culture, employee mix, and capabilities. 
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(Halmaghi, Iancu and Băcilă, 2017)

[bookmark: _Toc133528294]
Marks and Spencers’s Strategic Resources and Capabilities
[bookmark: _Hlk133528088]=>The internal environment of Marks and Spencers has been discussed below. 
Resources: Marks and Spencers is one of the British organisations that value money and the retailers focus on their own labelling businesses including the resources such as clothing and home, food, and the bank and services (Marks and Spencer Group plc, 2022). Additionally, the company has 65000 of colleagues across the support centres, stores supply chain, and warehousing that serves nearly 30 million of customers every year (Marks and Spencer, 2019). 
Management values: The business model of Marks and Spencers aims to create a long term management value through the effective use of resources and the relationships (FRC, 2015). The organisation also manages these in line with its core value of innovation, integrity, inspiration, and being in touch. 
Stakeholder goals: The ambition of Marks and Spencers is to become a growth business by striving to build a great business for the next 100 years (FRC, 2015). However, the stakeholders are the customers, employees, investors, local communities, suppliers, government, and the pressure group in the company including the internal and external stakeholders of Marks and Spencers (Marks and Spencers, 2015). 
Strategy success: The strategy of Marks and Spencer is “moving with the customer, where the customer is working and shopping" and the business is committed to the belief that stores have the true source of competitive advantage (Marks and Spencer Group plc, 2022). However, the company needs to be with the right store in the right location along with the right services for the success of the strategy. 
Corporate culture: Marks and Spencer used to set the standards through inventive combos of food flavour, ethical styles, and environmental work of the business. The company has the responsibility to ensure the products which are responsibly sourced and uphold with the Global Sourcing principles and are linked with the corporate culture (Marks and Spencer Group plc, 2022). Therefore, the human rights and responsible Sourcing are the fundamental culture of the organisation that allows an individual to lead an independent and dignified life that is free from violation and abuse. 
Employee mix: It is evaluated that Marks and Spencer have an average salary range for their staff from approximately £15,747 per year and this is the salary of its customer service representative and £28000 per year for the marketers (Marks and Spencer, 2019). However, the average marks and Spencer have the lead pay to their employees from approximately £9.01 per hour for the employees engaged with retail sales associated with £13.22 per hour for the team leaders (Marks and Spencer, 2019). 
[bookmark: _heading=h.2s8eyo1]Capabilities: The capability of the company is engaged with empowering manufacturers and suppliers with the design responsibilities, brand management, excellent customer services, closely managing the suppliers' relationship, and excellent working conditions (Marks and Spencer Group plc, 2022). 
Therefore, it is evaluated that there has been both a negative and positive relationship with the internal context of Marks and Spencers by analysing the internal environment of the company. 

[bookmark: _Toc133839738]Value chain analysis
[image: A picture containing text, screenshot, font, number

Description automatically generated]
· Primary activities- Marks and Spencer has historical empowerment and is an iconic retailer of British quality goods. According to Marks and Spencers (2015), the uncompromising attitude towards the customer relations was summarised by the company in 1953 which includes a slogan: "The customer is always and completely right!." Additionally, the company has 65000 of colleagues across the support centres, stores supply chain, and warehousing that serves nearly 30 million of customers every year (Marks and Spencer, 2019).  
· Secondary activities- Marks and Spencers is one of the British organisations that value money and the retailers focus on their own labelling businesses including the resources such as clothing and home, food, and the bank and services (Marks and Spencer Group plc, 2022). The organisation also has 959 stores in the UK and offers luxurious clothes and premium quality food to the UK consumers that has created 4 Million application users for the company (Marks & Spencer, 2023b). 

[bookmark: _Toc133528295]VRIO Analysis of Distinctive Resources and Capabilities
The VRIO framework is known as the business analysis tool that helps in measuring the success of an organisation. This framework involves four elements: value, rarity, imitability, and organisation.
	Resources 
	Valuable 
	Rare 
	Inimitable 
	Organised 
	Competitive advantages 

	Brand value
	Yes
	Yes
	No
	Yes
	Strong competitive advantage 

	Human Resource Management 
	Yes
	Yes
	Yes
	No
	Temporary competitive advantage

	Technical capabilities 
	Yes
	No
	Yes
	No
	Parity

	Supply chain management 
	Yes
	Yes
	Yes
	Yes
	Temporary Competitive advantage 

	Customer service 
	Yes
	No
	Yes
	No
	Parity

	Pricing strategy 
	Yes
	No
	Yes
	Yes
	Temporary competitive advantage 



The above table demonstrated the VRIO analysis for Marks & Spencer where it has been found that the organisation has created a positive brand value in the world. The firm offers clothes, food, beauty, and other accessories to the global people along with an immense range of products. Additionally, as per M&S (2023), consumers can have a range of variations for different categories which has created the brand popular and famous in the world. However, on the other hand, it has been found that the company is lacking in poor technology in their operations. It has been observed that the company has faced a central problem in providing quality customer service as it is unable to connect with the customers enough. According to The Guardian (2020), the slow adoption of online clothes shopping has limited the competitive advantage for the organisation whereas other e-commerce sites like Amazon, eBay, and more already have incorporated different skills in the technical ground for gathering information of the shoppers. 
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(Marks and Spencer, 2022)
Moreover, the lack of strong technology also creates errors in buying clothes on the website. The table also has demonstrated that Marks & Spencer is also facing challenges in maintaining their customer services. It has been observed that the employees of the organisation are not well trained, and often ignore the query of their customers. Moreover, the report of Russon (2020)  shows that a lack of understanding of key demographics in the fashion segment is reducing customer satisfaction from the organisation. Additionally, it has been observed that the human resource management of the company is also unable to maintain employees where nearly 950 job cuts have been observed in the UK. Consequently, it can be said that poor job satisfaction is one of the key reasons for bad customer service at Marks & Spencer. Furthermore, supply chain management in Marks & Spencer focuses on global sourcing principles along with human rights policies, child, and labour procedures, and home and food supply chains. Moreover, the approach of the supply chain in this company is to deliver products to over 1000 factories in the UK and more than 55 countries globally (Marks and Spencer, 2022). Thus, it can be said that the organisation has created a strong relationship with the suppliers and distributors. Nevertheless, the company needs to be more focused on their customer service and employee satisfaction to gain a competitive advantage.	

[bookmark: _Toc133528296][bookmark: _Toc133528297]SWOT Analysis
[bookmark: _Hlk133786542]Strength :
· Brand is operating globally which is considered to be a strong presence in the Global market (Marks and Spencer, 2022). 
· High number of satisfied consumers. 
· Vast experience in the retail industry. 

Weakness :
· Decrease in the number of sales and the decline in management (Marks and Spencer, 2022). 
· The high number of outlets lead to the weakness. 
· The high cost of operating due to manual techniques. 

Opportunities :
· Shift in automation increases the efficiency.
· Enhancement in the Global presence.
· The increase in E-Commerce to expand the operation online. 

Threat :
· High level of tough competition.
· The increase in global recession due to inflation.
·  COVID-19 has harmed the business and company immensely. 
 




Strategies to Sustain Competitive Advantage
Porters’ generic strategy :
[bookmark: _Toc133528298]Porters’ generic strategy involves four quadrants: cost leadership, differentiation, cost-focus and differentiation focus (Islami, Mustafa and Latkovikj, 2020. 
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(Islami, Mustafa and Latkovikj, 2020)
Differentiation: Marks and Spencer is the top retailer chain in the UK that claims to be top for lingerie sales and for women's wear as well as for delivering better quality food. However, scanning the external environment of the retail industry, it is found that the impact of the external environment on the strategic management of Marks and Spencers is that it concerns the forces and factors that impact on the company. It assists the company to identify the change in the environment and often helps to cope with such changes that enable it to become ahead of the competitors in the market demand. Through the PESTLE analysis, it is found that Marks and Spencer have been considered to produce high quality products that can be effective to gain strategic management with a highly competitive position in the Global market. 
In addition to this, Porter's five forces have been effective for Marks and Spencer to understand the outsourcing and cost of similar products presented by the competitors. hence it helps to find out the strategic management of the company through the sensitive analysis of the Retail Industry. Furthermore, with the help of the internal environment model, it has been appropriate to evaluate the strategic management of Marks and Spencers. Internal environment analysis of Marks and Spencers helps to find out the physical financial and human resources. Additionally, it helps to gain knowledge about the management system of suppliers and the customer database of the company which has been beneficial for analysing the strategic management of Marks and Spencers respectively. 
Cost leadership: Based on the overall discussion regarding Marks & Spencer, it can be said that the organisation needs to be more focused on several factors in order to create a competitive advantage in the UK market. Initially focusing on the pricing strategy is extremely beneficial for the company that can help in enhancing customer satisfaction in the retail sector of the UK. As per Chen, Zenou, and Zhou (2018), a competitive pricing strategy is effective for every organisation to attract potential audiences to consume their products and enhance repeat purchases. In this context, it can be said that Marks & Spencer needs to adopt a value-based pricing strategy in order to create perceived value for their customer and address their requirements in the retail sector. 
Apart from this, the company also needs to be more concentrated on developing its customer services by involving the latest tools and technologies within the business operations. The incorporation of Artificial Intelligence (AI), Data Analytics, and Machine Learning (ML) is beneficial for the companies nowadays to extract customer data and understand their demands (Drai, 2021). In this context, Marks & Spencer can deliver quality services to their millions of customers in the UK by addressing their needs and manifesting the service quality. Additionally, it also can manifest the interaction of the company with the global consumers which can create more brand awareness and make people familiar with the brand.
[image: A picture containing text, circle, screenshot, font

Description automatically generated]
In addition to this, employee satisfaction is one of the potential factors in Marks & Spencer that needs to be improved in order to create a competitive advantage. Employee satisfaction in an organisation is the key to success for the company (Chi and Gursoy 2019). it has been found from above that the financial performance of any organisation can be increased by maintaining the satisfaction of the employees as well as customers. Therefore, the company needs to involve employee training and reward sessions as their competitive strategy which can create value for the employees. Consequently, the firm has the opportunity to manifest its performance as a retail organisation and gain a competitive advantage over other potential competitors. 	
Cost focus: Disadvantages can include a loss in the focus of the original overall strategy goal of the organisation and failures to consider the relevant options before making any decisions. Moreover, it is found that there have been various issues deployed in the emergent strategies of Marks and Spencers. The high labour and energy costs are one of the emergent issues faced by the company as it pushes up its purchasing cost while the disposable income of the consumer is failing amid and versioning the cost of living (Davey 2022). In the market, the high labour and energy cost is the reason for the far-reaching changes and strong value of money credentials for Marks and Spencers. This is the reason that the consumer lost their confidence to purchase products from the company and it became an issue for Marks and Spencer to gain a competitive advantage. On the other hand, it has been observed that the company heavily relies on manual operations which negatively impacts the management style of the company and leads to the problematic situation in decision making. 
Differentiation focus: Marks and Spencer have a major drawback to gain a competitive advantage as per the high cost that is caused due to the high dependency on the manual process of the company (Meng 2022). It is found that the cost of the products and the production takes a huge time whereas the other organisation has already adopted the latest technology to mechanise various processes of making products in the market. It has been the reason for causing the consequences of adopting the latest technology and saving cost time to become an efficient brand in the market and hence it impacts negatively to gain the competitive advantage and the retail Industry for the company. On the other hand, Marks and Spencer does not listen to its customers which is also one of the significant issues deployed in the emergent strategies of the company. It has been evaluated by the retail experts that the company, Marks and Spencers does not listen to its customers and is not really engaged with the demographic few points. They are not connected with the customers enough and never want to focus on the preference of the customers (Meng, 2022). Thus, it has been significantly the reason for the failure of Marks and Spencer to achieve a higher position in the retail industry and gain a competitive advantage in the global market. 
Growth Strategies
[bookmark: _Toc133528299]Strategic management of an organisation involves the resources that help in managing the company as well as the analysis of internal and external factors. Strategic management is beneficial for developing the existing strategies of an organisation (Barney and Hesterly 2019). In order to meet the major goals and initiatives in M&S from the stakeholders, Ansoff Growth Vector Matrix can be applied that consists of four elements: Market development, differentiation, market penetration and product development. 
Market development: In the case of Marks & Spencer, it has been found that the organisation has created a strong brand value with a unique heritage in the British retail sector. The organisation has formulated a great leadership team for reshaping its business capabilities by exploring the power of global brands (Marks and Spencer Group plc 2022). Additionally, the strategic management of M&S can help the company to plan the future actions strategically. Consequently, it helps in meeting the long-term goals for the company through both employee and customer satisfaction that is developing the existing market for the firm.
Differentiation: Additionally, it also incorporates digital technology and boosting data skills in order to deliver greater products and services to the consumers. Moreover, the organisation also has launched a loyalty scheme in its current strategic management which has enhanced the number of consumers to over 15 million members (Marks and Spencer Group plc, 2022). Therefore, it can be said that the strategic management of Marks & Spencer has created a transformation in the organisation in three phases, fixing the basics, reshaping the future, and making the organisation competitive in the market. In addition to this, there has been an understanding regarding the adaptive strategic management that is used to gain a competitive advantage for M&S in the study.
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(Marks and Spencer Group plc, 2022)
Product development: In addition to this, it has been observed that Marks and Spencer have boosted the sales of their food products through the adoption of online shopping during the COVID-19 pandemic. However, it has completely reduced the space for home and clothing trending for the company. However, as per the report, the company is investing in increasing the number of stores and planning to open 15 new full-line stores and over 40 new food stores within three years (Morton, 2022). This is the part of a long-term plan for the company that can manifest the customer engagement in the organisation as well as this is growth for the company. 
Market penetration: The below has demonstrated the competitive position of Marks & Spencer in the retail sector of the UK. It has been observed that Tesco, Sainsbury's, and Aldi are the potential competitors for Marks & Spencer in the UK. Tesco is the largest retail organisation in the UK that has created a positive reputation with millions of customers due to its pricing strategy as well as premium product quality.  On the other hand, Sainsbury's is the second largest retail chain in the UK which is focused on their customer satisfaction. It has been found that M&S is offering high-quality products to the consumers at high prices, whereas Tesco and Sainsbury's are also offering high-quality food products at a reasonable pricing.
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Therefore, it can be said that the current strategic management of Marks & Spencer is focused on market penetration strategy through the premium pricing of their products. Though the quality products of the organisation are helping to create a competitive advantage in the UK retail market. The pricing strategy of the organisation needs to be more customer-focused to create a strong competitive position in the country.
Green Strategy and CSR
Marks & Spencer being a leading retail organisation in the UK and focusing on ensuring their products are eco-friendly. The company is focusing on the green strategy and reducing energy by 25% to reduce CO2 emission from the atmosphere (M&S, 2021). The suppliers also focus on sustainability policies and sourcing green materials for producing sustainable products. According to M&S (2021), the organisation has set their near-term science-based target according to their CSR policy and protecting human rights through global sourcing principle. The below has demonstrated the roadmap of M&S towards the Net Zero agenda where the company is trying to achieve 55% reduction of carbon emissions by 2030 and net zero by 2040 (M&S, 2021). It has been found that a M&S can simultaneously apply sustainability practices and learn from those practices of management by applying adaptive strategic management. The incorporation of a green strategy and CSR also upholds the specific aspects to prevent issues and crises in an organisation. It has been identified that with the implementation of the Marks & Spencers can easily maintain the relationship of itself with their stakeholders and it is also easier to identify the well-being of the employees to encourage the competitive advantage of the company in the global market. 
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( M&S, 2021)
[bookmark: _Toc133528300]


[bookmark: _Toc133528301]
Conclusion:
Based on the above study, it has been concluded that strategic management has been the appropriate process for analysing the set goals, procedures, and objectives of an organisation to gain more competitive advantage. From the study, it has been found that Marks and Spencers has been a leading retail organisation in Britain that offers quality and great value food to the consumers. From the PESTLE analysis and Porter's analysis, it has been evaluated that there have been both opportunities and threats for the company to enter in the Global market. However, the issues deployed in Marks and Spencer are the high labour and energy cost, manual operation, and not listening to the preference of the consumers. In this context, it has been important that the study finds out an effective solution to achieve the competitive advantages for Marks and Spencer by focusing on the factors such as pricing strategy, customer services, and employee satisfaction.  

Recommendation :-
As per the analysis of factors that are effective for implementing a successful competitive strategy, it has been found that adaptive strategic management is the appropriate choice of strategic management that can be helpful to achieve a competitive advantage. From the opinion of Privarnikova, Samoilenko, and Zinchenko (2022), adaptive strategic management involves the implementation of the management strategy, adoption of future actions and close monitoring of the effects to evaluate the observed results. Therefore, it can be said that the selection of adaptive strategic management can be beneficial for Marks & Spencer to understand its future strategy and the financial position in the retail market of the UK to create competitive advantages. Moreover, threat identification will be easier in M&S and the well-being of their employers can be increased. Thus, it can be said that the use of the crisis management model and adaptive strategic management can prevent issues and help Marks and Spencer to achieve a competitive advantage. 


[bookmark: _Toc133528302]References :)
Barney, J.B. and Hesterly, W.S. (2019). Strategic management and competitive advantage : concepts and cases. New York: Pearson.
Chen, Y.-J., Zenou, Y. and Zhou, J. (2018). Competitive pricing strategies in social networks. The RAND Journal of Economics, [online] 49(3), pp.672–705. https://doi.org/10.1111/1756-2171.12249.
Chi, C.G. and Gursoy, D. (2019). Employee satisfaction, customer satisfaction, and financial performance: An empirical examination. International Journal of Hospitality Management, [online] 28(2), pp.245–253. https://doi.org/10.1016/j.ijhm.2008.08.003.
Cucculelli, M. and Peruzzi, V. (2020). Innovation over the industry life-cycle. Does ownership matter? Research Policy, 49(1), p.103878. https://doi.org/10.1016/j.respol.2019.103878.
David, D. (2023). What impact has Brexit had on the UK economy? BBC News. [online] 31 Jan. Available at: https://www.bbc.com/news/business-64450882 [Accessed 24 Apr. 2023].
Farid, O. (2022). Strategic Management Identity. American Journal of Industrial and Business Management, [online] 12(05), pp.995–1005. https://doi.org/10.4236/ajibm.2022.125051.
Grasso, S. and Jaworska, S. (2020). Part Meat and Part Plant: Are Hybrid Meat Products Fad or Future? Foods, [online] 9(12), p.1888. https://doi.org/10.3390/foods9121888.
Halmaghi, E.-E., Iancu, D. and Băcilă, M.-L. (2017). The Organization’s Internal Environment and Its Importance in the Organization’s Development. International conference KNOWLEDGE-BASEDORGANIZATION,[online]23(1),pp.378–381. https://doi.org/10.1515/kbo-2017-0062.
Islami, X., Mustafa, N. and Latkovikj, M.T. (2020). Linking Porter’s Generic Strategies to Firm Performance. Future Business Journal, [online] 6(1).https://doi.org/10.1186/s43093-020-0009-1.
Meng, K. (2022). Rationales behind Marks & Spencer’s Failure in the Chinese market, an Important Lesson to Foreign Firms. BCP Business & Management, [online] 31, pp.83–88. https://doi.org/10.54691/bcpbm.v31i.2539.
Omar, Y.M., Minoufekr, M. and Plapper, P. (2019). Business analytics in manufacturing: Current trends, challenges and pathway to market leadership. Operations Research Perspectives, [online] 6, p.100127. https://doi.org/10.1016/j.orp.2019.100127.
Privarnikova, I., Samoilenko, A. and Zinchenko, O. (2022). ADAPTIVE STRATEGIC MANAGEMENT IN A DIGITAL BUSINESS ENVIRONMENT. Baltic Journal of Economic Studies, 8(3), pp.78–85. https://doi.org/10.30525/2256-0742/2022-8-3-78-85.
Pugsley, M.K., Authier, S. and Curtis, M.J. (2008). Principles of Safety Pharmacology. British JournalofPharmacology,[online]154(7),pp.1382–1399. https://doi.org/10.1038/bjp.2008.280.
Russon, M.-A. (2020). M&S: Five reasons the retailer is struggling. BBC News. [online] https://www.bbc.com/news/business-53478403 
Vašíčková, V. (2020). Crisis Management Process - A Literature Review and a Conceptual Integration. Acta Oeconomica Pragensia, [online] 27(3-4), pp.61–77. https://doi.org/10.18267/j.aop.628.
Whittington, R., Regner, P., Angwin, D., Johnson, G. and Scholes, K. (2019). Exploring Strategy. 12th ed. Hoboken: Pearson.
Websites
Davey, J. (2022). Britain’s M&S warns of ‘gathering storm’ of higher costs and weak consumer. Reuters. [online] 9 Nov. Available at: https://www.reuters.com/business/retail-consumer/britains-ms-says-higher-costs-weak-consumer-dent-full-year-profit-2022-11-09/#:~:text=M%26S%20is%20also%20facing%20higher 
Drai, D. (2021). Council Post: Why AI-Driven Analytics Is Essential For Data-Driven Decision-Making. [online] Forbes. Available at: https://www.forbes.com/sites/forbestechcouncil/2021/12/27/why-ai-driven-analytics-is-essential-for-data-driven-decision-making/?sh=11ad8e8a73f4 
FRC (2015). Directors I Corporate Culture and the Role of Boards I Marks and Spencer – supply chain standards I Financial Reporting Council. [online] Frc.org.uk. Available at: https://www.frc.org.uk/directors/corporate-governance/corporate-culture/case-study-marks-and-spencer-%E2%80%93-supply-chain-stand#:~:text=Marks%20and%
Government of the UK (2023). Business Names Act 1985. [online] Legislation.gov.uk. https://www.legislation.gov.uk/ukpga/1985/7/enacted#:~:text=An%20Act%20to%20consolidate%20certain
Kemp, S. (2023). Digital 2023: The United Kingdom. [online] DataReportal – Global Digital Insights. Available at: https://datareportal.com/reports/digital-2023-united-kingdom#:~:text=The%20UK%20was%20home%20to
M&S (2022). 2022 Annual Report. [online] Marks & Spencer. Available at: https://corporate.marksandspencer.com/investors/our-performance-updates/2022-annual-report
M&S (2023). Welcome to Marks & Spencer. [online] M&S. Available at: https://www.marksandspencer.com/?gclid=CjwKCAjwrpOiBhBVEiwA_473dETTVllK8uoCB92bNlYZ9pEzrS2n_DIWVvJs1PDNJcJaOtn1aMwsWhoC7BgQAvD_
Marks & Spencer (2022). Supporting Our Food Supply Chain. [online] Marks & Spencer. Available at: https://corporate.marksandspencer.com/sustainability/human-rights-our-supply-chain/supporting-our-food-supply-chain
Marks & Spencer (2023a). About Us. [online] Marks & Spencer. Available at: https://corporate.marksandspencer.com/about-us#:~:text=About%20Us%20%7C%20Marks%20%26%20Spencer&text=Discover%20M%26S%20and%20our%20different 
Marks & Spencer (2023b). Clothing & Home. [online] Marks & Spencer. Available at: https://corporate.marksandspencer.com/about-us/our-businesses/clothing-home 
Marks and Spencer (2019). Home. [online] Home. Available at: https://corporate.marksandspencer.com
Marks and Spencer Group plc (2022). The next phase of M&S’ transformation Shaping the FUTURE. [online] Marks and Spencer Group plc. corporate.marksandspencer.com: Marks and Spencer Group plc https://corporate.marksandspencer.com/sites/marksandspencer/files/marks-spencer/m-and-s_ar22_strategic-report.pdf 
M&S (2021). Plan A: Our Planet. [online] Plan A: Our Planet. Available at: https://corporate.marksandspencer.com/sustainability/plan-a-our-planet 
Morton, B. (2022). Marks & Spencer shifts from town centres as online sales grow. BBC News. [online] Available at: https://www.bbc.com/news/business-61575556 
PWC (2020). United Kingdom - Corporate - Taxes on corporate income. [online] Pwc.com. Available at: https://taxsummaries.pwc.com/united-kingdom/corporate/taxes-on-corporate-income#:~:text=General%20corporation%20tax%20rates 
OECD (2023). GDP and spending - Real GDP forecast - OECD Data. [online] theOECD. Available at: https://data.oecd.org/gdp/real-gdp-forecast.htm 
Omodan, Tsotetsi, C.T. and Dube, B. (2020). Analysis of human relations theory of management: A quest to re-enact people’s management towards peace in university system. [online] Available at: https://www.semanticscholar.org/paper/Analysis-of-human-relations-theory-of-management%3A-A-Omodan-Tsotetsi/4efe064485d6d4677479adc98a8964a496e77cc1 
The Guardian (2020). Five reasons Marks & Spencer is struggling against its competitors. [online] The Guardian. Available at: https://www.theguardian.com/business/2020/aug/18/five-reasons-marks-spencer-is-struggling-against-its-competitors 
WorldOMeter (2022). U.K. Population (2021) - Worldometer. [online] www.worldometers.info. Available at: https://www.worldometers.info/world-population/uk-population/#:~:text=The%20current%20population%20of%20the 
  



Thank You !



1 | Page

image3.png
VARKS
oPENCER




image4.png
Market Size

Introduction

Growth

Shakeout

Maturity

Decline

Time




image5.png
3

Crisis management model

= |





image6.png
e

Resources |

//\\/’/\

Capabilities : Management

\ / values /s
v ppeS— \\_/

s / The internal

ya N\ environment / /n\\\\

/ /
| Employee / | Stakeholder
mix / \ goals

// \ // \\\

‘/’ Corporate | / Strategy
\ culture / \ success

/




image7.png
Human Resource Managemen{

: Nearly 65,000 employees associated with the company and
human resource management effectively maintaining staffs (Marks & Spencer, 2023b)

A
S
2
Time Management: M&S expanding to the global market through quality customer service with P
slogan of "The customer is abvays and completely right!" <. Q
]
Transition Management: Technological innovation used to by M&S. However, there is a lack of o®
digitalization in operation.
Inbound Outbound Sarie
Logistic Logistics A 72}
o Foods and Luxury Q0
Warehouses and ﬂD‘?l:;‘b“‘“;""d il gt 2 é’
P—— exible warchouse quality. S 5
e— operation 3
g





image8.png
Group revenue Group profit before tax Percentage of UK Clothing

£10.9bn 34%

(19/20: +6.9%) (19/20: +4829%)

£391.7m

(19/20: 23%)




image9.png
Broad »

£ Narrow

Cost
Leadership

€ Cost

Differentiation

Differentiation
Focus

Differentiation »

adoos




image10.png




image11.png
STEP THREE

MAKING
MBS SPECIAL

STEP TWO
STEP ONE SHAPING
FIXING THE FUTURE
THE BASICS





image12.png
High Quality

Low Price High Price

Low Quality




image13.png
OUR ROADMAP TOWARDS NET ZERO

Because there i 'ﬁﬂf_"‘j

PLAN A

TEN IMMEDIATE PRIORITY AREAS FOR TRANSFORMATION ‘

Reduced wacte and emissions

PO

Zero emissions property
Deliver a more efficient
store estate.

2

Reduce and recycle
packaging
- 100% of packaging to
berecyclable by 2025.
-30% reduction in volume
of plastic food packaging
by 2027.

OUR BASELINE

5.7m tonnes

of carbon emitted in 2016/17

@

Reduce food waste
- 100% of edible surplus to
be redistributed by 2025.
- Food waste reduced by 50%
by 2030.

e

Zero emissions transport
Moving to low-carbon logistics
with reduced dependency on
diesel and increased use of new
technologies and cleaner fuels.
Contributing to cross-industry
action through collaboration.

34% reduction

in carbon emissions
versus our baseline

@
Suppliers and business
partners on net zero journey

Locking beyond our own operations

to spark change and support
decarbonising across our full
value chain.

o

SO

Low-impact farming
We support our farmers to
enable them to grow low
carbon, responsible food, use
fewer pesticides, enhance their
soil, protect natural resources
and drive innovation.

2020

TARGET

55% reduction

in carbon emissions
versus our haseline

Change, driiven in collaboration with supplier partners, stakepelders and customers

&

Zero deforestation Increasing the range
- 100% of soy to be sourced of plant-based protein
from verified deforestationand Double the sales of veganand
conversion-free regions by 2025/26.  vegetarian products by 2024.
- 100% segregated responsibly

sourced palm oil by 2025/26.

& &

Circular economy Sustainable sourcing
Enhancing our clothes 100% verified recycled
recycling scheme with new polyester by 2025/26.
incentives for Sparks
members.

2035

TARGET

2040

TARGET

Net zero Net zero

across our own across entire value
business chain





image1.jpg
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David





image2.png




