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Executive summary

This report is focused on analysing Marks & Spencer’s (M&S) Clothing and Home division with a particular focus on the footwear segment in the Indian market. The analysis critically analysed the external and internal environment through frameworks like VRIO, PESTLE and SWOT analysis, showing the opportunities available in India’s footwear industry. These are developed through rising industry size, increased urbanisation, a growing middle-class population and the rise of sustainability demand. As obtained from the findings, M&S benefits through its long-term brand equity, premium product quality, sustainability leadership and strategic joint venture with Reliance Retail. 
Yet there are barriers hindering its growth like price sensitivity, major competition, and lower brand recognition for the footwear segment. The analysis also included M&S’s CSR strategy and operational performance through the Balanced Scorecard framework. The analysis has shown a differentiation strategy is beneficial in this case, with a focus on product development and market penetration. This approach utilises existing strengths of M&S for quality, innovation and sustainability while allowing it to enhance competitive positioning to gain sustainable growth in the Indian footwear industry.
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[bookmark: _Toc237019017]Section 1: Report
[bookmark: _Toc237019018]1. Organisational Context and Overview 
In this report, the organisation Marks & Spencer (M&S) is selected because it is an established international retailer with a strong global reputation for quality, sustainability and premium clothing and home products. Unlike many fast-fashion retailers, M&S is currently undergoing a strategic transformation under its "Reshape M&S for Growth" strategy while expanding its international operations.
[bookmark: _heading=h.qxi4pnkjl2od][bookmark: _Toc237019019]1.1 Summary of Marks & Spencer (M&S) 
As one of the oldest and leading retailers in the United Kingdom, Marks & Spencer (M&S) has started its journey since 1884 by Michael Marks and Thomas Spencer in Leeds, UK. The high recognition of the brand in the global market has been driven by its exceptional product quality, great value food, clothing and homeware that helps it grow from one market stall to a premium worldwide retailer in the competitive market (around 400 other store locations situated worldwide) (Marks and Spencer Group plc, 2026b;). Thus, the primary focus of this report is to assess the company's Footwear market within the division of Clothing & Home business in the Indian context. Through the use of its corporate purpose to 'reshape M&S for growth' along with the mission statement ‘to deliver trusted quality, style, innovation and value-based product to create positive impacts among the society, it started its joint venture with Reliance Retail Ventures Limited (RRVL) in India (Marks and Spencer Group plc, 2024). In addition, the company's long-term vision is to be the world's most trusted retailer through innovation, digitalisation, sustainability and become a net zero business across the value chain by 2040 (Marks and Spencer Group plc, 2026a). This is in accordance with its Plan A programme. In context to the omnichannel-based premium retail business model, the company focuses on the urban population of India. The growing middle-class population, along with disposable income and rapidly maturing organised retail market for high-quality branded footwear supports growth of the Indian market. 
[bookmark: _heading=h.eukrbxpxjnqs][bookmark: _Toc237019020]1.2 Industry in which the organisation operates
India was chosen since it has emerged as one of the fastest growing consumer markets in the world with an increasing middle class, growing disposable income and the growth of the organised retail. Urbanisation, digital commerce and emerging consumer lifestyles present enormous opportunities to premium international brands in the country. Moreover, M&S already enjoys a foothold in India with over 100 stores it has in collaboration with Reliance Retail and therefore India is an already existing market where strategic recommendations can be drawn (Thehindu, 2023). The footwear market of India is recognised as the second largest global producer after China, in which M&S operates its clothing and home segments in India's organised fashion and lifestyle retail industry. The footwear category was selected because it represents one of the fastest-growing product segments within India's fashion retail industry. Consumer demand is increasing due to higher fashion awareness, rising incomes, greater health and comfort consciousness, and expanding e-commerce channels. 
Due to the high revolutionising aspect of the apparel industry, the Indian footwear market has generated revenue US$57.10bn in 2026, which highlights its annual market growth by 7.82% (CAGR 2026-2031) (Statista, 2026). This company is focused on the comfort-driven technologies and high-quality leather, from specialist performance footwear to athleisure (Marks and Spencer Group plc, 2024; Marks and Spencer India, 2026a). While M&S has high brand equity and premium quality and sustainability, its market share in India is still facing high competition due to the presence of global leaders like Nike and Uniqlo as well as domestic retailers including Trent’s Westside and Bata also (Council for Leather Exports, 2025). The speed of product replenishment, wider store footprints, and enhanced digital interaction plays an important role in influencing price concern (Malviya, 2024). However, to cope with the competitive landscape in India, the partnership allows M&S to access the broad retail network and supply chain of its partner which helps to differentiates itself with its sustainable sourcing and retain the British brand identity in India (Statista, 2024; Marks and Spencer Group plc, 2024). 

[bookmark: _Toc237019021]2. External and Internal Analysis
[bookmark: _heading=h.8u21xkn9ih59][bookmark: _Toc237019022]2.1 External environment analysis with PESTEL framework
M&S has been operating in India from 2001 and is currently trading through a 51:49 joint venture with Reliance Retail (Thehindu, 2023). With extensive operations over these years, it has developed a major presence in the market with over 100 stores in major Indian cities. The chosen product category of Footwear is under the wider Clothing & Home division of M&S. It will be competing in the Indian premium mass-market segments by focusing on urban middle and upper-middle income consumers. To better understand the external market and competitors that M&S needs to manage, a PESTLE analysis is done below.
[image: ]
[bookmark: _heading=h.85o4gy244ec5]Figure 1: PESTLE analysis
(Source: Self-made)
Political factor
As stated by Migozzi et al. (2024), the Indian political environment is highly supportive for organised retail, foreign investments and domestic manufacturing. For example, government initiatives like Make in India and production-linked incentive (PLI) schemes are increasing the potential for investment in textile, apparel and footwear supply chains. The continuous focus on infrastructure development, logistic networks and digital commerce has also reduced the operational barriers for national retailers. In terms of M&S Footwear, the political focus on expansion of manufacturing capabilities is providing opportunities for increasing local sourcing and reducing the basis of input. This is mainly crucial, as footwear retailers face rapid impacts from currency shifts, import duties and international shipping costs, especially for the market’s imports accounting for 1.5% of global footwear (Thakur, 2024). Furthermore, policy changes regarding customs duties, and labour regulations can potentially increase M&S’s operational costs. As a premium international retailer in India, M&S’s positioning in managing pricing competitiveness while aligning to changing regulatory needs will be a strategic challenge for it (True-brain, 2023).
Economic factors
Economic conditions are a major growth factor for M&S footwear in India, especially considering how India remains a major economically stable country with rapid growth estimated at 6.6% by 2027 (Worldbank, 2026). Rising disposable incomes, urbanisation, and the rise of middle-class households are increasing expenses on discretionary categories like fashion. The footwear market has shown a strong growth in the region, especially through its market size reaching $20.67 billion in 2025 (Imarcgroup, 2025). The growth rate is expected to have a growth rate of 9.7%. These have revealed long-term demand and growth potential of the market in India.
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[bookmark: _heading=h.2s9typcr9zkl]Figure 2: India’s global economic impact
(Source: Finger and Suphaphiphat, 2025)
Despite these, there are still economic threats like inflationary pressure which increased retail prices in various consumer categories. Furthermore, the Indian retail inflation has reached 4.38% in June 2026 (Reuters, 2026). This is higher than the RBI’s target for 4%, putting greater pressure on household purchasing power. Therefore, it has become essential for M&S to balance its premium positioning with value-consciousness to maintain demand in economic uncertainties. 
Social factors
Social and demographic trends are also influencing the growth of the footwear product line. With rising middle class and increased fashion consciousness through global trends via digital media, it provides a better base for M&S to expand its footwear segment. As per Nema and Sharma (2025), footwear trends are driving consumer consciousness while making it more than a functional necessity to a fashion product. Consumers have now become more aware of comfort, brand reputation, lifestyle alignment and design. This trend supports the keen focus of M&S’s value for quality materials and timely fashion (Marksandspencer, 2026). Consumers in India are also becoming more willing to purchase from omnichannel methods in terms of fashion products (Economictimes, 2025). The rise of this trend is allowing consumers to analyse an online product method before making a purchase or vice versa. This behavioural shift is beneficial for M&S due to its major physical presence with 107 stores in 33 major Indian cities, with a rising digital presence also through Reliance ecosystems (Indianretailer, 2025).
Technology factors
Technological transformations are majorly influencing fashion retail in various consumer segments, supply chain management, and digital commerce. Chandel and Chandel (2025) added the rising digital adaptations, wider smartphone penetration, and growth in online payment systems are majorly impacting purchasing behaviours. The rapid expansion of digital payment platforms and e-commerce platforms has supported consumers in reducing challenges in fashion purchasing and encouraged omnichannel retail models. Furthermore, Reliance Retail is continuously investing in its digital retail context, while integrating physical and digital shopping contexts through engaging consumer technologies (Economictimes, 2026). These factors are also supporting M&S with a crucial strategic advantage and developing opportunities for M&S’s footwear segment to enhance personalisation, inventory management, and consumer retention approaches.
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[bookmark: _heading=h.dpvrx7hxvkc1]Figure 3: Indian Footwear market drivers and barriers
(Source: Imarcgroup, 2025)
Technology also supports better forecasting, like through AI-driven tools, that eventually contributes to inventory optimisation and supply chain efficiency (Nweje and Taiwo, 2025). As a result, retailers that collect consumer data efficiently can respond rapidly to changing consumer and market demand.
Legal factors
The Indian retail sector is operating in a complicated legal context, with focus on consumer protection, employee regulations, product safety, data privacy, and other needs. This creates the need for M&S to maintain compliance in both digital and physical channels. Acharya et al. (2024) added that a keen focus should be on consumer rights and e-commerce regulations in the region. As time passes, footwear sales are rising with consumers' expectations for refunds, returns and product quality are also becoming crucial. For M&S, without meeting these legal requirements can result in significant reputation loss and hindered consumer trust. Furthermore, labour rights regulations also impact manufacturing partners and suppliers in India. As M&S strictly promotes ethical sourcing and a responsible supply chain with a focus on human rights preservation, maintaining this compliance in the Indian footwear supply chain will also be crucial for protecting brand equity (Marksandspencer, 2026).
Environmental factors
Environmental sustainability is also becoming a major strategic issue in fashion retail. Pranta et al. (2025) stated that consumers expect brands to showcase responsible sourcing, reduce waste in development and lower their environmental impacts. This trend is especially prominent among young urban consumers who are a major segment of M&S’s target consumer base. The footwear industry is also facing environmental challenges related to raw material sources, and production emissions. Companies like Granulon have undertaken major steps in India to majorly reduce their impact with approaches like environmentally supportive raw materials usage in their flagship product, G1 High Arch Support Slider (Digitalstrategyinstitute, 2025). M&S’s focus on becoming net zero by 2040 in its value chain is an important step in this direction (Marksandspencer, 2026). These have developed opportunities for differentiation in their footwear products through focusing on sustainable materials and responsible production approaches.
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[bookmark: _heading=h.12vpi1ba5kfs]Figure 4: Approaches of M&S for decarbonisation
(Source: Marksandspencer, 2026)
[bookmark: _heading=h.ddjxvynga7e6][bookmark: _Toc237019023]2.2 Assessing the organisation’s internal environment using VRIO
The VRIO framework (Barney, 1991) is used to determine whether organisational resources are Valuable, Rare, Inimitable and Organisation to provide a sustainable competitive advantage (Alifia and Dalimunthe, 2024). 
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[bookmark: _heading=h.dkhglgtqq4rs]Figure 5: VRIO framework
(Source: Messineo, 2026)
Value: M&S is recognised by its premium-quality footwear, superior product durability and ethical sourcing which helps it to generate the overall revenue of £13.9 billion in 2024/2025, in which £4.2 billion comes from its clothing and home divisions (Marks and Spencer Group plc, 2025). This highlights a positive customer confidence in its apparel portfolio, in which its collaboration with Reliance Retail Ventures Ltd. (RRVL) provides access to India's largest retail ecosystem. It has +20,000 retail stores across India and registered customers with a vast omnichannel network. Despite M&S' 70% of apparel and footwear consumption being value-oriented, its high price tag makes it less competitive in developing markets like India (Marks and Spencer Group plc, 2024). 
Rarity: British heritage of the company has led M&S to operate for 141 years in the UK. Its premium brand reputation, and sustainability leadership under Plan A have come under the rarity aspect of the VRIO framework. Company's responsible sourcing aspect of leather, integration of featuring technologies, such as Freshfeet™ odour-control and commitment to becoming a Net Zero business by 2040, enhances consumer trust and sustainability credentials which is rare to replicate (Marks and Spencer Group plc, 2025; Marks and Spencer India, 2026b). However, the premium craftsmanship of M&S helps it to differentiate from its competitors. It mainly focuses on the affordability and fast-changing fashion trends in India's footwear market (Bhanu Prakash and Nikhil, 2024). 
Inimitable: M&S's long-standing supplier relationships, brand equity and sustainability credentials have taken decades to build and are costly and time-consuming to imitate. However, competitors, such as Nike and Uniqlo, are quick to evolve with the fashion trend and technology-driven supply chains, resulting in reduced differentiation in product innovation for M&S. 
Organisation: Organisation of resources at M&S has proven to be effective due to its strategic partnership with Reliance Retail, the integration of digital channels and effective quality management systems which justify its premium pricing segment even in the price-conscious market of India (Dsouza, 2023). However, while Reliance Retail has an assisting hand, M&S also has a smaller store footprint and reduces brand awareness compared to its competitors. Though M&S has some valuable, scarce, hard-to-imitate resources, the need to become more agile in operation and gain market share is critical. This is to ensure a sustained competitive advantage in the premium footwear segment in India. 
[bookmark: _heading=h.ogqabawen5zu][bookmark: _Toc237019024]2.3 SWOT analysis of the organisation: India
	Strength
	Weaknesses 

	· Impactful wider global presence and reputation (Marksandspencer, 2026)
· Established physical store range
· Reputation for quality and comfort 
· Partnership with Reliance Retail in India for market access (Leite, 2020)

	· Premium pricing compared to domestic players like Bata, Relaxo, and Liberty (Imarcgroup, 2025)
· Smaller market share compared to major aspirational brands like PUMA, Nike, and Adidas (Imarcgroup, 2025)
· Lack of popularity as a footwear-focused brand

	Opportunities 
	Threat 

	· Footwear market in India is expected to reach $47.53 billion by 2034 (Imarcgroup, 2025)
· Higher demand for sustainable products
· Rising demand in relation to omnichannel retailing and e-commerce
· Rising urbanisation and middle-income group growth
	· Major competition from Puma, Bata, Relaxo, Khadim, and Liberty (Imarcgroup, 2025)
· Inflation in fashion context
· Supply chain disruptions and regulatory changes



Analysis
The SWOT analysis has shown that M&S footwear has a strategic positioning in the Indian market. A key strength is the brand’s global reputation that has been developed with years of experiences and operations in diverse markets, being a trusted British retailer (Marksandspencer, 2026). This reputation allows it to differentiate itself from various domestic retailers and related their footwear to quality, durability, and comfort. The study of Leite (2020) revealed that the established set of strong networks and JV with Reliance Retail has also enhanced its market positioning, reach and visibility. Although there are various weaknesses remaining that potentially hinder the brand's competitiveness. For instance, footwear products of M&S are often priced between approximately Rs. 1,000 to 8,000. These are, however, quite costlier than market leaders like Bata, and Relaxo, making it less accessible for price-sensitive consumers (Marksandspencer, 2026).
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[bookmark: _heading=h.fhmxxu7ffuh9]Figure 6: Positioning of market leaders in the Indian Footwear Sector
(Source: Imarcgroup, 2025)
M&S has a relatively small market share as compared to domestic and international brands operating in India like Puma, Nike and Adidas. Contrarily, Indian consumers often consider M&S and relate it more to apparel than footwear directly, reducing its visibility. There are still opportunities like the continuous expansion of the Indian footwear market that is expected to reach $47.53 billion by 2034, along with rising urbanisation and growth of middle-income households (Imarcgroup, 2025). Rapid e-commerce growth, identified in the external environment, is also providing additional benefits for M&S to reach consumers regardless of its physical presence with over 100 stores. Rising sustainability concerns and awareness is also aligned with M&S’s focus on wider commitments for ESG, responsible sourcing and ethical business (Marksandspencer, 2026). Yet, the company needs to consider the potential threats in the market, like competition is significantly high, with players like PUMA, and Bata managing higher market shares in various price ranges. Inflation pressure on retail also is potentially impacting consumer spending (Reuters, 2026). Supply chain disruptions and regulatory changes can also increase operational costs and availability. Thus, these factors collaboratively are showing that M&S need to enhance its footwear brand awareness while utilising the market growth opportunities to ensure competitiveness in Indian footwear. 

[bookmark: _Toc237019025]3. Comprehensive and holistic view of the organisation 
[bookmark: _heading=h.xukliykh7kw5][bookmark: _Toc237019026]3.1 Company’s CSR and objective alignment in the Indian market
Corporate Social Responsibility (CSR) of Marks & Spencer’s is based on its Plan A, with a keen focus on the company’s approach towards sustainability programmes that considers social, environmental and governance objectives (marksandspencer, 2026). In contrast to considering CSR as a key and only objective, M&S has considered sustainability being a key driver for brand image, long-term growth and operational resilience. These are also showcased through the performance analysis showing 38% reduction in Scope 1 and 2 emissions from 2016/17 values, £2.1 million fund raising for YoungMinds in 2026, and allowing 608 young people to start a work placement via the Marks & Start (marksandspencer, 2026). Furthermore, the group revenue reached £17.3 billion in 2026 (marksandspencer, 2026). This, in turn, has shown how the complete value chain is developing value for sourcing, worker wellbeing, product circularity and community engagement while developing commercial value.
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[bookmark: _heading=h.8rqwewesm2li]Figure 7: Environment and social progress of M&S
(Source: marksandspencer, 2026)
In relation to the Clothing and Home division operating in India, this particular CSR approach is well-aligned with the business focus. Ramesh (2022) had identified how nearly 2/3rd of the Durban consumers focusses on businesses with environmental responsibility in the Indian market, while the FMCG sector is developing a trend of premiumisation, allowing consumers to focus on higher-priced products with high quality, ethical sourcing and sustainable production. M&S’s focus on supply chain transparency, emission reduction and other approaches can satisfy stakeholder expectations and enhance differentiation in a competitive market. The company’s focus on trusted quality is enhancing premium positioning, while focus on sustainability is reducing ethical concerns (Marks and Spencer Group plc, 2026a). Ramesh (2022) argued that premiumisation does not always refer to ethical consumption, as it sheds light on alignment among consumer value and brand responsibility. Therefore, CSR in M&S needs to be considered as a strategic investment that can support brand equity and provide long-term support for profit maximisation.
[bookmark: _heading=h.7pivlq8vsn1v][bookmark: _Toc237019027]3.2 Balanced Scorecard analysis
The balanced scorecard can be considered as a beneficial framework for analysing the company’s mission, strategy and CSR commitments, and their key outcomes.
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[bookmark: _heading=h.kjkeil45s7g1]Figure 8: Key factors of the Balanced scorecard framework
(Source: Thestrategyinstitute, 2024)
Financial perspective: The key financial objective is profitable growth in the Clothing and home business in India while ensuring premium brand positioning.
KPIs include
· Revenue growth
· Operating profit margin
· Return on capital investments
· Online sales contributions
As of 2025/26, the group reported a fall of 7.7% in its Fashion, Home & Beauty segment, regardless of the profit being £671.4 million, showing the commercial significance and potential of the division (Marksandspencer, 2026). In India, management should target annual sales growth and enhance omnichannel profitability. Key approaches can include expansion of digital commerce through Reliance Retail platforms using the collaboration (Mittal, 2020). It can also enhance inventory management and increase local sourcing approaches.  Financial success will be crucial for funds innovation, sustainability investment, and store modernisation.
Customer perspective: The consumer objective is to become the most crucial premium retailer for comfort, quality and responsible consumption.
KPIs include,
· Consumer satisfaction scores
· Brand perception measures
· Repeat purchasing rates
· Loyalty membership growth
· Online conversion rates
M&S has always differentiated it from others through product reliability, making trust a key aspect in their strategic context, aligning with their vision for being the most trusted retailer (Marksandspencer, 2024). In India, targets should focus on enhancing consumer retention and strong awareness of the footwear category. Initiatives can include personalised promotions, which will showcase focus on sustainability with its Plan A, and integrating online-offline shopping (Hong, 2024). Through a combination of product quality and sourcing, M&S can enhance their emotional connection with these consumers while reducing price competition.
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[bookmark: _heading=h.dnysixbjw4fj]Figure 9: Plan A of M&S and target for 2030
(Source: marksandspencer, 2026)
Internal business process perspective: the objective in this perspective is operational excellence gained in logistics, merchandising, sustainability management, and sourcing.
KPIs include,
· Inventory turnovers
· Stock availability
· Supplier compliance rates
· Carbon-emission reducing
· Ordered fulfilment rates
Efficient processes are crucial, as footwear demands in India are rapidly shifting and changing, with trends like consumers now more focus on comfort- and wellness-based footwear, over just fashion-based purchasing, showing a premium segment (Singh, 2026). The partnership with Reliance Retail is providing better access to higher distribution capabilities that can support M&S in the Indian retail market. Strategic initiatives can include better data-based demand forecasting, supply chain visibility systems and ethical sourcing standard monitoring (Azis and Irjayanti, 2024). Better internal processes can support both financial outcomes and consumer satisfaction development in India, focusing on CSR commitments.
Learning and growth perspective: This is based on organisational capacity context, for which the objectives include developing employee skills, enhancing digital capabilities, and allowing better sustainability in corporate responsibility.
KPIs include,
· Employee engagement scores
· Training times for development
· Digital adaption metrics
· Innovation success ratings
In terms of India, learning approaches should focus on omnichannel retailing, consumer analytics, and sustainability awareness, being a key concept in the market, especially considering how brands like Neeman’s and Thaely have contributed with sustainable products and production methods (Indianstartuptimes, 2026).  Employees who can understand consumer needs and behaviour can better contribute to sales and service quality. This perspective is the base of the other three perspectives, as long-term competitive advantage is based on adaptability, knowledge and innovation, and not only on physical assets. 
Based on this analysis, investors, employees, suppliers, and consumers are altogether influencing long-term performance. Through analysing the environmental and social results while focusing on financial results, the company can enhance its resilience in the Indian retail sector. The balanced scorecard has allowed accountability, as managers can combine their daily operational decisions with wide strategic objectives and a sustainability focus.

[bookmark: _Toc237019028]4. Strategic Choices and Implementation 
At a business level, M&S has various strategic options for the Clothing and home footwear segment in India. For example, cost leadership could have supported competing mainly through lower prices and high amounts of productions. Although this strategy can increase market penetration, it can be challenging for M&S. It is so because domestic competitors like Bata, Liberty, and Relaxo are utilising stronger cost structures with wider market reach (markhub24, 2026). Differentiation can also be an option with the brand focusing on better quality, sustainability and comfort to justify its premium pricing. Finally, a hybrid approach can also be a choice in which the company can combine affordability with differentiated product aspects. Among these, differentiation is potentially considered to be the most suitable approach as it aligns with existing brand capabilities and consumer perception with market considerations.
[bookmark: _heading=h.1ngr1we29sg][bookmark: _Toc237019029]4.1 Ansoff Matrix for evaluating the options
Ansoff Matrix is providing an in-depth analysis of evaluation of these strategic directions (thestrategyinstitute, 2024).
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[bookmark: _heading=h.lxu7h6picgb8]Figure 10: Ansoff matrix analysis
(Source: thestrategyinstitute, 2024)
Market penetration focuses on increasing sales of existing footwear products through current stores and digital channels and potential differentiation. This option provides lower risk, but can result in low growth due to higher competition from major brands like Bata, Red Tape, Paragon, and Liberty competing in it (Sharma, 2026). Product development will include developing new innovative footwear ranges aligned with sustainability, comfort, and designs as per India's needs. Market development could include expansion in new Indian cities and enhancing complete e-commerce reach. Finally, diversification can provide the brand with the highest risks as it needs the brand to shift from existing competencies (Peterdy, 2022). Product development and a combined approach of market penetration can be the most suitable strategic choice for the brand. The Indian footwear market is growing rapidly with major potential. It is showcased through 2025's revenue of $26.640 million (Grandviewresearch, 2025). This can develop opportunities for premium brands that can provide quality, fashion and sustainability collaboratively. This is also supported by the analysis of Ramesh (2022) regarding the rise of premiumisation in the market, which can enhance the capability of M&S for better expertise in product quality and ethical sourcing, creating less chance of complete diversification. The partnership with Reliance Retail is also offering the benefit of higher physical and digital distribution channel access, potentially supporting growth and reducing major structural changes.  The differentiation suitability is based on industry conditions, like price-based competition being very challenging as consumers have a wide range of alternative brand choices (markhub24, 2026). Thus, focusing on cost can reduce profitability and risk hindering brand equity value.
Differentiation allows M&S to consider premium pricing while focusing on consumers who value comfort, durability, and responsible production. As per Beyne (2020), the focus on Plan A in relation to sustainability allows this firm to enhance its position and develop better value that competitors can face issue replicating. The profit of the Fashion, Home & Beauty segment was £671.4 million. Loss of revenue by 7.7%, however, highlights how consumers are willing to pay for differentiated products (Marksandspencer, 2026). Through utilising this concept in India, footwear performance can be enhanced with support of local market understanding from Reliance Retail. Product innovation focused on sustainable materials, enhanced styling and comfort technologies can support the brand to appeal to wider Indian consumers in other cities and showcase premium positioning.
[bookmark: _Toc237019030]4.2 Implementation focus and approaches to overcome barriers
In terms of implementation, M&S should increase investment in consumer analytics to identify new trends and regional preferences. As per Rodríguez-Torrico et al., (2020), a keen focus on expanding the omnichannel context for seamless consumer experience can also be considered. M&S in terms of marketing communication needs to focus on sustainability approaches, ethical sourcing and product quality control allowing differentiation. Finally, local sourcing should be increased while quality management is enhanced to enhance profitability through supply chain efficiency and consumer preference matching.
Yet, there can be various challenges like price sensitivity can hinder this approach. With time, Indian consumers are becoming resilient and value conscious, thus M&S can develop tiered product ranges that consider quality and offer entry-level options to overcome this issue (Deloitte, 2026). On the other hand, brand awareness lack can result in growing challenges for growth, as consumers often consider M&S with apparel context not footwear. Therefore, campaigns, and influencer collaborations can be implemented for better brand segment awareness development. Supply chain complexity can also hinder this strategic approach. Meemken et al. (2021) added that sustainable sourcing and major quality control can increase costs and complexities of operations. Strong supplier relationships, regular audits, and even digital traceability can reduce these concerns. The major competitiveness through brands like Bata, Liberty, and others is also developing issues in brand image expansion requiring continuous marketing and innovation investment (Sharma, 2026). 
A clear value proposition can, therefore, be beneficial that focuses on quality, comfort, and sustainability that differentiates it from competitors. In relation to implementation context, annual reviews can also support measuring consumer satisfaction rates, digital sales growth, and sustainability performance, allowing a better understanding of market share and their effectiveness of market acquisition (Boadi, 2024). Finally, Duarte et al. (2023) added that a continuous focus on investment in innovation is also crucial, especially for alignment with product development strategy, and allows remaining innovative and relevant in the rapidly changing Indian market. A stronger focus on Reliance Retail collaboration can also improve the speed of execution through better planning, consumer insight-gaining, and supply-chain integration for reduced market barriers and better flexibility. The differentiation approach supported through product development and better market penetration have offered the most beneficial approach for sustainable M&S growth in the Indian Footwear sector.

[bookmark: _Toc237019031]Section 2: Reflection 
To reflect on the complete learning journey of this assignment, the Kolb’s experiential learning cycle is chosen to showcase each stage of learning (Schieber, 2020).
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[bookmark: _heading=h.jjn4uytch6er]Figure 11: Kolb’s reflective learning cycle
(Source: Schieber, 2020)
[bookmark: _heading=h.ia65t1lylbyx][bookmark: _Toc237019032]Concrete experience
While preparing strategic analysis of M&S’s Clothing and Home division in the Indian market with a focus on the footwear context, I was able to engage with a diverse range of sources to collect, evaluate and analyse information from them. At first, my main objective was to understand the business model of M&S, competition position, and operations in India’s Footwear sector. In this phase, I reviewed sources' sustainability disclosures, annual reports, and retail market analysis to gather all relevant evidence. I found that regardless of the vast availability of data, not all of them were recent or reliable, making me compare data from various sources to enhance consistency and accuracy. This experience shed light on the crucial need for evidence-based analysis and identified challenges included in assessing major retailers that are operating across various consumer segments and markets (Kong et al., 2023).
[bookmark: _heading=h.fkzevuozbc0][bookmark: _Toc237019033]Reflective observation
I reflected on how efficiently the evidence highlighted M&S’s strategic positioning. I was able to identify that company reports mainly focused on positive achievements and strengths, while industry reports shed light on wider context through considering market risks and competition. This allowed me to analyse data from various perspectives before compiling them to develop findings. I also understood that data with relation to the Indian footwear segment was very wide and required careful analysis of wider trends in it. The conducting of PESTLE, VRIO, and SWOT analysis allowed me to understand that there were recurring themes like brand reputation, sustainability and competitive pressures. This identified that strategic issues are often based on a relationship and cannot be separated for analysis. The process also shed light that supporting arguments with proper statistical or validated evidence are crucial for better recommendation credibility.
[bookmark: _heading=h.bmfjx7hkgv0u][bookmark: _Toc237019034]Abstract conceptualisation
The analysis of this assignment also enhanced my understanding of how strategic management theories can be utilised in a practical context. The PESTLE framework supported analysis of external environments, while VRIO supported the analysis of internal resource capabilities for better competitiveness. Through the SWOT analysis, the company’s strengths and weaknesses were linked with external opportunities and threats. Furthermore, Gomes and Romão (2025) added that the use of Balanced Scorecard sheds light on how strategic objectives can be translated into measurable performance analysis. M&S’s CSR strategy analysis shed light on the fact of how sustainability is considered in a long-term business model. Therefore, I can say that these frameworks allowed me to structurally enhance my analysis of complicated business situations and improve my capability to link theories with practical company aspects.
[bookmark: _heading=h.debs2o7aktbx][bookmark: _Toc237019035]Active experimentation
The reflective process will impact my future research and strategic thinking capabilities. I aim to start future similar projects with a clear research plan, consisting of pre-defined criteria for analysing and verifying data from diverse sources. This approach will support me to improve efficiency and reduce time spending on gathering data with lack of relevance. Another key learning for me is to integrate the quantitative evidence throughout a discussion and not just add statistics in the final argumentative approaches. In future similar contexts, I will also aim to utilise visual elements more efficiently, while using performance indicators and benchmarking data for better analytical depth. Finally, I will also aim to continuously improve my capability in analysing theoretical frameworks critically.

[bookmark: _Toc237019036]
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OUR APPROACH TO DECARBONISE OUR BUSINESS

Efficient operations

Reducing emissions across our
store and logistics operations

Cutting operational emissions
through energy efficiency,
electrification and network
improvements.

Upgrading stores via our rotation
programme, removing gas and
reducing emissions

Rolling out energy efficiency
projects and expanding renewable
energy generation and procurement

Transitioning fleet from diesel to

bio-CNG (compressed biomethane)
and electric vehicles

¢ Innovation

Scaling lower-carbon solutions through =5
investment and partnerships, including the

Plan A Accelerator Fund.

& Responsible sourcing
Protecting nature and
securing supply

- Strengthening the sustainability
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- Transitioning to lower-carbon,
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- Supporting regenerative and

nature-positive farming through the
Plan A for Farming programme.

Delivering deforestation- and
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high-impact materials, including
Better Cotton

Sustainable manufacturing
Better production through
supplier partnerships

Partnering with suppliers to reduce
emissions and improve
manufacturing performance

- Accelerating lower-carbon

technologies through the Plan A
Accelerator Fund.

- Scaling renewable energy uptake in

supply chains through RE:Spark.
Enhancing supplier data visibility
and embedding our key asks for
Food suppliers, including
science-based targets.

What powers this journey?

A Technology

Tools to measure emissions, capture supplier
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S A Reducing waste through
smarter design and reuse

Designing out waste and scaling
circular solutions across the business.

Maintaining zero operational waste
to landfill and reducing food waste
through redistribution.
Removing unnecessary packaging
and increasing recyclability.
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including Refilled and hanger reuse.
- Scaling rewear, repair and resale
through our Another Life programme.
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as Circulose and Reverse Resources

Engagement
Driving action across our value chain by
engaging suppliers, partners and customers,

and upskilling our teams.

Governance and risk management: keeping us on track
Oversight sits with the ESG Business Forum, ExCo and ESG Committee.

We report annually against our GHG targets and disclose under TCFD.
Climate risks are integrated into strategic planning, investment decisions and capex.
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Political Factor:

‘Govemment support for retail,
‘manufacturing and foreign
investment creates favourable
operating conditions.

« Makein India and PLIschemes
‘provide opportunities for
increased local sourcing and
supply chain efficiency.

 Reduced dependence on imports
can lower exposure to currency
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+  Changesin customs duties, lsbour

Economic Factor:

Strong GDP growth and rising
disposable incomes support
demand for premium footwear
‘products

Expansion of the Indian
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ocial Factor:
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experience and engagement
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digital expansion sirateg.
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Rising online sales increase
the importance of refumn,
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Labour and supply-chain
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