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 Introduction to today’s tour  

 Three year plan context 

 Introduction to the team 

Patrick Bousquet-Chavanne & Rob Weston 

Sacha Berendji  

 
 

 

Agenda  



Transforming the business 

2010 

2010 
Traditional,  

British 
Retailer 

2010 

2013 
International,  
Multi-channel  

Retailer 



Transforming the business 

Unclear clothing sub-brands 

Stores lacking inspiration 

2010 

2010 

2010 Limited organisational 
‘bench strength’ 

Systems not fit for purpose 

Complex and inflexible  
supply chain 

2010 

2010 

Limited international capability 

2010 

2010 

Food positioning lacking clarity 

2010 

 
 
 
 

2010 

2010 

Poor online &  
multi-channel capability 



Strong organisation 

New supply chain (2015) 

New systems 

Pipeline of 250 international stores 

M&S.com as flagship  
& new EDC 

‘Concept’ stores 
completed 

Clearer sub-brands 

Specialist positioning on food enhanced 

2013 

Transforming the business 2013/14 



Sub-brands & stores: Before we started in 2010 



Concept Phase 1 – August 2012: 

More inspirational shopping environment 

 Now End 13/14 

New Deli   37 39 

New Bakery   367 402 

New Beauty approach  93 112 

New Home scheme  55 62 

New multichannel approach 

 

 



Concept Phase 2 – September 2013: 

   Now           End 13/14 

Phase 1 roll-out    201  All 

M&S Collection    All  All 

New per una environment   15  TBD 

New footwear & accessories scheme 3  TBD 

 
Roll-out on track & within capital budget 



Womenswear focus 
 
1.    Product  New collection 

    Clear and compelling sub-brands 

2. Campaign  New, fully integrated, multichannel communication 

3. Execution  Improved environment 

    Improved customer experience 

 



  
Patrick Bousquet-Chavanne  
Executive Director – Marketing & Business Development  



The M&S womenswear customer  

 

 

Challenge & Opportunity: M&S customer is the British public 

69% of women shop alone  
 

Wants to be surprised and delighted by shopping experience  

Researches fashion purchases online first   

Spends an average of 24 minutes in store  



MARKETING  
PRIORITIES 

DELIVER BRAND 
REAPPRAISAL 

TRANSFORM THE IN-
STORE EXPERIENCE 

DELIVER ON-LINE 
PUBLISHING ON 

M&S.COM 

DRIVE FOOD TO BE 
MORE RELEVANT 

FOR MORE 
OCCASIONS 

DELIVER CROSS-
SELLING 

OPPORTUNITIES 

WHERE WILL  
GROWTH  
COME  
FROM? 

UK: Existing customers to shop more of our categories & channels & build a younger customer base from 30+ 

International: Grow international customer base 

OUR  
CORPORATE  
VISION 

To become an International Multi-channel retailer 

MARKETING 
VISION “M&S a Brand of Style and Substance” 

ENABLERS Retail & On-line #1 Team Plan A Visual Merchandising & 
Store Design 

MARKETING 
COMMUNICATION 
PRIORITIES 

Re-engage Core 
Consumers 

Put aspiration & 
fashionability 
back into the 
M&S brand 

Create clear & 
compelling  
sub-brands 

Establish  
M&S.com 

as Flagship for 
the Brand 

Forward thinking 
Plan A 

Become a 
destination for 

Leadership 
categories 

STORE  
ENVIRONMENT 
VISION 

“To Deliver a World Class Customer Experience” 



Delivering our marketing priorities  

#1 Product  #2 Campaign #3 Execution 



#1 Product: Previewed in May 



#1 Product: Press reaction 



#1 Product: Clear and compelling sub-brands  

 
 

A TOUCH OF GLAMOUR DENIM / CASUAL CHIC 

   DESIGNER /  
AFFORDABLE LUXURY 



  
Rob Weston  
Global Marketing & Brand Director  



Clearer sub-brands: The customer  

 
 
 
 

 
 

 
 

“They help me find what’s 
‘for me’ in the store.”  

“I like the idea of sub-
brands – especially 

when there is such a 
broad offer.”   

“Brands need to be 
relevant  to me -  give me 
something to aspire to.”  

“They can make 
the stores feel 

cluttered.” 



Clearer sub-brands: Elevating M&S Collection 



Clearer sub-brands: More distinct roles 



Clearer sub-brands: Consistent execution 



Consistent sub-brands: Lifestyle and aspiration 



Clearer sub-brands: Substance in quality and design 



Clearer sub-brands: Early feedback 

Customers give improved scores across 
Perception of quality  
Ease of navigation  
Inspiration  

 
 

 
 

 
 

Our next steps...  



  
Patrick Bousquet-Chavanne  
Executive Director – Marketing & Business Development  



Delivering our marketing priorities  

#1 Product  #2 Campaign #3 Execution 



#2 Campaign  
 
 
 



#3 Execution: 24 minutes to inspire and impress  

  



#3 Execution: M&S Collection 

Trouser Story 
Fit & breadth of range 

with category 
authority 

Knitwear Story 
Luxury of feel good 

fabrics 

Coat Story 
Coat couture  

(style beautifully 
crafted) 

Tailoring Story 
Quality and detail     

(with fit) 

Dresses Story 
Art of dress making 

Denim Story  
Crafted for great fit 

 



#3 Execution: M&S Collection – The Coat Collection  
   



#3 Execution: Footwear & Accessories 



#3 Execution: Footwear & Accessories 



#3 Execution: Online 

  



In Summary 

• Marketing vision: 

• “M&S: a Brand of style and substance” 

• Marketing priorities: 
• Deliver Brand reappraisal 
• Transform the in-store execution 

• To deliver a world class customer experience 
 

 
 

 
 



Sacha Berendji 
Retail Director 



The M&S customer  

“I want space to 
breathe in store.” 

“I need to feel reassured 
about what I buy  - I want 
to know it suits me and 

fits well.”  

“I want ideas about what 
to wear – and how I 

should wear it.”  

“I want to find what I 
want quickly and 

easily.”  

“I enjoy technology 
with a human touch.”  



1. Presentation 

Transform the in-store experience: PACK 

2. Availability 

3. Cross-selling & service 4. Knowledge 



1. Presentation 

Execution: Retail priorities  



Execution: Presentation  
  

Employee Engagement  

De-clutter  Zoning  

Product handling confidence 



1. Presentation 

Execution: Retail priorities  

2. Availability 



Execution: Availability  
 

Focus on multi-channel 
(every store is a flagship)  

Push allocation 



1. Presentation 

Execution: Retail priorities  

2. Availability 

3. Cross-selling & service 



Display co-ordination  Acknowledgement  

Execution: Cross selling and service  

 Quick to pay  



1. Presentation 

Execution: Store priorities  

2. Availability 

3. Cross-selling & service 4. Knowledge 



Execution: Knowledge 

The Top 20  

Knowledge to Share Sharing knowledge   

Top 10  - Weekly vodcast 



1. Presentation 

Transform the in-store experience: PACK 

2. Availability 

3. Cross-selling & service 4. Knowledge 



  
Marc Bolland 
Chief Executive 



The reappraisal journey across all touch points  

Product 
preview 

Ad 
campaign 

Window 
Visual 

Merchandising 

Listening to 
customers 

Decor 



Now to see it in the store... 

Group one     blue dots with Rob Weston 
 

Group two     green dots with Sacha Berendji  
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