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Plan A – what we’ve learned so far

Two things are very clear: first, that 
the evidence of environmental damage 
and social inequality has increased since 
we launched Plan A; second, that our 
customers are prepared to take action 
on these issues if we make the solutions 
affordable and easy.

Just as importantly, we’ve learned that 
improving our sustainability doesn’t have  
to cost more. On the contrary, there’s a 
compelling business case for improving 
efficiency by using less energy, reducing 
packaging and waste, and creating new 
markets such as M&S Energy. Together 
these have generated additional profit of 
£50m for 2009/10, which has been invested 
back into the business.

The other important lesson we’ve 
learned is that we can’t do this alone. 
We don’t have all the answers – but we can 
learn faster and develop better solutions 
if we work with partners such as WWF, 
Business in the Community, Forum for the 
Future, RSPCA, Oxfam, Waste Resources 
Action Programme (WRAP), the Carbon 
Trust, BRE consultants and Groundwork.

Above: In 1982 M&S was one of the founding 
companies of Business in the Community 
which promotes investment in regenerating 
local communities

Plan A – the journey continues

We’re on a journey to make M&S more 
sustainable that effectively started decades 
ago, then gathered pace as our focus 
shifted from philanthropy to community 
investment and subsequently corporate 
social responsibility. Launching Plan A was 
the logical next step – a radical commitment 
to tackle sustainability issues in a more 
integrated way – but there is a long way to 
go. M&S has always prided itself on being at 
the forefront of anticipating and responding 
to social and environmental issues and the 
graphic above shows how our activities have 
developed to match the needs of society 
over time. 

That’s why we’ve announced an 
expanded Plan A and set the most 
ambitious target in our company’s history: 
to become the world’s most sustainable 
major retailer by 2015.

The Plan A journey
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2007–2012:  
100 commitments
See p20 to 39

Sustainable business 
Zero carbon, zero waste,  
fair and healthy

2010–2015:  
180 commitments
See p44 to 47
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The Plan A journey continued

Carbon emissions reduced by

 8%
and 19% for every square foot of sales floor 
compared to 2006/07 after adjustment for weather

Plan A up to 2015

Launched in March 2010, our expanded 
Plan A sets out 80 new commitments and 
adds more ambitious targets to existing 
ones. Along with our five pillars – Climate 
change, Waste, Natural resources, Fair 
partner and Health and wellbeing – it also 
features two new categories: Involving 
customers and Making Plan A ‘How We 
Do Business’.
Involving customers We aim to use 
Plan A to help our customers live more 
sustainably by ensuring that half of our 
products have at least one Plan A quality 
by 2015 and all of them do by 2020. 
We also want to make it easy for customers 
to have their own personal Plan A eco-
programmes. To support both these 
aims we intend to run marketing and 
communication programmes centred 
on Plan A over the next five years.
Making Plan A ‘How We Do Business’ 
To accelerate the transition of Plan A from 
‘Plan’ to ‘How We Do Business’ we’ve 
launched a £50m innovation fund, 
sustainability programmes for our Food 
and General Merchandise suppliers and 
a Sustainable Agriculture Programme for 
our farmers and growers. To engage our 
employees with Plan A, we’re offering them 
free home insulation, a free home energy 
monitor and one day’s paid leave every 
year to do volunteer work. 

Building on our progress We’ve made 
excellent progress so far and have now 
sketched out our future ambitions. We’ve 
extended our targets across all areas of 
Plan A. These include going beyond our 
commitment to be carbon neutral by also 
improving energy efficiency by 35% and 
helping our suppliers and customers to cut 
their carbon emissions. We are also creating 
more partnerships that help our customers 
recycle and reducing the amount of waste 
we generate. We’re extending our 
programmes of sustainable raw material 
sourcing to help protect rainforests and 
working with suppliers to pay higher wages 
at clothing factories in developing countries. 
And finally we’ll extend health benefits 
across more of our products. 

After three years of good progress 
it’s now time to move Plan A forward 
by setting even bolder targets. You can 
follow our progress against our new 
commitments, (shown on pages 44 to 47), 
in future Reports. 

Richard Gillies Director of Plan A,  
CSR and Sustainable Business

Revised structure for 2010 –2015

In March 2010 we announced 
a set of 80 new commitments 
and a revised structure adding 
two new pillars to the 
existing five.

 We will be reporting on these from 
2011 (see page 44 for the full list  
of commitments)

Two new Pillars

Involve customers in Plan A 
Make Plan A How We Do Business

Extending five existing pillars

Climate change 
Waste 
Natural resources 
Fair partner 
Health and wellbeing

33%
less waste sent to landfill compared to 2008/09

72%
of wood used was ‘Forest Stewardship Council 
certified’, ‘recycled’ or from sources ‘that  
otherwise protect forests and communities’
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