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About this Report

As our success depends largely on how 
we anticipate the needs of our customers, 
this year’s Report is structured around five CSR
issues that customers have said they want more
information on:

• Sustainable raw materials
• Responsible use of technology
• Animal welfare
• Ethical trading
• Community programmes

For each of these issues, we describe our
challenges and how we are working to meet them.
Later in the Report we summarise our performance
and progress against targets for some of the other
CSR issues that Marks & Spencer faces. For all of
the issues we are working on, we have outlined
performance targets for 2004/05 and will report
against these in the future. 

This Report has been produced in two
electronic versions (pdf and html) available from
our website which we believe are the most useful
formats for its intended audience. We have also
produced a summary leaflet which will be
distributed with our 2004 Annual Review.

To show how we act on feedback, throughout
this Report you will see comments that people
made on our CSR Review last year. These have
resulted in changes to the way we have
conducted our reporting this year. 

You can find out more about our policies and
practice in the CSR section of our corporate
website (www.marksandspencer.com/thecompany).

This Report builds on last year’s Corporate Social Responsibility
Review, which set out our approach to CSR and began to assess
our performance against our social, environmental and ethical
responsibilities. Our approach to CSR and what it means to us is
described on pages 7 and 8.
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Introduction from Luc Vandevelde 

As a customer-focused business, we believe the
main value of CSR is in building and maintaining
our customers’ trust. Where our products carry the
Marks & Spencer label, we’re able to apply our
standards across the range, not just to a few
selected lines. In this way, we can give our
customers the assurance they seek in areas 
such as safety, care for the environment and
employment practices among our suppliers. 
This Report is in fact based on concerns and
expectations voiced by our customers in a
research and consultation programme carried 
out last summer. 

Under our philosophy of ‘helping others to
help themselves’ we have focused our community
activities onto fewer projects that allow us to
make a bigger impact. In February 2004, we
launched Marks & Start, our flagship community
programme providing work experience for around
2,500 people with disabilities, students, school
children, the young unemployed and the
homeless. Our aim is that this will become the
largest programme of its kind in the UK and
Ireland. Not only does this approach help the
community but over 1,000 colleagues can benefit
from the experience of being a ‘buddy’. 

Overall, we’ve made progress that has been
recognised by a number of awards and high
rankings in CSR league tables. But we also
acknowledge the challenges we face. Like all
areas of the business, CSR is a never-ending
process and we’re constantly looking to do 
more and do it better. We hope you find this
publication instructive and look forward to
reporting further progress next year. 

Luc Vandevelde 
Chairman 

This has been a challenging year for 
Marks & Spencer and many parts of the business
are undergoing change as we seek to keep pace
in a fast-moving and increasingly competitive
marketplace. 

In these circumstances, you might be asking
whether difficult times have weakened our
commitment to corporate social responsibility or
CSR. The answer is emphatically no. We believe
that the future success of our business depends
on good corporate behaviour and our
contribution to society as a whole. Far from being
an optional add-on, CSR is integral to our
business and informs everything we do in good
times and in bad. Indeed, the way we respond
when the going gets tough is perhaps the best
measure of how serious we are about good
corporate behaviour. 

The following report shows CSR alive and well
at the heart of our business. Last year, our initial
CSR review described the broad principles that
govern the way we behave as a company. This
second publication provides more by way of hard
data and evidence of progress, which is why we
call it a CSR report. It shows the many ways we
impact society, the targets we’re setting and the
systems we’re introducing to plot how we’re
doing. To speed our progress, each of our
operating units has begun to include a CSR
component in its own business strategy in support
of the Company’s overall aims. 

Another feature this year has been a
programme of independent assurance. As well as
being good governance, this ensures that we
clearly identify our starting point in the areas
where we hope to improve and can accurately
measure progress in the future. It also shows
where we can justifiably claim successes and
where we still need to work harder. 

We aim to be a force for good, not in addition to our 
day-to-day work but by integrating good corporate behaviour
into everything we do. In tough times as well as good, we
continue exploring ways to be more effective, to measure 
our progress and to meet the expectations of all those 
involved in our business. 
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Overview of performance

But we know that CSR is a journey and there is
always more to do. Later, in ‘Making it happen’
(see page 9), we explain how we are working to
integrate CSR into our activities at all levels of the
Company using strategies to address individual
challenges in each part of the business. Some are
now established with supporting action plans and
sponsors; others are at an earlier stage.

Our aim is to integrate the management of
our CSR strategies more fully in 2004/05 and we
are particularly keen to improve communication
on key issues, especially to colleagues and
customers.

Reviewing our progress over the last year we 
have identified the following challenges:

• To make sure that Marks & Start fulfils its aims 
(see page 28).

• To build on the cross-company review of wood
sourcing by developing a more rigorous system
for products and packaging. This is a huge task
including the increased number of Marks & Spencer
Lifestore furniture suppliers and requires a phased
approach (see page 15).

• To introduce better policies and systems to
uphold standards of animal welfare where clothing
and homeware are concerned. Many of these
materials such as leather and wool are traded as
commodities around the world. (see page 21).

• To work to establish an industry leading
position on salmon feed following media
coverage about contamination with
Polychlorinated Biphenyl (PCB). Our current
position is in line with the rest of the food industry.
(see page 14).

• To ensure the expanded number of home
product suppliers (required for the launch of
Marks & Spencer Lifestore) are incorporated in our
ethical trading compliance scheme (see page 23).

Our progress in addressing these challenges and
any new ones that may arise will be discussed in
future CSR Reports.

Our achievements during the financial year ended
3 April 2004 were recognised publicly. We were
ranked as the leading retailer in the global Dow
Jones Sustainability Indexes for the second year
running. In Business in the Community’s Corporate
Responsibility Index we were rated as the leading
general retailer, and overall were ranked 18th out
of 139 companies, with a score of 93%.

Key achievements included:

• The launch of Marks & Start, our flagship
community programme to provide work
experience to people of different ages and walks
of life, many of whom are disadvantaged. We
hope this will become the biggest programme of
its kind in the UK and Ireland, providing support
for parents who return to work, people with
disabilities, students, school children, the young
unemployed and the homeless (see page 28).

• An increase in the amount of organic cotton
used in Marks & Spencer clothing. We launched a
small trial of organic cotton yogawear in our View
From sports range manufactured from Agrocel®
Pure & Fair cotton. The Agrocel® project
encourages small scale farming communities in
rural India to convert to organic cotton production
(see page 13).

• Steady progress in phasing out potentially
harmful pesticides and in reducing residues on
fruit, vegetables and salads. Our performance was
recognised as leading other UK retailers by Friends
of the Earth’s Real Food Campaign (see page 17).

• The introduction of slower-grown Oakham
chicken to fresh chicken products and selected
prepared dishes. In the Bird Flu epidemic that
affected some Asian chicken production we could
re-assure our customers that no Marks & Spencer
products were affected because of our policy on
traceability (see page 21).

• The setting up of ethical trading audits for
international franchise partners and their
equipment suppliers (see page 26).

During 2003/04 we have worked to improve our performance
across a wide range of corporate social responsibility issues.

FEEDBACK COMMENT

“I want information
about the good and

the bad. If I don’t
get the bad I’m 

not going to 
believe the good.”

CSR journalist
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About us

We believe many things differentiate us from our
competitors, not least our heritage of 120 years 
of retailing and our strong tradition of looking
outwards to the communities we serve. We have
established a reputation for quality, value and
service and we work hard to protect and enhance
this. We try to meet the expectations of our
customers and wider society by striving for
continuous improvement across all of our
operations.

OUR SCALE
The scale of our operations – with sales of some
£8.3 billion a year, total assets of £2.45 billion and
approximately 70,000 employees – provides us
with enormous opportunities. But we also face
significant challenges in making sure we continue
to grow and meet our obligations to stakeholders. 

We source most of our food from the UK and
Europe, but some 90% of our other products are
now sourced overseas. Our supply chain reaches
to some 2,000 suppliers of finished products in
many corners of the globe. Our products are
almost entirely own-brand. This allows us to
control the quality of our products and services
but requires skilful management at all levels of the
Company and a commitment to high standards
that are applied both by us and our suppliers. 

In challenging trading last year, our operating
profits grew to £866 million helped by tight cost
control and a 3.5% increase in sales. You can find
out detailed information about our financial
performance in our Annual Report and Annual
Review, both of which are published at the same
time as this report and available online at
www.marksandspencer.com/thecompany.

OUR VISION 
Our vision is to be the standard against which all
others are measured. In all our products and
services we are trying to make aspirational quality
accessible to all. We are guided by a commitment
to quality, value, service, innovation and trust. 

Our primary focus is on understanding and
meeting our customers’ needs consistently, in an
increasingly competitive retail environment. 

We place real importance on creating a place
to work that inspires and rewards our colleagues
properly. We want our workforce to reflect the
diversity of the people that shop with us. 25% of
our employees are aged over 50, and 28% under
30 and the majority are female (78%). Overall, our
workforce reflects the ethnic make-up of the UK
population with 13% coming from ethnic
minorities. 

We are one of the UK’s leading retailers 
of clothing, food, home products and 
financial services. 

Some 10 million customers shop with us 
each week, visiting our 375 stores. In addition,
we have 155 stores managed under franchise
in 28 territories around the world (mostly 
in Europe, the Middle East, Asia and the 
Far East), stores in the Republic of Ireland, 
nine wholly-owned stores in Hong Kong 
and we own the US supermarket group 
Kings Super Markets.
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Money
The main focus for our Money division this year
has been the launch of our ‘&more’ combined
credit and loyalty card and there are now
2.1 million ‘&more’ cards in active use, making 
us one of the UK’s top-ten largest credit card
providers from a standing start. A similar number
of customers have our traditional store cards
which can be used in our stores and on our
website. As we develop our Money business we
are looking to add other useful financial products
like our travel, motor and pet insurance. Money
now accounts for 4% of our total turnover.

OUR BUSINESS
Our business is divided into four main areas –
Clothing, Food, Home and Money, our financial
services business.

Clothing 
Clothing, which accounts for 50.1% of our UK
sales, is our biggest business and provides a wide
range of clothing for women, men and children.
We have an 11% share of the UK clothing market. 
Our priority is to provide high quality clothing 
at great value, with innovative, well-made and
stylish products. 

We are increasingly refreshing our overall
range with collections of clothing, like per una,
Autograph, mw, Blue Harbour, Sp and DB07 
David Beckham, which meet the specific fashion
aspirations and attitudes of different groups of
customers. But we work just as hard to enhance
our core business, meeting our customers’
demand for essential items that offer excellent
quality at great value.

Food
We have long established ourselves as a leading
provider of quality food, with a 3.2% share of the
UK market. We strive continuously to provide high
quality fresh and prepared products which are
affordable and produced in a responsible way. 

Our Food division, accounting for some 43.4% 
of UK sales, operates throughout our chain of
stores and also sells a selection of products
through 97 Simply Food outlets in key positions
such as railway stations. In addition it is responsible
for Café Revive, our in-store coffee shops.

Home 
We are developing our Home division, which
currently accounts for a relatively small 6.5% of our
UK sales and gives us a 2% UK market share. The
launch of the first Marks & Spencer Lifestore in
Gateshead this year is the first step towards
developing a unique approach to selling products
for the home which more closely reflects the
eclectic way people live their lives today.
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What Corporate Social Responsibility means to us

PRINCIPLE ONE: 

Take care and act responsibly in
delivering high quality products
and services

The ways in which Marks & Spencer products and
services connect with people, the environment
and animal welfare will always be one of our most
demanding CSR challenges.

We want to show that our goods are produced
in an ethically and environmentally responsible
manner. To do this and respond to our customers’
needs and expectations, we must keep sight 
of the wide range of raw materials, production
processes and countries of operation involved 
in producing and selling our goods.

Where our products carry the Marks & Spencer
label, we have the unique ability to practice good
CSR across our product range. The diagram
below shows how we influence our products at
different stages of their ‘lives’. We have direct
control over the two key parts of our business –
distribution and selling. But we can also influence
most other aspects of the production and use 
of our products.

Marks & Spencer has a strong tradition 
of CSR and we see it as integral to how 
we do business.

Our founders believed that building good
relationships with employees, suppliers and
wider society was the best guarantee of long-
term success. This remains the backbone of
our approach to CSR. 

Managing CSR well will allow us to identify
potential risks to the Company and respond 
to areas of performance where we fall behind.
More importantly it also means we can identify
opportunities to differentiate ourselves from
our competitors. CSR can help us to draw
shoppers to our stores, attract and retain the
best staff, make us a partner of choice with
suppliers and create value for our
shareholders.

Our approach is built around three principles
and a framework developed by our Board-level
CSR Committee during 2002.

Practising Corporate Social Responsibility across the product life cycle

We have direct control here
through our stores

and distribution centres

We have influence here
with our suppliers

We have influence here
with our customers

We control through:
Store design and operation which include:

Acting as a good neighbour (page 39).
Reducing energy, water use and waste (page 32).

Respect of privacy (page 34).
Responsible financial services (page 35).

Health & Safety protocols (page 38).

We influence through:
Our quality management systems

which include:
Global Sourcing Principles (page 23).

Standards and Codes of Practice
covering sustainable raw materials,

responsible use of technology, animal
welfare and ethical trading (pages 11-26).

We influence through:
Our systems covering:

Easy to understand labels and
information (page 33).

Reducing waste from packaging and
products (page 31).

Choice of nutritious and healthy foods (page 34).

Raw materials Production Distribution Selling Use Disposal
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PRINCIPLE THREE: 

Help make our communities
good places in which to live 
and work

We recognise our obligations to the communities
in which we trade. We were founding members 
of Business in the Community and remain an
active member.

Our relationship with communities is
interdependent. Successful retailing requires
economically healthy and sustainable
communities. At the same time, as a major retailer
in the UK and Ireland, we provide employment
and products and services and often become an
important part of the fabric of the high street.

We place much emphasis on our stores, 
their location, design, construction and activities.
A ‘Store of the Future’ project has helped to
improve the environmental standards we use 
to locate, build and refurbish them.

Day-to-day operations are managed within 
an overall compliance system that includes
emergency planning, energy and water usage,
heath and safety, waste disposal, recycling,
recovery of shopping trolleys and donations 
of unsold food to charities. In addition to a
programme of store self-assessments, parts of 
this system are reviewed by our internal audit
team based on where we think our performance
might need improving. 

We are also active in a wider sense. Our
philosophy of “Helping others to help themselves”
is about trying to help people who we believe 
in turn will pass the benefits on to others. This
approach guides our choice of community
programmes as well as the support we provide 
to employees who wish to volunteer.

A recent development is our growing co-
operation with suppliers and business partners in
community programmes. Marks & Start, our work
experience programme for example, involves
communities, employees and a growing number
of suppliers, all working together towards a
common goal.

PRINCIPLE TWO: 

Create great places to work

By producing, distributing and selling our
products and services we create employment
opportunities in the UK and overseas. 

But we want to do more than just provide
jobs. Our challenge is to provide a mix of benefits
for everyone who works at Marks & Spencer while
also supporting the operational needs of the
business. We seek to use our employment
policies to create “a great place to work”, bringing
benefits to the Company, employees and society
as a whole.

We want colleagues to feel part of a business
that “does the right thing”. Colleagues are now
assessed and rewarded against our “ways of
working” principles which encourage everyone 
in the Company to: 

• Think customer
• Be passionate about product
• Be one team
• Own their part in delivering results
• Be honest and confident, listen and learn

Pay and benefits are clearly important to our
colleagues but so are good working relationships.
Our employee representation forums – known 
as Business Involvement Groups – play an
important role in improving our operations by
giving colleagues a say in how we do things. 
A programme of staff surveys also provides a way
for everyone to say how they think we are doing.

We want to promote diversity and work hard
to make our recruitment inclusive. There is intense
competition for talent and we aim to be an
“employer of choice” to attract and retain the
best. Providing a range of flexible options for
colleagues to balance their work and home life
helps to encourage diversity.

We try to embed the same approach to
employment amongst our suppliers, franchisees
and other business partners through our Global
Sourcing Principles (see page 23). Those wanting
to build a longer-term relationship with us are
urged to attain the more testing standards of the
UK’s Ethical Trading Initiative Base Code.
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Making it happen

CSR Forums
Two networks of senior managers support the CSR
Committee and help to drive our commitment
deeper into the business. A new, store based
Retail Forum met for the first time in early 2004
and has been tasked initially with overseeing the
Marks & Start work experience programme. In
future it will review and improve a wider range of
CSR activities in our stores.

The Head Office Forum, formed two years
ago, consists of representatives from across head
office based functions who have supported the
integration of CSR across the Company. They also
provided a ‘sign-off’ process for agreeing the
contents of this Report. In 2004/05, the Forum will
continue to conduct further stakeholder research
and engagement as well as share best practices
across the Company.

Divisional and Area CSR Activities
To ensure our CSR efforts tackle the right issues 
in different business areas, we have separate
strategies for our Food, Clothing (including
Beauty), Home, Money (financial services),
International Franchises and store design. The
priority in our Home division, for example, is the
sustainable sourcing of wood. In Clothing, cotton
and dyeing are high on the agenda. These
strategies are at different stages of completion
with some already supported by action plans and
targets and others yet to be formally agreed.

In 2004/05 we aim to use these strategies to
develop action plans across all areas of the
business. This will improve our ability to assess
how we are performing against the expectations
of our stakeholders.

CSR Team
We have a dedicated CSR team, which helps run
the CSR Committee and Forums and oversees the
development and management of CSR strategies
and key projects. In the last 12 months, this has
included an extensive programme of CSR
customer research and consultation, developing
the content for this Report, managing a cross-
company review of wood sourcing and launching
the Marks & Start work experience programme.
The CSR team also takes the lead in enabling
consultation with many external organisations. 
In 2004/05, the CSR team plan to conduct and
facilitate further stakeholder research and
consultation. 

Corporate strategies require commitment from
the top and systems to ensure they can be
managed at every level of the Company. 

CSR Committee
Our CSR Committee – one of four Board level
Corporate Governance groups – provides
leadership on this agenda. It meets at least three
times a year and its activities have included the
development of our CSR framework and
Principles, hosting a feedback event for
representatives of stakeholder groups, and
identifying internal sponsors of key issues.

Looking ahead, the Committee aims to further
integrate CSR systems across the Company and to
review performance on key initiatives. It comprises:

Luc Vandevelde, Group Chairman (Chair)
Alison Reed, Executive Director, Finance
Graham Oakley, Group Secretary and Head of
Corporate Governance
Jack Keenan, Non-Executive Director
Paul Myners, Non-Executive Director
Flic Howard-Allen, Director of Communications
Yasmin Yusuf, Creative Director
David Gregory, Head of Technology, Food Division
Ed Williams, Head of CSR (Secretary)

Executive Committee
Our Executive Committee, chaired by the Chief
Executive Roger Holmes, receives regular updates
on CSR so that decisions can be made on any
major changes to operational policy. It is the role
of this committee to run the day-to-day operations
of the Company and to help formulate strategy
and action what has been agreed with the Board. 

Society is changing fast and we know that it is
not enough to rely on our CSR heritage. We
must adapt continuously to changes inside and
outside our business.

FEEDBACK COMMENT

“I think it’s
important to show

the CSR Committee
as senior people

because this 
shows a serious

approach.”

Non governmental
organisation
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Listening and learning

The table below outlines who our stakeholders are and the many different
ways that we listen and learn from them. We constantly use the feedback
gathered to help us shape our CSR activities. For example, feedback on our
2003 CSR Review has contributed significantly to the development of this
year’s Report and our CSR programme.

In 2004/05, we will start to survey employees every six months to assess
their awareness and support for our CSR initiatives, concentrating initially on
the Marks & Start programme. 

WHAT OUR CUSTOMERS SAY
Last year we ran a series of CSR research and consultation exercises with
customers. We initially used six consultation groups and then tested their
findings on a sample of 500 customers. Results were measured and cross-
checked against similar work being done by our Food and Money divisions. 

Our customers saw CSR activity as falling into four levels of importance,
and expect us to be most active in the top two: 

1. How we make money – our day-to-day business behaviour
2. What we put back in to society and the environment
3. Support for good causes
4. Sponsorship and funding for public events.

In particular they identified five issues that they considered important enough
to want more information on. These issues are the focus of this Report.

Stakeholders How we listen and learn
Customers Sales information

Monthly monitoring of views 
Annual independent CSR Survey
CSR customer consultation and research programme 

Employees Business Involvement Groups/ Works Council – representing employees locally, regionally
and nationally throughout the Company
Confidential help line
‘How are we doing?’ – a programme of employee surveys
Internal communications including an employee magazine, regular business updates and 
team briefings

Shareholders Annual General Meeting
Collation of feedback questions from individual shareholders
Regular meetings and presentations with institutional investors
Programme to survey institutional shareholder satisfaction
Participation in Social Responsibility surveys and benchmarking, such as the Dow Jones
Sustainability Indexes and FTSE4Good

Suppliers, including franchisees Regular visits, meetings and discussions
Programmes to survey key supplier and franchisee satisfaction
Attending major UK agricultural shows and running farmers’ listening groups
Direct relationships with important raw material suppliers
Taking part in the Ethical Trading Initiative

Community Regular meetings with key charity partners
Partnership initiatives to address issues of employability and education

Environment and animal welfare groups Regular meetings and discussions
Active participation in benchmarking and surveys
Partnership initiatives across a wide range of issues such as wild fish, fish farming, free
range eggs, food pesticides and food miles

Government and regulators Regular meetings with bodies such as the Food Standards Agency, Health and Safety
Executive, environmental regulators, Financial Services Authority and key government
departments
Local authority partnership initiatives on environmental health, fire safety and 
trading standards

To develop informed and confident CSR policies it is important
that we listen to the opinions and views of our stakeholders –
the people who influence the way we do business.
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Issue One

Sustainable raw materials

As worldwide rates of consumption and disposal increase, 
many types of raw materials are being used faster than they 
can be replenished or are produced in a way that damages the
environment. This is clearly unsustainable. If no action is taken
to address these concerns the stark reality is that some raw
materials and natural habitats will dwindle or be lost altogether. 



12 Marks & Spencer CSR Report 2003/04

ISSUE ONE SUSTAINABLE RAW MATERIALS

FOOD MILES AND LOCAL SOURCING
“Food miles” is a relatively new idea in the
debate about sustainability. Typically it is taken to
mean the distance travelled to move food from
the place it is produced to the store where it’s
bought. But increasingly the definition goes wider,
to include issues like locality, freshness, use of
preservatives, packaging, choice, support for UK
farmers and quality. Many environmental groups
attach particular importance to food being
produced close to where it is sold.

We are contributing to this important debate
by funding a four-year post-graduate research
project on food miles at the University of Surrey.
This is now in its second year and is focused on
identifying and measuring the environmental
impact of our sourcing policies across a range 
of foods. It will go on to study social and
economic impacts and we hope to use the
findings to improve how we source products and
communicate to customers about the decisions
we have made.

As a retailer, we use a huge range of raw materials
to produce our goods. Because of this, it is critical
we manage our use of these materials sensitively
and pay proper regard to how we affect natural
habitats and bio-diversity.

But making a difference here is not as simple
as we would like. It requires new types of
standards to be set and adhered to across the
world. As some materials – such as cotton and
palm oil – are traded globally, our ability to affect
change may at times be modest. We need to
work closely with suppliers, government bodies,
environmental groups and local communities to
promote sustainability. 

This section covers the progress we have
made in working to ensure some of our most
important raw materials are sourced in a more
sustainable way. Our action to address these
issues falls within Principle One of our CSR
framework (see page 7). 

FIELD-TO-FORK
In November 2003 we launched a new over-
arching set of standards to cover the
management of our supply chain for fruit,
vegetables and salads. These were drawn up after
consultation with suppliers, government bodies
and other organisations and covers aspects of
production from “field-to-fork”. 

We have commissioned independent research
to look at similar systems around the world. As a
result, we believe our Field-to-Fork scheme goes
beyond the British and European assurance
schemes used by other retailers, being the first to
include such a wide range of requirements. Our
standards cover traceability, minimising pesticide
use, ethical trading, support for non-GM foods
and food safety. They also recommend our
suppliers move towards recognised best practice
schemes on issues such as protecting the
environment by adopting LEAF (Linking the
Environment and Farming) Marque, which
provides independent certification that standards
have been met (see www.leafmarque.com/leaf/ for
more information). We have shared these new
standards with the National Farmers Union and
the national food press.

Over the next 18 months, we plan to work with
direct suppliers to extend full implementation of
these standards to the many thousands of
growers and farms that supply us indirectly. We
aim to support this with auditing to help us
identify those areas where the challenge of
maintaining standards is greatest. 

Supporting UK farmers
Our customers are taking a much greater
interest in where the food they buy is
produced. To help them we have started to
identify the farmer or grower and their
location on the labels of all British produce. 

This year we also started bringing our
suppliers and our customers together.
During the Autumn and Winter we ran a
“meet the farmer” initiative so that
customers could talk to some of the people
who share our passion for supplying the
freshest, best produce we can find.
Following a pilot at our Bluewater store in
Kent, dozens of suppliers were invited to
meet customers in 25 of our larger stores.
We also held a media event at our London
head office to introduce suppliers and
growers to the press to demonstrate what
makes Marks & Spencer food special. 

CASE STUDY

FEEDBACK COMMENT

“I was really
pleased to see 

that you’d included
food miles and that

you’re right – it’s
more complex than

many think. Local
produce doesn’t

always mean
environmental

efficiency.” 

Government agency
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ISSUE ONE SUSTAINABLE RAW MATERIALS

sales significantly outstripped the rest of our food
business and the industry as a whole in 2003/04.

We have received awards for our organic
foods. Our organic Parmesan was category award
winner in the food industry’s Q Awards 2003 and
our Somerset Brie won the Organic award at the
Royal Bath and West Show.

We believe we have a role to play in
explaining organic farming to our customers and
distributed a leaflet on the subject at our largest
stores in October’s Organic Week 2003. The Soil
Association verifies the majority of our organic
foods and also attended one of our ethical trade
training days to help develop its own policies in
this area. 

Clothing
We believe the arguments in favour of organic
farming apply as strongly to non-food crops such
as cotton as they do to food crops. 

During 2003, we increased our use of organic
cotton to 3,000kgs. Although still a very small
proportion of what we use, this is part of a long-
term target to make sure at least 5% of all the
cotton we use is organic by 2010. Our approach is
to develop specific ranges of best quality organic
cotton and also to blend it with ordinary cotton to
encourage more producers to turn organic.

ORGANIC PRODUCTS
Our aim is to provide a choice of organically
produced goods that meet our standards on
quality, safety and ethical trading.

Organic production aims to cut down the use
of chemicals like pesticides, fertilisers and growth
regulators. It’s about maintaining the health of the
environment so that it can stay in good shape to
support the further production of food and crops.

Strict regulations govern organic farming.
Growers can’t just declare themselves organic
once they’ve stopped using certain chemicals.
Every field must be farmed organically for two
years before any crop or animal raised on the land
can be sold as organic.

Food
Our range of organic food was re-launched in
2003 to ensure we meet customer needs with the
best mix of products. There are now 180 products
in the range and we estimate some 60% of them
are sourced in the UK. We’ve also extended our
catalogue into new areas like Prepared Ready
Meals and Prepared Christmas Turkey joints.

Organic foods are more expensive to
produce. But to ensure our range remains
affordable, to date, our approach has been to
only make the same cash profit margin on organic
as we do on equivalent conventional products,
rather than a straight percentage. Organic food 

A new commitment to UK apples
We have increased the amount of UK-grown
Gala apples in the September to February
UK season this year from 40 to 95%. Our
aim is to stock 100% UK-grown Gala apples
throughout the season in 2005.

Making this shift involved close work
with 14 selected growers in Kent, Suffolk,
Worcestershire and Essex. We also stock
other popular UK apples such as the Cox,
which is the most popular UK apple,
accounting for nearly 50% of our UK apple
sales. Another popular apple, the Braeburn,
will increasingly be sourced from UK
growers in season rather than orchards in
France, Germany and Italy. We started
selling Braeburns grown in Kent, where the
growing season is longer, in 2001. Our
eventual aim is to supply all European
season Braeburns from England. 

CASE STUDY

Organic yogawear
View From, Marks & Spencer’s exclusive
sportswear brand, launched a new range of
organic cotton yogawear in 10 stores in
February 2004.

The range, produced with a specialist
UK yogawear supplier, Gossypium, uses
Agrocel® Pure & Fair cotton which is
produced organically and is traceable back
to individual farms in India. 

The farmers were paid 8% more for
organic cotton. A further 1% of every
purchase price goes to support the Agrocel®

Pure & Fair Cotton Project in rural India, set
up to support small farm communities earn
a living by increasing the scale of organic
cotton farming (see www.agrocel-
cotton.com/english/en_home.html for 
more information).

CASE STUDY
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catching of cod can be reduced by choosing
fishing grounds carefully and rigging nets to take
advantage of the fact that haddock trying to
escape swim upwards whereas cod tend to swim
down. If these early findings prove correct, we will
introduce the techniques to all the boats
supplying us with Scottish haddock.

The Society has put a list of 32 threatened fish
out for consultation and we plan to check our own
list against this latest version in 2004/05. 

Salmon farming
In the last 30 years salmon has moved from being
a luxury reserved for the wealthy, to a fish which
many more can afford to enjoy, thanks to the
development of salmon farming. 

But more recently, environmental groups have
raised concerns about salmon farming including
pollution, contaminated feeds and the risk of
escaped fish spreading disease to wild stocks.

We buy most of our salmon from farms
because we believe this is the best way to protect
depleted wild stocks. Most of our salmon comes
from Scottish farms, a small quantity for Ireland
from local farms and a small amount of MSC-
certified wild salmon. 

We have a Code of Practice for our fish 
farms to ensure salmon is farmed and fed to our
standards. We require that our suppliers audit
their farms against this Code and this year plan 
to further improve our system of checks. 

Our finished product suppliers are required to
audit feed suppliers as part of our Code of
Practice. Feed suppliers are in turn legally
required to check the oil they use in feeds for
levels of dioxins, as well as Polychlorinated
Biphenyl (PCB). Any batches of oil that breech EU
safety levels are not used in feed.

Independent research in January 2004 raised
concerns about the levels of PCBs in Scottish
farmed salmon. We aim to work towards
developing a unique feed formulation in 2004/05.

Prawns
The Environmental Justice Foundation (EJF) is
campaigning against the poor environmental and
social conditions on farms producing “warm
water” prawns in tropical countries.

We have met with them to discuss their
concerns and the current standards and checks we
have in place covering ethical trading, feed, use of
chemicals, waste management, animal welfare
and protection of the environment.

We will continue to discuss how these issues
are best addressed with our suppliers and groups
including the EJF. 

FISH
Some 60% of the world’s sea fish is now thought
to be under threat from over fishing. To counteract
this, the European Commission has cut the
number of fish that can be caught in European
waters. We are committed to protecting fish stocks
and to the long-term survival of the fishing industry.

We work with the industry to address this
problem. We avoid buying fish where the origin of
the catch is unknown and, since 1998, have been
working with the Marine Stewardship Council
(MSC), a charity dedicated to preserving fish stocks
(see www.msc.org for more information). We sell
fish approved under the MSC environmental
assessment scheme and co-operate with the
Council on key projects. In March 2004 our
chairman, Luc Vandevelde hosted an MSC
fundraising event where artwork from 49 leading
UK artists was auctioned raising over £60,000.

Conservation is one of our main concerns when
we source fish. To guide us we compare our
ranges with the Marine Conservation Society’s
Good Fish Guide, which lists 20 popular fish the
Society believes retailers should avoid selling (see
www.mcsuk.org for more information). The MSC
guide includes all rays and skate because some
types are considered to be under threat and
haddock, because endangered cod is accidentally
caught when it is fished. As a result of this we
have added Thornback rays to our own banned
list and taken steps to improve the fishing of
haddock. On the suggestion of one of our
fishermen, we worked with the Seafish Industry
Authority to place observers on vessels to see if
the problem of accidentally caught cod could be
addressed. The initial trials indicate that accidental

Invest in Fish
We are working with the World Wildlife
Fund UK and the National Federation of
Fisheries Organisation to develop the Invest
in Fish initiative. This aims to tackle over-
fishing while protecting the needs of the
differing communities who depend on the
sea. Based in the South West of England,
the project started in early 2004 and
involves scientific research and consultations
with groups such as local communities, 
the fishing and food industries, restaurant
operators, environmental groups, sea
anglers and retailers. The aim is to agree
recommendations by 2005 to safeguard 
fish stocks and the livelihoods that depend
on fishing.

CASE STUDY
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PEAT
We know how important protecting peat, and the
biodiversity it supports, is for many groups,
including the Royal Society for the Protection of
Birds. We use peat in growing flowers, plants,
tomatoes and mushrooms but we take steps to
minimise the environmental impact of this. 

But we know the best approach is to search
for alternatives. Last year we announced plans to
reduce gradually the amount of peat we and our
suppliers use to grow flowers and plants, currently
around 11,000m3 a year. Finding alternatives that
both protect the environment and allow us to
maintain the quality of products is challenging.
Those we do find are assessed with the help of
researchers from Reading University who check
quality and ensure that switching to alternatives
will not damage the business of our suppliers.

By December 2003 we had increased the
amount of non-peat growing media (like bark and
wood fibre), that we use in growing plants and
flowers from 15 to 25% according to
measurements made by the independent
consultancy, ADAS. We plan to double this figure
in the next 18 months and then to set further
targets with our suppliers. 

Reducing peat usage – targets and performance

Usage by Usage by Usage by
December 2002 December 2003 December 2005
(actual) (actual) (target)

% of growing medium for flowers 
and plants made from peat 85% 75% 50%

WOOD
Wood is a versatile raw material and when
managed effectively is a renewable resource that
can help support natural habitats and absorb
damaging greenhouse gases. Badly managed
forestry can destroy habitats and endanger the
survival of wildlife, however.

We use wood extensively throughout our
business. Last year we reviewed wood sourcing
policies across the Company. These range from
sourcing the wood used in the furniture we sell
and in our store and office fittings to packaging,
paper used for credit card statements, magazines
and books and even in women’s clothing when
the fabrics are made from wood-based fibres.

The review pinpointed areas where our
sourcing is acceptable but also highlighted some
areas for improvement. This is a major challenge
for us as the launch of the new Marks & Spencer
Lifestore has brought an additional 450 suppliers
to our base, many using wood in their products.

We are making changes. For example, the
findings of the review were a contributing factor in
the decision to end the relationship with our main
Indonesian supplier of garden furniture. We have
also formed a partnership with Tropical Forest
Trust who will help our main Indonesian furniture
producers to improve the wood sourcing from
their own suppliers.

Our focus for 2004/05 will be to improve the
sourcing of:

• Wood furniture suppliers in the Far East
• Cardboard packaging for foods

WJ Findon tests peat-free options
Findons, a major supplier of bedding and
pot plants to Marks & Spencer, has been
testing different growing mediums to
reduce the use of peat.

Mixes between 40% and 100% peat-free
have been tested on bedding plants like
begonias, geraniums and lobelia with
generally good results. Many plants grew
better without peat, although needed more
frequent watering. Some, like begonias and
marigolds, grew less well with less than 75%
peat. As a result, the Bradford-upon-Avon
company will be using a 40% peat free mix
for most of our products in the year ahead. 

CASE STUDY
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Issue Two

Responsible use of technology

We believe that it is as much the role of science to alert the
world to risk, as it is to uncover remarkable new discoveries.
This is true, for example, with technologies such as genetic
modification or some chemicals which are now regarded as
unacceptably risky by some parts of society.
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Legislation also limits the maximum amount of
residues that can be present, called Maximum
Residue Levels (MRLs). Marks & Spencer tests 
for a minimum of 129 different pesticide residues
on products. 

We believe it is responsible to try to balance
the need for sufficient quantities of high quality
foods with meeting environmental concerns.
During the last year, we have argued this case 
in meetings and consultations with suppliers,
pesticide manufacturers, and environmental
groups.

In practice, we have set ourselves two 
main goals on fresh fruit, vegetables, potatoes
and salads. 

Firstly, to use minimum amounts of pesticides
that customers and society trust, and, eventually,
to eliminate the residues that are sometimes left
in small quantities. As a first step we have set
interim pesticide residue-free targets. To monitor
this, we work with suppliers, growers and an
independent consultancy service to test produce
at different stages between production and sale.
You can see how we are progressing against this
target in the table over page. In 2003, we
recorded an overall score of 72% residue-free
foods. We are pleased with our overall progress
but are working with suppliers to increase the
percentage of pesticide residue-free fruit.

Secondly, we have acted to ban or replace 
79 types of pesticides after consultation with
suppliers, and environmental groups. Sixty of
these have already been replaced and 19 are in
the process of being phased-out. Applying these
standards not only in the UK but also around the
world is a major challenge.

Every year we sit down with suppliers to
discuss their performance over a wide range 
of issues and during 2003 we started to include
improvements in pesticide reduction as part of
this review. In search of worldwide best practice,
three of our technologists also attended a
specialist independent course on pesticide
management in Kenya which in turn has been
shared with colleagues in a training workshop.
This enables us to provide better advice to
suppliers. Friends of the Earth rated us the best
UK retailer for managing pesticides in 2003.

We believe it will become increasingly important
for retailers and other companies to demonstrate
to customers and other stakeholders they can be
trusted to use new technologies.

While current scientific knowledge is
important to our decision-making, it is only part of
it. Our approach broadly follows what Sir Winston
Churchill called: ‘science on tap – not on top’. We
use science but also take account of the views of
customers and other parts of society to inform
what we do.

This section provides an update on some 
of the most important technological issues of
relevance to Marks & Spencer products. As with
the preceding issue, our action in this area falls
within Principle One of our CSR framework 
(see page 7).

CHEMICALS
Chemicals are used in the production of every
product we sell. Our approach of “science on tap,
not on top” helps us to balance views and advice
and then place each chemical in one of four
categories: 

• No concerns – no action required.

• Banned – either altogether or in certain uses.

• Being replaced – a lower level of concern
leading to phase out.

• Monitoring – when no definite evidence yet
suggests a chemical should be replaced or
banned but there are some concerns or scientific
research that suggest we need to watch
developments carefully.

Our annually updated Chemicals Strategy lists the
chemicals we have banned, where we are working
to find replacements and where we are keeping a
watching brief and is available on our website
alongside other related information.

We believe that a robust system of regulation
covering the use of chemicals will be to everyone’s
benefit. Keen to maintain customer confidence,
we contributed extensively and publicly during
2003/04 to the European Union’s proposed new
regulatory system, Registration, Evaluation and
Authorisation of Chemicals (REACH). 

Pesticides
Pesticides – man-made or natural – help ensure a
plentiful food supply by destroying the pests and
diseases that damage crops. By law in the UK and
many other parts of the world, their use must be
managed and monitored very carefully. 
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approach proved to be very complex and
probably not capable of providing the range of
information we will require in the future. We are
now looking at the different available systems that
could help us do this more efficiently.

PVC
PVC, or polyvinyl chloride, is a type of plastic.
When items made from PVC are manufactured
and disposed of – either by incineration, landfill 
or recycling – chemicals are released. These
emissions cause environmental concerns. The
European Commission has published a series of
reports and a Green Paper on the possible causes
of pollution and risks linked to the disposal of 
PVC and it is debating what actions it might take
in the future. 

As it is possible to replace PVC packaging
with alternatives we decided to act immediately
and, by the end of 2002, had made substantial
progress across the Company, replacing around
99% of PVC packaging on food products, our
most substantial use.

Generally, our remaining use of PVC in food
packaging is where it is required for reasons 
of safety such as to seal jar and bottle caps. 

We are also looking for safe alternatives where
we continue to use PVC. However, we have not
yet been able to find suitable alternatives for
some items of footwear, luggage and store and
credit cards.

GENETICALLY MODIFIED FOODS
Genetic Modification (GM) is the science of
extracting a gene from one type of living
organism and adding it to the genes of another 
to create particular qualities like better resistance 

2003 Reducing pesticide residues – targets and performance

Residue free Interim targets
Sample (at or above 0.05 % Residue for %
size parts per million) free residue free

Vegetables* 82 74 90% 90%
Potatoes 17 12 71% 80%
Salads 54 41 76% 80%
Fruit 72 28 39% 60%
Organics** 27 26 96% 100%
Other foods 25 18 72%
Totals 277 199 72%
* During 2003, one sample of fine beans was found to contain a residue in excess of the MRL. We have stopped buying 

from this grower. 
** On investigation the residue detected in one sample of organic produce was considered by the independent laboratory to have

come from a natural source rather than an application of pesticide.

Dyeing
Dyeing and finishing involves chemical processes
that can have a big impact on the environment.
We need to monitor and assess our use of dyes
constantly as processes change regularly to reflect
fashion seasons and new trends in fabric types
and colour. 

Our approach is developing. Our
Environmental Code of Practice on Dyeing,
Printing and Finishing, last updated in 2001, details
the chemicals that are banned or require careful
use and is available from our website. We plan to
update this Code of Practice during 2004/05.

To ensure the fabric we use meets these
standards we conduct independent tests on
finished garments. 

In 2003/04 we also conducted 14 independent
audits of supplier self-assessments (accounting for
around 15% of our most important dye houses), to
check on-site management of dyeing, printing
and finishing chemicals. While successful in
measuring performance at individual sites, this 

Awards for innovation 
We try to encourage innovative ways to
minimise pesticide use and some of these
have led to awards for our suppliers.

Homegrown, a Kenyan supplier of
flowers, runner beans, mange tout and
sugar snap peas, took first prize in the 
2002 Worshipful Company of Fruiterers
Environmental Awards for developing a
natural pest control systems using wasps
and other insects.

Scottish vegetable supplier, Kettle
Produce, was highly commended in the
2002 Worshipful Company of Fruiterers
Awards for developing a system to control
cabbage root fly pests on Marks & Spencer
Swede. The system uses netting and garlic
granules instead of organophosphates.

CASE STUDY

Children’s clothing
In late 2003, environmental groups targeted
retailers – including Marks & Spencer – selling
children’s clothing containing chemicals they
believed to be harmful. These chemicals
(phthalates and alkylphenol ethoxylates) are
used in motif transfers and printed panels.
We were able to explain that we had started a
programme to find replacements nearly two
years ago and now estimate that around
70% of our children’s clothing in this
category is free of these chemicals. We 
aim to replace all these applications by
Autumn 2004.

CASE STUDY
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RADIO FREQUENCY IDENTIFICATION
DEVICES
Radio Frequency Identification Devices (RFID) 
tags – small micro-chips that hold information and
can be read using radio frequency scanners – are
the next step on from paper barcodes. We started
to introduce this technology into our food
distribution systems in 2002 to increase the efficiency
and accuracy of delivering products to stores. 

Using RFID tags to improve stock control in
stores is the next logical use of the technology.
However, a number of civil society groups have
concerns that it could then be used unethically 
to track people and their behaviour. We held
discussions with the National Consumers Council
and Caspian to understand their worries and 
have developed responses for a number of their
concerns. For example, any RFID tags used 
on products are made very visible and easily
detachable. It is our intention to continue these
discussions.

In October we tested the potential benefits 
of better stock management using RFID tags on
10,000 items in our High Wycombe store. The trial
showed we could use the technology to order
replacement products automatically as items sold
for next delivery. A larger scale trial will be carried
out on men’s suits and shirts in parts of the South
East in early 2004/05. We see great potential in
RFID technology and are committed to ensuring
we use it in a way that is acceptable to our
customers and wider society.

to disease. Our customers expressed strong
concerns about eating GM foods and in 1999 
we decided not to sell foods made with GM
ingredients or derivatives. 

We reviewed our food catalogue
concentrating on where GM ingredients and
derivatives were most likely to be used. Where 
it was necessary, audits were conducted 
by suppliers, independent specialists or 
Marks & Spencer personnel. Our technologists
travelled the world to find non-GM sources of 
raw materials and then set up traceability schemes
so that we could track ingredients from source 
to shelf. Traceability is being further improved
using a system which will include assessments by
independent specialists. This gives us confidence
that our food products are made with non-GM
ingredients and derivatives. 

We also recognise that these concerns extend
to animal feeds. So after addressing ingredients
and derivatives we looked to see where we could
ensure the use of non-GM feeds. Animals used 
in the production of a wide range of our fresh
foods are now fed on non-GM diets (see table).
Using non-GM feeds for animals that produce
food ingredients is a much greater challenge. 
For example, to introduce non-GM feed to herds
that produce milk used as an ingredient in dairy
products requires us to develop solutions to some
complicated issues. 

In the future we anticipate that the availability
of non-GM crops for both food ingredients and
animal feed will become a challenge for us as
countries move over to growing GM varieties. 
In light of this, we are reviewing how we can
continue to meet our customers concerns on 
GM foods.

In August 2003, Greenpeace rated our actions
on the issue of GM ahead of all other food
retailers.

Our use of non-GM foods and animal feeds

Non-GM?

Food ingredients and derivatives Yes
Feed used in fresh beef, pork, poultry and lamb production Yes
Feed used in fresh egg production Yes
Feed used in farmed fish production Yes
Feed used for fresh milk production Yes
All other animal feeds No
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Issue Three

Animal welfare

People hold a wide range of views on animal welfare. Some
people believe it is never ethical to use animals in making 
any product while others argue for the highest standards 
of welfare possible.

Our customers have told us that upholding good
standards of animal welfare is very important,
particularly in the production of foods (although
there are also issues to be considered with some
Clothing, Footwear, Home and Beauty products).
We work with our suppliers and selected animal
welfare groups to improve standards within our
quality management systems. All of our work in
this area fits within Principle One of our CSR
framework (see page 7).

FOOD
Food products are our customers’ greatest animal
welfare concern, so we work hard to meet their
expectations across our product range.

In 1997, Marks & Spencer became the first
major UK retailer to exclusively sell free-range
eggs. Building on this, in September 2002, we
became the first major UK retailer to use only free-
range eggs in all our food products. This covers
250 million eggs a year, laid by 700,000 chickens.
Animal welfare groups welcomed the move, and
market research suggests that our customers
associate this type of initiative with 
Marks & Spencer.
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Improved pork
In 2004/05 we plan to work closely with a Scottish
supplier to move all our fresh pork over to a type
of pig that has been selected for its improved
taste. As part of our monitored Select Farm
standards, the animals will be bred outdoors 
and benefit from more space and straw bedding,
allowing them to live and behave more naturally. 

CLOTHING, FOOTWEAR, HOME 
AND BEAUTY
Issues of animal welfare in non-food products,
such as clothing, are more difficult for us to track
and influence, as materials such as leather and
wool are traded as commodities around the
world. Nevertheless, we have reviewed our animal
welfare policies on Clothing, Footwear, Home and
Beauty products over the last 12 months. For
example, we require feather and down fillings,
used in home products such as cushions and
duvets, to be sourced as by-products from the
food industry.

For raw materials made from animal skins,
such as leather and sheepskin, we try to source
from locations that depend on food production 
as a main source of income. We believe that many
of our positions on animal welfare such as not
selling any product made from fur have been
practiced for many years. However, during
2004/05 we plan to formalise and develop these
policies. We are now engaging with a number of
animal welfare groups and suppliers to help us
encourage higher standards.

In beauty products, our customers’ main
animal welfare concern is testing. Marks & Spencer
has not commissioned any animal testing, or asked
suppliers to carry any out, since 1988. Instead, we
consistently use human tester trials and other
types of safety checks.

But our free-range egg policy is just part of what
we do. In our submission to animal welfare group
Compassion in World Farming, we identified 
more than 20 other projects, including work on
improving welfare for chickens and best practice
on pig farms. This achievement earned us the
accolade ‘Welfare Ideal – Most Advanced
Supermarket’ (see www.ciwf.co.uk for more
information). 

Tastier, slower grown chicken
For some time now, concerns have been
expressed about health and welfare problems
caused to chickens by the routine use of
antibiotics to increase growth rates. We share
these concerns and set out to establish a better
balance between the welfare of the birds and the
need for efficient food production.

From March 2003, all our free-range chicken
production moved to Oakham Gold. This chicken
is 10% slower growing than others. Living
conditions are improved with the use of lower
protein diets – high in maize and free from growth
promoting antibiotics – access to straw bales, and
the provision of external ‘wigwam’ shelters made
from conifer branches. 

In November 2003 we adopted a similar
approach to our standard non-free range fresh
chicken, moving them to Oakham White which 
is also 10% slower growing. An improved non-GM
diet free from growth promoting antibiotics
combined with living conditions that include straw
bales for perching and resting, all help to produce
what we believe to be better-tasting meat. The
Oakham White is also being used in selected
prepared recipe dishes. 

All our whole fresh Oakham chickens are also
labelled with the name of the farmer and country
of origin. With sales of 145 million birds a year, we
believe this is an important move forward. 

Select farms
All our fresh meat, poultry, eggs and farmed 
fish come from suppliers who work within the
Marks & Spencer Select Farm scheme of
standards. In addition to our farmers and suppliers,
we have invited a team of external specialists on
feed, nutrition, health, medicine, animal welfare,
transport, slaughter and environment to help us
review standards during 2004/05.

FEEDBACK COMMENT

“Your 2003 CSR
Review underlines
the progress you

have made and the
important role a
retailer can and

should play in
changing consumer
attitudes on animal

welfare.”

Animal welfare group
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Issue Four

Ethical trading

We live in a global marketplace where goods and services 
are often made in one part of the world and sold in another.
This demands awareness and vigilance in our sourcing and
ethical trading policies.
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This approach allows us to tackle issues of fair pay
for workers and decide whether it’s right to source
products from a particular country or not.  

We get the best results through co-operation
and sharing knowledge. We have published self-
help guides in 11 different languages as well as
detailed briefing notes on the employment
legislation of 60 countries. In 2003 we held a
series of one-day local language workshops with
suppliers on our requirements and supported
benchmarking groups in a wide range of countries. 

We also provide practical tuition on ethical
auditing to enable our employees and suppliers
become accredited ‘social auditors’, trained to
recognise and act on areas of their operations which
fall short of expectations. For the first time, in 2003,
we invited eight members of human rights groups
to participate and we intend to do this more often. 

Supplier performance against our Global
Sourcing Principles and the ETI Base Code is
assessed through a system of audits. The majority
of these audits are supplier self-assessments,
although these are backed by a lesser number of
Marks & Spencer and independent assessments.
As our confidence in the information we receive
back from suppliers grows, our intention is to rely
more on self-assessments and to reduce the
overall number of Marks & Spencer assessments
and independent checks.

CLOTHING, FOOTWEAR, HOME 
AND BEAUTY
Most Marks & Spencer Clothing, Footwear, Home
and Beauty products are sourced from abroad.

Every quarter, we meet our largest suppliers
(representing around 85% of the non-food,
overseas products we sell), to share best practice
and ensure a consistent approach. To date around
80% of the suppliers that produce our garments
have been assessed. 

We have always included our Home product
suppliers in our ethical trading system, but the
need to source from around 450 additional
suppliers to provide products for Marks & Spencer
Lifestore has been a significant challenge. It was
not possible to audit all of these thoroughly prior
to ordering. In some cases we assessed the quality
of the factory and health and safety practices as
well as identifying and agreeing any potential
requirements to improve wages, hours and
benefits if we place further orders in the future. 

The global market can be very efficient, but
human rights groups and trade unions are
concerned that, in some parts, international
standards of working are inconsistent, low and
poorly implemented. The issue of ethical trading
is made complex both by the distances involved
and because different political and regulatory
regimes, some often under-developed, apply in
different places.

Our efforts to ensure ethical trading in our
supply chain is about creating great places to
work, the second Principle of our CSR framework
(see page 8).

GLOBAL SOURCING PRINCIPLES 
To address the complexities of ethical trading, we
developed a set of Global Sourcing Principles in
partnership with our suppliers. First published in
1999, they can be found on our website and are
designed to be applied when we buy products
and services.

These Principles set down our requirements
for suppliers to comply with all relevant local and
national laws, particularly on: working hours and
conditions, health and safety, rates of pay, terms
of employment and minimum age of employment.
All our products must be labelled with the country
of production and many food products have
further information about raw materials. This in
itself is a unique approach for a large-scale
retailer. It means that customers have the
necessary information if they want to avoid goods
produced in a certain country because of political
or social beliefs.

As our relationship with a supplier develops,
we expect them to improve working conditions in
line with the more demanding standards
promoted by the Ethical Trading Initiative (ETI), 
a collaborative group of companies, trade unions
and human rights groups set up by the UK
Government. Marks & Spencer joined the ETI in
1999. These standards, known as the ETI Base
Code, can be found on our website. 

Our approach
We have approximately 2,000 direct suppliers of
finished products (1,500 non-food suppliers and
500 food suppliers). All of them are expected to
meet our Global Sourcing Principles and to
encourage their own suppliers to implement
them. New suppliers generally have to pass our
audits on key issues such as underage labour, pay,
working hours and health and safety. In 2003, at
least 40 potential new suppliers were rejected on
these grounds.
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local communities with significant benefits in
lowering absenteeism. In India the group has
concentrated on providing work experience and
jobs for graduates of a local school, which teaches
both academic and practical skills to deaf, dumb
and blind children. 

In Turkey, Marks & Spencer suppliers have
worked together to find creative ways of providing
child care facilities. Suppliers find this a particular
challenge, not least because they are
understandably concerned about the health and
safety of having children near a factory. Working
with newly created worker’s committees, solutions
range from building an entirely new facility in a
local town to contracting with a local nursery. The
benefits for employers have included a marked
reduction in the turnover of skilled workers.

The worldwide increase in trading with China
has opened up issues of poor productivity and
associated problems with long working hours, low
wages and poor quality standards. With this in
mind, we formed a benchmarking group of 30 
of our Chinese suppliers last year. The initial focus
was on improving health and safety systems and
Marks & Spencer met the costs of local experts
teaching the group basic skills in setting these up.
Now attention is on productivity gains, with the
aim to help cut hours of work whilst maintaining or
increasing wages. Much of this skill will come from
consultants, again funded by Marks & Spencer
and our suppliers.

Chart 1 illustrates how many non-food suppliers
were either self or independently assessed last
year. From these assessments, 407 significant
corrective actions were identified to be carried 
out by suppliers. The significant increase in total
numbers of suppliers assessed between 2002 and
2003 was a direct result of the increase in suppliers
of products for Marks & Spencer Lifestore. Fewer
external assessments were required last year than
the year before as we grew more confident about
the quality of information received from suppliers. 

Our target in 2004/05 is to involve human rights
groups more in our work in India, Morocco, Sri Lanka
and Indonesia. Such groups bring a unique
perspective on what we can do to make a real
difference to the lives of the people who make our
products. Our training programme is set to increase,
with a total of six audit skills courses planned
around the world and an increase in the number
of local language workshop training days to 12. 

Benchmarking
Our greatest success comes from helping
suppliers to help themselves. The setting up of
local benchmarking groups has really helped our
suppliers make improvements. In Morocco, for
example, a benchmarking group has been directly
responsible for 1,000 workers completing literacy
training. A benefit to the employers and
employees alike, this has increased productivity 
by as much as 15% in some factories where
operators can now read instructions rather than
rely on close supervision.
In Indonesia our benchmark group has
concentrated on improving the health care of
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Chart 1: 
Ethical trading assessments 
of non-food suppliers, 2003
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Every quarter we meet with our four largest
suppliers together (accounting for 45% of our total
food sales), to discuss ethical trading. We have
approximately 500 food suppliers in total. By the
end of 2003 over 80% of our suppliers of finished
food products had been assessed against our own
principles and the ETI Base Code. The priority for
2004/05 is to cover the rest.

Chart 2 illustrates the number of direct food
suppliers assessed last year. Our programme of
ethical trading was initially started in our Clothing
division. We have been developing our approach
on foods over the last two years. 2003 was the
most significant year of implementation to date,
resulting in 163 significant corrective actions being
identified to be carried out by food suppliers. 

We are aware that our greatest challenge on
foods is labour standards on farms. To improve
collation of information we have developed with
other retailers and our four largest food suppliers,
the Supplier Ethical Data Exchange (SEDEX), a
web-based data management system. SEDEX
allows suppliers including small farms to share
ETI-based audit information with retailers cost-
effectively. The annual user fee is only £25 and the
ETI acts as an advisory body. 

Poor employment practices can be an issue
anywhere in the world, including the UK. In 2003,
the activities of some gang masters – agents
providing seasonal labour to farms, packers and
producers – were covered in the media. We 

Other aims for 2004/05 include establishing
supplier best practice benchmarking groups in
India and Vietnam. 

FOOD
In many ways, ethical trading in the food industry
is more complex. Some foods are sold as
commodities around the world. A fruit supplier, for
example, might provide both finished products as
well as ingredients for other foods and hundreds
of individual farms worldwide might together
supply our needs for a particular product. 

Health care and training in Indonesia
PT Dewhirst, a long-standing clothing
supplier, set up a factory in Indonesia in
1998 which now employs 4,300 people. 
The factory had its own health clinic, but it
became quickly clear that inadequate local
facilities and a lack of basic health education
were preventing desired improvements in
workers’ health. Dewhirst’s started working
with a local health training group, Yayasan
Kusuma Buana, to educate employees and
their families on health matters. In 2003 we
became involved, helping to fund a new
clinic in the local town where people could
be treated, as well as learn about health
care and basic hygiene. By the end of
December more than 1,000 employees and
their relatives were registered there as well
as members of the wider community.

CASE STUDY

FEEDBACK COMMENT

“What I want to see
on ethical trading is

what you want to
achieve, examples
of the benefits for

those involved, how
far you’ve got and
what the problems

are. I don’t want 
just good news.”

Non governmental
organisation
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One of our key areas of concern was the
standards of third party suppliers and service
providers to our franchise partners, for example,
local manufacturers of carrier bags and store
equipment. In response we have now developed
a complete social audit programme that has been
used to train CSR Co-ordinators across our
franchise operators. In February 2004,
representatives from 20 of our franchise partners
attended a training workshop run by external
social auditors in Dubai, partly funded by
Marks & Spencer. Our aim is that our partners 
will have carried out social compliance audits on
60 key suppliers and service providers by July 2004,
to create jointly agreed action plans addressing
any non-compliance issues.

outlined our concerns on this in evidence to the
Environment, Food and Rural Affairs Committee.
We have had guidelines in place since 2001
requiring our suppliers to seek confirmation that the
agencies they use have good operating practices in
place. Through the ETI we supported the setting up
of a working group to develop a code of practice,
which was tested in Spalding, Lincolnshire. The
Government plans to report on the trials in May and
we support the need for legislation in this area.

INTERNATIONAL FRANCHISE STORES
Our international franchise business currently 
has 155 stores in 28 countries. These sell
Marks & Spencer products, but they are owned
and operated by our overseas franchise partners
under strict guidelines from the UK business.

The commercial and operating standards of
our franchisees are subject to careful monitoring,
and frequent visits combined with the
documentation of standards form part of our legal
agreement with each partner.

In February 2004, our standards were revised
to incorporate the Marks & Spencer Global
Sourcing Principles and to reflect the
requirements of the ETI more closely. Our partners
were then asked to complete a detailed self-audit,
covering 10 key areas (listed below) and 71
separate measures.

• Employee wellbeing
• Work-life balance
• Reward
• Skills and learning
• Communicating and consulting
• Equality and diversity
• Business operations and conduct
• Community and customer involvement
• Health and safety
• Environment

The self-audits were returned to an independent
company to be collated and the results were
presented to Marks & Spencer. Each audit was
then checked against our standards and areas of
concerns were highlighted for action. We aim to
have implemented, or agreed timescales, for
these improvements by November 2004.

Applying our standards in franchise stores
Some franchise operators are already taking
action to ensure that work practices at third
party suppliers and service providers meet
our standards.

For example our franchise partner in the
Gulf, Al Futtaim, – with stores in the United
Arab Emirates, Bahrain, Oman, Qatar and
Kuwait – is ensuring that its suppliers
include our CSR standards into their own
operations. Ethical trading requirements
were included in the recent process to
appoint a company to run an in-store coffee
shop in Dubai. All the interested companies
were asked for written guarantees that they
would meet our ethical trading standards.

CASE STUDY
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Issue Five

Community programmes

All companies affect the communities in which they operate.
Responsible companies have for many years invested in society,
but investment can take many forms. It can be in money, goods
or the time and expertise of their employees. Companies can
concentrate on issues which relate to their business or look to
make a difference elsewhere. Our community aspirations and
actions are led by the third Principle in our CSR framework 
(see page 8).



28 Marks & Spencer CSR Report 2003/04

ISSUE FIVE COMMUNITY PROGRAMMES

Initial results
It’s early days. But we’ve already conducted
research on work placements for the homeless
and young unemployed. The Work Foundation,
who conducted this research on our behalf,
concluded that: 
“Both programmes are working well. They are
meeting their objectives – and in some cases,
exceeding them. There have been some internal
management and process challenges, but these
have been identified and are being dealt with.” 

We plan to measure and monitor the
programme regularly, reviewing performance with
our partners. These include the Prince’s Trust,
DisabledGo, Business Action on Homelessness,
and One Parent Families and Parentline Plus.
Many of our employees are getting involved too
and we expect over 1,000 employees a year will
take part. 

Work placements for the homeless
There are around 400,000 homeless people 
in the UK and the Republic of Ireland. Some 85%
are estimated to have been in work previously. But
many face prejudice in searching for a job, which
in turn leads to low self-confidence. 

We know that work experience can help
homeless people become independent and find
long-term employment. Since 2002, almost 600
homeless people have been offered a placement.
Of the 274 that completed it, a third have since
started work. This early success was commended
in the Business in the Community's Excellence
awards and won the Lord Mayor of London's
Dragon Award for community partnerships. Next
year we aim to provide 200 placements for
homeless people.

Business in the Community (BitC), a business
funded charity that promotes best practice in CSR,
believes it’s best if community programmes fit
with a company’s day-to-day activities (see
www.bitc.org.uk for more information).

Over the last few years our community
programmes have changed. Instead of providing
small-scale, philanthropic donations we have
concentrated on four key issues – employability,
education, health and community safety. Our
overall philosophy is: Helping others to help
themselves. The aim is to assist those who in turn
will be able to pass on benefits to society at large.
In the coming year this focus will further tighten
around our employability programme.

We were founding members of BitC and our
involvement today is as strong as ever. We are
members of their PerCent Club – which commits
companies to investing at least 1% of pre-tax
profits in community projects. During 2003/04 our
total investment in the UK, Ireland and ex-Hong
Kong China was £7.2 million. In 2004/05 we plan
to improve the way we record all the employee
time and products we contribute to community
projects.

MARKS & START
Marks & Start is our new flagship community
programme. It builds on our existing activities to
offer work experience to people of different ages
and walks of life. This major programme aims to
enable over 2,500 people each year, many facing
real barriers in getting a job, to prepare for the
world of work. It is aimed at the homeless, people
with disabilities, the young unemployed, school
children, including those in deprived areas,
students who are the first in their family to aim for
higher education, and parents wanting to return
to work. 

Each part of the programme is tailored differently.
But every participant will receive: 

• A two to four week placement in either 
a Marks & Spencer store or office in the UK 
or the Republic of Ireland.

• A ‘buddy’ (a Marks & Spencer employee) 
to help them adjust to the world of work.

• Travel expenses, lunch, a uniform (where
necessary) and a reference (where requested).

In designing Marks & Start, we carried out
widespread consultation within the Company, with
customers and CSR professionals. To demonstrate
our commitment, a Marks & Spencer director or
Board member sponsors each part of the
programme.

Gary’s story
In 2002 Gary was homeless in Cambridge
after his relationship broke up. He met a
Business in the Community worker at the
hostel where he was staying who told him
about a two-week work placement scheme
we were running in our local store. He
joined the scheme and after a fortnight 
of working with a buddy had learnt some
new skills, written a CV with our help 
and received a written reference. On the
strength of this he was offered a three
month contract and later a full-time post 
in the store. Now a member of the store’s
Business Involvement Group, Gary has 
been promoted to Section Manager. He 
now has accommodation, transport and 
a full-time job. 

CASE STUDY

FEEDBACK COMMENT

“CSR is not about
throwing money at

good causes – it’s
about how you do
business. Donating
the money on the
seventh day from

what was earned in
the previous six is

not CSR. It’s
philanthropy and it

doesn’t support
business strategy.”

Non governmental
organisation

FEEDBACK COMMENT

“In many ways
being able to

communicate CSR 
is about scale. The

moment 20 work
placements became

600 it was real 
news and moved

the whole agenda
forward with other
companies wanting

to copy you.”

Non governmental
organisation
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Work experience for school students
Each year about half a million UK school children,
aged between 14 and 16, do one or two weeks
work experience. From September 2004 work
related learning will be a statutory entitlement for
every child in England.

Work experience placements for school
students are now part of our Marks & Start
programme and we offer around 2,000 places per
year. We are working with the Department of
Education and Skills to improve the programme
by focusing on children who have special needs or
come from disadvantaged communities. Students
are helped to develop communication and
problem solving skills through specific projects
like creating a store newsletter or completing
market research. At the end, each student is
debriefed on progress. 

Student Support
Our new Student Support programme is aimed at
talented students who are the first in their family
to aim for higher education. We aim to provide
placements for 35 students next year.

We plan do this by providing yearly study
grants. We will also help them gain new business
skills so they are more likely to be employable
when they graduate, whether or not they choose
to work with us.

Students will be able to work in our stores
during holidays, weekends and in term time if
college commitments allow. We are planning 
a structured management-training programme
preparing them to become managers in retail 
or general business. Each will receive a record 
of skills acquired. A ‘buddy’ at the store nearest 
to their university will also act as their mentor.

MOVING TO PADDINGTON
Marks & Spencer is moving its London head office
from Michael House to a network of head offices,
including a new building at Paddington Basin in
mid-2004. We have set up a programme to
develop relationships with local businesses and
our new neighbours. This includes:

• hosting six half-day tours involving around 100
colleagues – called ‘Changing Places, Changing
Faces’ – with community groups and local projects
in the Paddington area. Following these tours
employees have developed action plans for future
involvement, partnership and contribution to
these groups; 

Work placements for people with disabilities
There are 2.6 million people in UK with disabilities
that are unemployed and 1 million of these would
like to work.

On average, people with disabilities make
more than twice as many job applications as
people without, yet get fewer job offers. We hope
we can improve this situation. In the first two
months of opening this scheme, over a quarter 
of the 20 people taking part in the pilot got a job
with us or another employer within 13 weeks of
their placement. Next year we aim to provide
100 placements for people with disabilities.

Work placements for parents returning to work
Marks & Spencer plans to provide parents who
have been away from the workplace while raising
children the chance to update skills and re-build
confidence. The programme aims to help them
decide if returning to work is right for them,
prepare them to come back and may lead them
to jobs or other training opportunities. A small
number of pilot placements are underway and we
aim to increase this to 200 placements in 2004/05.

Work placements for young unemployed people
There are hundreds of thousands of unemployed
young people in the UK and many feel held back
by a lack of qualifications or confidence. Following
our ten-year involvement in The Prince’s Trust Team
programme we are now offering work placements.
Since October 2003, three of the seven taking part
have found a job with us or another employer
within 13 weeks of the placement. We aim to offer
100 placements next year.

Veronica’s story
When Veronica was at school few people
understood dyslexia. It wasn’t diagnosed
until she was in her thirties by which time
she had lost the confidence to go for well-
paid jobs. But she joined an adult education
class where she began to find ways to read
more easily and went on to join a make-up
artist course. She found out about our work
placement scheme for people with disabilities
through the charity, Project Employ. She got
a four week placement in the beauty section
of our Marble Arch store in London where
she was supported by a buddy. After
Christmas she got a permanent post in
lingerie and now works four days a week.

CASE STUDY



30 Marks & Spencer CSR Report 2003/04

ISSUE FIVE COMMUNITY PROGRAMMES

• donating a percentage of sales of a special
range of products;

• mastectomy workshops held in stores with
support from Breast Cancer Care and St Ann’s
Hospice; and

• published leaflets for women on how to check
themselves for the disease.

We intend to do more next year, including selling
“Fashion Targets Breast Cancer” goods, for which
we have commissioned a special range of
women’s wear and lingerie. We also aim to sell
450,000 Fashion Targets pins.

DEBTCRED
Marks & Spencer believes it has a role to play in
supporting financial education among young
adults.

Last year, we worked in partnership with
MBNA Europe Bank Limited, DebtCred, Cheshire
County Council and the University College of
Chester, to support a small pilot scheme in the
Cheshire and district area. Led by the High Sheriff
of Cheshire, its aim was to improve the money
management skills of school and college students
before they moved into work or further education
and to increase their understanding of financial
products.

The scheme ensured that over 13,000 school
leavers and students received copies of the
“Guide for School Leavers in Cheshire & District”;
a guide billed as “essential reading for everyone
wanting to handle money wisely”. Also, at 10 pilot
schools across the county, volunteer educators
from Marks & Spencer Money and from MBNA
talked to pupils about a whole range of money
management issues. 

• working with our business partners and the
local employment agency Paddington First to
recruit local people;

• meeting with community leaders and joining
the Paddington Waterside Partnership to forge
links with our new neighbours and to help support
a successful local community and business sector;

• recycling initiatives raised £50,000 for local
charities;

• furniture donations through Green Works, 
a not-for-profit organisation dedicated to
minimising waste by refurbishing and distributing
equipment to community groups; and

• channelling regular donations of food and
clothing to the charity organisations Shelter and
FareShare.

EMPLOYEE VOLUNTEER AWARDS
Nearly 100 people attended our fourth annual
Volunteer Awards at Kensington Roof Gardens to
recognise the contribution employees make to
the wider community. 

Overall Best Volunteer was Ian Martin, team
leader of Credit Services Account Support from
Marks & Spencer Money, Chester. Ian is press
officer, fundraiser, secretary and publicity organiser
for the Welsh Association for Cricketers with a
Disability, a charity giving people with disabilities
the chance to play friendly and competitive cricket
and coaches children with special needs.

Next year we aim to raise greater internal
awareness of these awards, make them easier to
enter and introduce Marks & Start buddy awards.

BREAST CANCER AWARENESS
In the UK, one in nine women develops breast

cancer in their lifetime and 1,000 die from the
disease each month. With many female customers
in the breast cancer ‘at risk’ age group,
Marks & Spencer has been naturally drawn 
to this cause.

Selling products raised £700,000 during 
the year, bringing the total to over £1million 
since 2001. 

In partnership with Breakthrough Breast
Cancer, we raise funds and support this cause 
in the following ways:
• selling pink ribbons in our stores and offices,
including challenging our stores to raise £1,000
each as part of the Breakthrough £1000 Challenge;

• Head Office annual fundraising ball with
suppliers;



WHAT WE AIM TO DO IN 2004/05 

• Monitor the planned implementation
of European Union ‘take-back’/
recycling legislation on batteries 
and electrical equipment. 

• Develop an action plan to improve
the environmental performance of
food packaging.

• Work with potential suppliers of 
the sustainable plastic carrier bag 
to improve the version trialled.

HOW WE DID

Clothing Recycled returned/rejected
childrenswear items through the Birth
Defects Foundation. Commissioned
research into potential sustainable uses 
of used clothing.

Carrier bags Two schemes piloted in
Summer 2003 to find a sustainable solution
to the carrier bag debate. Successfully
trialled a ‘durable shopper’ (a bag designed
to be re-used), which has since been
extended across the chain with the
exception of Simply Food stores. Mixed
results from a trial of a more sustainable
plastic carrier bag made from a material
including cornstarch and vegetable oils.
This bag is potentially renewable, as well as
biodegradable. It was welcomed by both
customers and colleagues but requires
improving.

Total Packaging Usage Last year 
Marks & Spencer UK used 134, 221 tonnes
of packaging materials. A breakdown of
this volume by type of materials is shown 
in Chart 3. 58 million coat hangers were re-
used or recycled.

Packaging project Consultation event held
in 2002 with product suppliers, packaging
suppliers, environmental groups and local
government to identify possible
improvements we could make to our
packaging. In 2003/04 a further
consultation was carried out to gather the
views of people in our Food Division.
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SUMMARY OF OTHER ISSUES

Principle One

Products

The issues addressed in this section fit within Principle One 
of our CSR framework, together with our responses to the
following Issues: ‘Sustainable raw materials’ (pages 11-15),
‘Responsible use of technology’ (pages 16-19), and ‘Animal
welfare’ (pages 20-21).

Principle One requires that we take care and act responsibly 
in delivering high quality products and services.

The amount of waste going to landfill 
is rising by 3% a year in the UK. It’s a major
challenge to reduce this. 

Since 1998, legislation has made
retailers and other parts of industry
responsible for the costs of recycling
packaging. We pay a levy (worked out on
the basis of how much we use), to help
fund efforts to meet a UK recovery target
which includes both recycling and other
ways of re-using waste. For 2004 this target
has increased to 63%. Over the next few
years, this type of legislation will be
extended to other products, starting with
electrical goods. 

Whilst complying with this legislation
we’re also looking to get ahead on the
issue of clothing re-use and recycling.

A specific packaging issue facing
retailers is the debate about plastic carrier
bags. Around 10 billion plastic bags are
used in the UK every year. The alternative
to plastic is paper bags. However, these
carry their own environmental issues,
including higher energy consumption and
increased transportation in production. 

WHAT WE SET OUT TO DO LAST YEAR

• Conduct pilots to find sustainable
uses for recycled clothing.

• Launch project to improve the
environmental performance of
packaging.

• Test renewable and biodegradable
plastics for packaging and products.

REDUCING WASTE FROM PACKAGING AND PRODUCTS

Chart 3: 
Packaging used by material 
type, 2003

A Paper 20.6%
B Glass 34%
C Aluminium 3.7%
D Steel 2.6%
E Plastic 38.3%
F Wood 0.1%
G Others (such as ceramics) 0.7%
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The use of energy and its contribution to
climate change is arguably the biggest
environmental challenge we face.
Resources such as energy and water, and
the issue of waste, are increasingly the
targets of legislation to ensure that their
costs more accurately reflect the impacts
they have. For example, in 2002 the UK
introduced an environmental tax on energy
known as the Climate Change Levy.

We operate a wide range of
programmes to improve the environmental
efficiency of our stores and other buildings
including the half hourly monitoring of
electricity usage in most of our locations.

We also use re-usable packaging
systems that reduce waste for transporting
our fresh foods and some types of clothing.

WHAT WE SET OUT TO DO LAST YEAR

• Establish a target to purchase 10% of
electricity from renewable sources
from April 2004.

• Recycle obsolete plastic food delivery
trays into more efficient metric versions. 

HOW WE DID

Energy All electricity contracts for our
stores and offices in England, Wales and
Scotland include the requirement that 10%
be generated from renewable sources from
April 2004. This will result in an 8% reduction
in total electricity related emissions
throughout the year (saving around 
30,000 tonnes of CO2). Total electricity
consumption for our UK stores (excluding
outlet stores) in 2003/04 was down by 3.5%
despite a continued expansion in footage
and services such as bakeries and coffee
shops (see the table below).

Other activities last year included
renewing our Energy Institutes Energy
Efficiency accreditation, and participating 
in the Government’s Carbon Trust initiative
to identify ways of improving efficiencies
and reducing carbon emissions.

Water Measured water consumption for our
UK stores and offices (excluding outlet
stores) was around 903,000m3. Data accuracy
needs to improve before we can set targets.

Waste Waste collection services for all UK
stores now administered through a central
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WHAT WE AIM TO DO IN 2004/05 

• Use Carbon Trust findings to make
further improvements in managing
energy usage.

• Revise and re-launch energy saving
incentive scheme for stores.

• Work with suppliers and estates
managers to improve the accuracy 
of data collation on water usage.

• Use centralised management of waste
collection to develop improved levels
of information and efficiency. 

• Introduce separate collections of
unsold uncooked meat, poultry and
fish products to meet new legislation.

management system to ensure legal
compliance, cost efficiency and
environmental improvements. Estimated
store waste outputs are around 30,000
tonnes. Conducted trials on the most
effective way to meet new European Union
legislation that requires the separate
collection and disposal of unsold uncooked
meat, poultry and fish products. Replaced
majority of food delivery trays using
material recycled from obsolete older
versions. Some of the older trays were sold
to suppliers for their own use.

Electricity and gas consumption and resulting CO2 emissions in 2003/04 2002/03
Marks & Spencer UK stores and office (excluding outlet stores) Actual Actual

UK stores electricity usage in MWhs 683 709
UK offices electricity usage in MWhs 37 35
UK stores and offices gas usage in MWhs 231 209
Total UK Marks & Spencer electricity and gas usage in MWhs 951 953
Total resulting C02 emissions in tonnes* 350,000 360,000
*Based on DEFRA guidance

REDUCING ENERGY, WATER USE AND WASTE
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WHAT WE AIM TO DO IN 2004/05 

• Include best practice specifications 
as stores are built or refurbished.

• Complete the fourth year of HCFC
store refrigeration programme;
resulting in the replacement of 
HCFC refrigeration gases from a
further 10% of stores. 

• Further extend remote monitoring 
of heating, ventilation and air
conditioning systems currently
operating in 146 stores.

Managing energy, water and waste, and
ensuring compliance with legislation are
important issues for all companies.
Environmental issues sit within our overall
store compliance management system.

WHAT WE SET OUT TO DO LAST YEAR

• Participate in development of
Building Research Establishment
Environmental Methodology (BRE-
EAM), a Government sponsored best
practice initiative on the design and
operation of stores.

• Continue third year of programme 
to replace older HCFC store
refrigeration systems with more
efficient units using more ozone
‘friendly’ gases.

• Food distribution centres working
towards international management
system standards.

HOW WE DID

Non-compliance Received an Environment
Agency caution relating to a diesel spillage
from a standby generator in one of our
stores. Another incident concerning an
accidental spillage of unsold milk also being
investigated. Policies have been reviewed
and amended as a result. No prosecutions
or fines received to date.

BRE-EAM Conducted a pilot study using
the BRE-EAM system in Marble Arch 
store, London to test its scoring. ‘Store 
of the Future’ project used to identify 
best practice on a wide range of
environmental issues.

Refrigeration Completed the third year 
of a programme to replace HCFC store
refrigeration. 50% of all stores have had
HCFC systems replaced. Refrigeration in all
stores is now monitored remotely to ensure
food safety, energy efficiency and
maintenance.

Food distribution centres Environmental
performance has been included in the
overall quality management systems of
food distribution centres.

MANAGING ENERGY, WATER USE AND WASTE

WHAT WE AIM TO DO IN 2004/05

• Phase-in new labelling policies 
on food products supported by
training for suppliers and
independent checking.

• Monitor customer feedback 
and changes to legislation.

The labels on our products need to be 
clear and relevant so that people can make
informed decisions about what they buy
and how they use it. We sell a wide range
of products and our customers may want 
to know about ingredients, production and
usage. Our aim is to provide ‘open and
honest’ labelling.

WHAT WE SET OUT TO DO LAST YEAR

• Continue to ensure that labelling 
and information meets customer
needs.

HOW WE DID

Revised policies on food labelling. Provided
training for those involved in developing
and labelling food products. Introduced an
independent system of checking our food
labels against Marks & Spencer policy and
legal requirements.

Continued to label all products with 
the country in which they were produced.
Further information about the origins of
ingredients such as meat and fish were
included on some food products.

EASY TO UNDERSTAND LABELS AND INFORMATION
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PRINCIPLE ONE PRODUCTS

WHAT WE AIM TO DO IN 2004/05 

• Review and develop ‘Count on Us’
range to ensure it continues to meet
changing customer needs.

• Further develop our nutritional
guidelines on foods for children. 

• Extend the 5-a-day (fruit and
vegetables) message to other foods
that meet our nutritional criteria.

• Investigate different ways of 
reducing the fat and sugar content 
of our foods.

• Continue to reduce salt, especially in
the types of food which contribute 
the most salt to people’s diet. 

• Track progress using our product
database.

The food we choose to eat plays a crucial
role in determining our health, vitality and
wellbeing.

Heart disease and cancer are the major
causes of death in the UK, accounting for
60% of all premature deaths. One third of
deaths from heart disease and 25% of
deaths from cancer are attributable to
dietary factors. 

For these reasons the Government is
developing the food and health action plan;
its primary objective is to reduce salt, fat
and added sugar intakes and increase the
consumption of fibre and fruit and
vegetables.

We sell a wide range of foods. Some
are indulgent treats, others healthier
options. We believe our role is to assist our
customers in achieving a healthy diet by
providing them with the information they
need to make informed choices. Within our
product ranges we aim to offer options for
customers with specific needs, for example,
children and those on a diet.

WHAT WE SET OUT TO DO LAST YEAR

• Continue to develop and promote 
a wide range of healthy foods 
like ‘Count On Us’, ‘5-a-day’ and
healthier options.

HOW WE DID

Launched an innovative ‘eat well, feel
great’ pack in 40 stores used by our most
health conscious consumers. Developed as
a non-profit making product the £4 pack
provides a wide range of information
covering healthy eating, managing your
weight, leading an active lifestyle and
combating stress. The pack is supported 
by an on-line personal health assessment.

Added around 50 products to ‘Count
on Us’ diet range. Extended and developed
the Diet & Health sections of our Food
Magazine website to offers more information
on topics affecting diet and health
including menu planning (see
www.marksandspencer.com/foodmagazine/
insidestory/index for more information).

Carried out research with our
customers to better understand their
needs. Started to label packaged fruit,
vegetables and fruit juices with our 5-a-day
logo in January.

CHOICE OF NUTRITIOUS AND HEALTHY FOODS

WHAT WE AIM TO DO IN 2004/05

• Continue to monitor systems 
and respond to any stakeholder
concerns.

The public in general, and civil liberties
groups in particular, are increasingly
worried about companies and other
organisations holding personal information
on people. They are concerned it might be
‘sold-on’ to other companies or used for an
unauthorised purpose. There are also
concerns that people should have more
chance to amend incorrect information that
might be used to make decisions like
gaining credit. 

We’ve tried to make it as easy as
possible for colleagues to access personal
information. We want to act in an ‘open
and honest’ manner with information
relating to our customers.

WHAT WE SET OUT TO DO LAST YEAR

• Continue to review systems.

HOW WE DID

Action on this issue (relating to Radio
Frequency Identification Devices), is
discussed in the chapter, ‘Responsible 
Use of Technology’, see page 19. Also
distributed an on-line Data Protection Act
awareness training exercise to all head
office colleagues in early 2004. 

RESPECT OF PRIVACY
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PRINCIPLE ONE PRODUCTS

WHAT WE AIM TO DO IN 2004/05 

• Develop an action plan to improve
CSR performance and conduct 
further consultation and research 
with customers and government.

The growth in consumer borrowing and the
rise of debt among people who can’t afford
it is a major social and economic worry. The
Bank of England has recently said it will use
interest rates to restrain the growth in
personal debt. The Government and
Financial Services Association are looking
to ‘standardise’ and regulate the provision
of financial services.

We launched our Marks & Spencer
Chargecard in 1985 and have been
developing our range of financial services
products since then. Last year we
introduced the &more credit and loyalty
card. To help customers understand the
costs of credit, we have a policy of no
hidden fees. We do not disclose customer
data or information to third parties for the
purposes of onward selling. 

WHAT WE SET OUT TO DO LAST YEAR

• Consult with stakeholders about 
CSR in financial services.

• Build our portfolio of products that
remain socially responsible in today’s
credit driven society.

HOW WE DID

Conducted a series of CSR research and
consultation initiatives with customers,
regulators, industry bodies and consumer
groups to identify priorities for the future. 

Adjusted the way we offered
Chargecard customers the chance to
change to the ‘&more’ card, following a
request from the Office of Fair Trading
(OFT). The OFT confirmed that we, in line
with principles of responsible lending, had
taken care to make a proper credit
assessment of individual cardholders being
invited to change to the ‘&more’ credit
card and on deciding credit limits. 

Adopted the use of the ‘Honesty’
(Schummer) box before it becomes
mandatory. This box is a clear and
standardised way of communicating
interest rates, fees and charges.

RESPONSIBLE FINANCIAL SERVICES
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Principle Two

People

The issues addressed in this section fit within Principle Two 
of our CSR framework, along with our response to the Issue,
‘Ethical trading’ (pages 22-26). Principle Two requires that we
create great places work.

WHAT WE AIM TO DO IN 2004/05

• Consult with colleagues during the
implementation of business change
programmes.

• Develop and implement a three-year
plan to establish and improve the
operation of BIGs. 

• Conduct one full ‘How Are We
Doing?’ survey and one smaller
follow-up concentrating on areas 
that enable better participation 
on important issues.

Communicating and consulting with our
63,000 UK employees is an important part
of maintaining relationships and efficiency.
We operate employee representation
forums called Business Involvement Groups
(BIGs) in every store and office area. We
also conduct regular ‘How Are We Doing’
employee surveys to pinpoint areas for
improvement.

WHAT WE SET OUT TO DO LAST YEAR

• Launch national BIG forum chaired by
Chief Executive.

• Continue to monitor and improve
internal communications.

• Continue to develop action plans in
response to ‘How are We Doing?’
surveys.

HOW WE DID

First national BIG meeting held in April
2003 with 13 employee representatives and
has continued to meet every three months.
With the addition of three representatives
from the Republic of Ireland, the national
BIG also doubles as the European Council. 

Continued to monitor the effectiveness
of our internal communications using an
Internal Communications Forum comprising
colleagues with communications
responsibilities, and BIGs.

80% participation rate in the most
recent ‘How Are We Doing?’ employee
survey conducted in August 2003. Overall
scores showed a slight decrease. Strong
ratings for ‘customer focus, clarity and
direction’ were offset by ‘work to do’ in the
areas of reward, involvement and
recognition. 

Started to develop a strategy on how
to improve actions that result from
employee surveys.

COMMUNICATION AND CONSULTING

WHAT WE AIM TO DO IN 2004/05

• Review the progress of a new 
three-year strategy introduced 
to enhance individual, team and
corporate performance.

• Monitor feedback from colleagues
about our pay and benefits.

• Consult with colleagues through 
BIGs.

Pay and benefits are important
considerations for everyone. Providing the
right level of total reward is particularly
important to retailers who compete with
each other as well as different industries
where remuneration for the best people
can be seen as more attractive.

We aim to provide a total reward
package that is competitive, flexible,
rewards superior results and supports
personal lifestyle choices. All colleagues
have reward packages that include elements
of fixed pay, a wide range of benefits and
variable performance related pay.

WHAT WE SET OUT TO DO LAST YEAR

• Continue to find ways to reward
superior individual as well as team
performance.

• Continue to consult with employees
on reward policies and systems.

HOW WE DID

Offered all colleagues the chance to be
rewarded for performance related to our
‘ways of working’ principles, a set of
behaviours we want to promote to help
people achieve personal goals within the
business (see page 8).

Revised changes to customary holidays,
unsocial and overtime payments for non-
managerial staff following consultation with
BIGs. Introduced pay scales, including a
higher basic rate and a new mix of unsocial
and overtime payments for new employees
to help attract the right employees and
compete with other retailers. Introduced
new benefits, including additional holidays. 

REWARDED FOR SUPERIOR RESULTS
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PRINCIPLE TWO PEOPLE

WHAT WE AIM TO DO IN 2004/05

• Continue to align all training activity
to business priorities.

• Communicate internally the
investment in training by including
training spend and average number
of training days per employee in the
information provided to senior
managers. 

In today’s marketplace everyone needs a
flexible and diverse range of skills. This is
true whether someone joins us for a short
period of time or to pursue a long-term
career. To help colleagues fulfil their career
ambitions, the training we offer is designed
to develop individual talent and capability.

WHAT WE SET OUT TO DO LAST YEAR

• Launch the Retail Academy to
improve the quality and consistency
of our training programmes.

• Develop partnerships with external
organisations to ensure high quality,
consistent training programmes.

HOW WE DID

Launched the Retail Academy, including 
the opening of six Retail Academy Centres
geographically positioned for all Stores 
to access. A new team of training experts
delivering the right training solutions
consistently across the UK and Ireland. 

Continuing Professional Development
Scheme for food technologists became the
first of its type to be accredited by the
Institute of Food Science and Technology.

BUILD ON STRENGTHS AND DEVELOP SKILLS

WHAT WE AIM TO DO IN 2004/05

• Diversity action plan agreed and
implemented.

• Complete and distribute new diversity
and lifestyle options booklet to all
colleagues and monitor feedback.

Attracting and retaining a culturally and
socially diverse workforce enables us to
recruit the best people and meet the needs
of the communities in which we trade. We
have written commitments to equal
opportunities covering age, disability, race,
marital status, political opinions, colour,
gender, hours of work, national origin and
religious beliefs.

We provide a mix of flexible working
arrangements including leave for paternity,
adoption and IVF treatment, as well as child
breaks and career breaks. These help
encourage workforce diversity.

WHAT WE SET OUT TO DO LAST YEAR

• Continue to review policies and
processes.

• Continue to ensure that policies 
meet the needs of individuals and 
the Company.

HOW WE DID

Detailed store audits and training
developed to ensure that we meet the
requirements of Section III of the Disability
Discrimination Act which passes into law in
October 2004. 

Our system for monitoring diversity
data was updated. Data is collected every
three months and reported to senior
managers across the Company. Overall
ethnic diversity is in line with the UK
population.

As a member of a wide range of
diversity organisations including Employers
Forum for Disability, Gender Trust,
Employers Forum Age, Parents at Work
and Diversity UK we compared our policies
with other companies to reflect the latest
developments in our Diversity Action Plan.
We also started revising our employee
booklet on diversity and lifestyle options.

DIVERSITY AND OPPORTUNITY: RESPECTING THE BALANCE BETWEEN LIFE AND WORK
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PRINCIPLE TWO PEOPLE

WHAT WE AIM TO DO IN 2004/05

• Develop a set of ‘Marks & Spencer
Principles’ for communication across
the Company by March 2005.

All employees are expected to behave
ethically when working on behalf of the
Company. Business ethics help shape our
policies and provide guidance when a
colleague is confronted with a new issue on
which we have yet to develop a policy.

We have policies in place covering a
wide range of ethical issues including the
giving and receiving of gifts and dealing in
Company shares. However, following
consultation with colleagues and external
specialists, we have identified the need 
to devise a set of overarching 
‘Marks & Spencer Principles’ to guide
specific policies. 

WHAT WE SET OUT TO DO LAST YEAR

• Review Business Ethics policy.

HOW WE DID

Internal workshop in October 2003, run by
the Institute of Business Ethics, to gather
views on the format and timescale of a set
of Business Principles. Introduced a new
Group Fraud Policy in February.

BUSINESS ETHICS

WHAT WE AIM TO DO IN 2004/05

• Continue ‘WorkWell’ training for line
managers.

• Introduce programmes to reduce
work related ill health absences
including rotation of sales advisor job
roles and rehabilitation programmes
to bring colleagues recovering from
physical or mental health illnesses
back to work in a gradual manner.

• Introduce the measurements of 
Fire, Health and Safety performance
to judge the success of our store
managers.

• Ensure all Fire, Health and Safety
Officers attend CIEH Level 2 course,
with all regular deputies to attend
during 2005/06.

• Revise policies on Fire Safety in
readiness for new legislation.

• Launch accident reporting systems
and asbestos and control of
hazardous substances databases 
on our intranet.

• Develop our relationship with the
Health and Safety Executive and 
Lead Authority Partners further.

Companies have a legal and moral
responsibility to protect the health and
safety of their employees and the people
who enter their places of business. We
operate a system to ensure workplace
health and safety is safeguarded and we
provide a range of occupational health
services to colleagues.

WHAT WE SET OUT TO DO LAST YEAR

• Develop “WorkWell”, a targeted
stress management intervention
programme.

• Continue to improve Health and
Safety performance linked to annual
audits.

HOW WE DID

Around 1,500 line managers (half of 
the total) completed WorkWell training
modules to help people identify and deal
with workplace stress. Launched the
Occupational Health Target Reporting
Administration (OHTRA), a system that
collates work-related ill health issues and
absences reported to our Occupational
Health Advisers. Currently around 60% 
of these absences are due to physical
stresses and strains (muscular and skeletal)
and around 30% are for reasons of 
mental health. 

Introduced a new system of annual
independent Health, Safety and Fire audits 
in stores – supported by store self-
assessments, monthly monitoring 
of accidents, visits by officials, training 
and test evacuations. 

Revised the job descriptions of our Fire,
Health and Safety Officers and linked the
role and its reward package to completion
of the Chartered Institute Of Environmental
Health’s (CIEH) Level 2 “Supervising 
Health and Safety” five day course and
examination. Began working with our Lead
Authority, West Midlands Fire Service, to
introduce a new system to identify what
improvements are required to meet
revisions to Fire Safety Legislation in 2004.

HEALTH, SAFETY AND WELLBEING
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Principle Three

Places

The issues addressed in this section fit within Principle Three 
of our CSR framework, along with our response to the Issue,
‘Community programmes’ (pages 27-30). Principle Three
requires that we help make our communities good places 
in which to live and work.

WHAT WE AIM TO DO IN 2004/05

• Complete fourth year of programme
to convert delivery fleets to Euro III
standard or better. 

• Assess the performance of the new
aerodynamic delivery vehicles.

• Investigate opportunities for use of
rail freight for clothing, home and
beauty products.

Our stores are often located in town and
city centres and their operations affect
residents and other businesses. In
operating our stores we have a
responsibility to act as a ‘good neighbour’.
Aiming to minimise the potential noise and
pollution caused by deliveries is an
important part of this.

The size of our delivery fleets is
designed to provide seasonal flexibility and
whenever we ‘save’ capacity, we look to
make use of this space by using it for other
types of work (such as moving loads on
behalf of suppliers). For this reason, we are
unable to set absolute distance or fuel use
reduction targets for our fleets as some
savings register on supplier transport
activities.

WHAT WE SET OUT TO DO 

• Continue with third of a five-year
programme to upgrade distribution
fleets to less polluting Euro III
emission standards.

• Develop further distribution transport
innovations.

• Continue to participate in local
authority best practice initiatives.

• Extend use of rail freight.

HOW WE DID

UK and Eire distribution fleets for food and 
non-food deliveries to our stores covered
78 million kilometres and used 24 million
litres of fuel. 

Completed the third year of a
programme to upgrade delivery vehicles 
to less polluting Euro III engines. Currently,
63% of our fleets are now Euro III or better.

Helped develop new aerodynamic
delivery vehicles, (designed using Formula 1
technology and offering potential savings 
in fuel use and emissions). Continued to
participate in local authority ‘Quality
Freight Partnerships’.

Succeeded in diverting a significant
amount of food road freight per year onto
rail. Most of this was formerly distances
covered by suppliers’ own heavy goods
vehicle delivery fleets.

ACTING AS A GOOD NEIGHBOUR
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PRINCIPLE THREE PLACES

WHAT WE AIM TO DO IN 2004/05

• Work with DisabledGo to identify
ways of improving access to our
stores for people with disabilities.

• Continue to drive our local food 
store programme.

We want to improve access to our products
and services. Barriers to this can be price,
the physical location of stores, and
inadequate facilities to enable people with
disabilities to shop in our stores
comfortably.

WHAT WE SET OUT TO DO

• Continue to support the development
of DisabledGo Internet guides (see
www.disabledgo.info for more
information).

• Increase the number of smaller local
food stores.

HOW WE DID

Took steps to ensure our stores meet the
requirements of Section III of the Disability
Discrimination Act, which passes into law in
October 2004. 

Continued to increase the number of
smaller local food stores, opening 52 in the
last year. We closed one Simply Food store
in Barnet, London, and offered all
colleagues alternative employment within
the Company.

Responded to press allegations in
September that we operate a North/South
pricing policy in Simply Food stores. We
charge a small premium on selected lines in
places where operational costs are
significantly higher, including all railway
station and London stores. 

ACCESSIBILITY



The Corporate Social Responsibility Report 2004 (the Report) has been
prepared by the management of Marks and Spencer plc, who are responsible
for the collection and presentation of information within it. In accordance with
Marks & Spencer management’s instructions we have reviewed the Report, as
outlined below, in order to provide assurance on the accuracy of claims made
regarding Marks & Spencer’s Corporate Social Responsibility (CSR)
performance and the overall balance of the Report.
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Assurance Statement
To the management of Marks & Spencer

Our responsibility in performing this
work is to the management of 
Marks & Spencer only and in
accordance with the terms of reference
agreed with them. We do not therefore
accept or assume any responsibility for
any other purpose or to any other
person or organisation. Any reliance 
any such third party may place on the
Report is entirely at its own risk.

WHAT DID WE DO TO FORM
OUR CONCLUSIONS? 
Our review consisted of the activities
outlined below: 
• Interviews with management and
functional staff in London and Chester
to understand their approach to CSR. 
• Testing claims made with respect 
to CSR performance in the Report 
by reviewing relevant evidence and
information provided by Marks & Spencer.
• Reviewing selected CSR data capture
processes at the company-level and
testing that data has been correctly
transferred from them into the Report.
Our review included the following 2003
data sets: energy & water consumption
data, ethical trading data, packaging
data, transport data (general
merchandise and food), diversity data,
pesticide residue data and community
involvement data. 

• Testing the balance of the Report in
comparison with: 

– Issues raised in the CSR Forum and
CSR Committee minutes, 
– Outputs of the ‘customer
expectations survey’,
– Topics raised in a selection of
external media sources, and
– Targets set out in last year’s
Corporate Social Responsibility
Review 2003.

WHAT ARE THE LIMITATIONS
OF OUR WORK? 
We did not test the claims made in the
‘Introduction from Luc Vandevelde’,
which can be found on page 3 of the
Report. 
We did not interview Marks & Spencer
employees at stores to assess CSR
performance. 
We did not test the accuracy and
completeness of data sets (which are
outlined above) by walking through the
data from the point of origin to the
company-level. Therefore, we have not
made conclusions on the data accuracy
and completeness.
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Assurance Statement continued

To the management of Marks & Spencer

• Progress against the majority of the
targets set out in last year’s Corporate
Social Responsibility Review 2003 have
been reported upon. The targets that
referred to increasing the website
information are met by the Report itself
being available on the website. Progress
against the following targets have not
been covered in the Report:

– Development of sustainability
standard for wool.
– Testing the renewable and
biodegradable plastics for products.

Did we find any areas for
improvement? 
Our observations and areas for
improvement have been raised in 
a report to Marks & Spencer’s
management. 

OUR INDEPENDENCE AND
COMPETENCE
Ernst & Young currently provides some
internal financial audit and tax services
to Marks & Spencer. This has not
affected our impartiality with respect to
this work. Ernst & Young has not
previously advised Marks & Spencer on
any aspects relating to the
organisation’s approach to CSR or any
business processes relating to the
management of the issues discussed in
the Report. 

Our assurance team has been drawn
from our global environment and
sustainability network, which undertakes
similar engagements to this with a
number of significant UK and
international businesses. 

Ernst & Young LLP
London, April 2004 

WHAT ARE OUR CONCLUSIONS? 
Based on our review (described above)
our conclusions on the accuracy and
balance of the Report are outlined below. 

Is there evidence behind the CSR
performance claims made in the
Report? 
Evidence and information obtained
through our work supports the CSR
performance claims made in the Report.
Where evidence could not be provided,
or where the statements made were
inconsistent with the evidence available,
the text was amended by 
Marks & Spencer. 

Has the data been accurately
transferred from the company-level
data collation processes to the
Report? 
The data contained within the Report
has been accurately transferred from
company-level collation processes into
the Report. The quality of supporting
documentation and the quality of
internal assurance on data accuracy
varied across the data sets reviewed.
This is an area for future improvement. 

Is the Report balanced? 
The Report covers:
• The key issues raised in the minutes
of the Marks & Spencer’s CSR
Committee and CSR Forum. 
• The five CSR areas of interest
highlighted by the independent
‘customer expectations survey’.
• Most of the issues raised by our
media search. Topics that could have
been covered or covered in greater
detail are: employee disputes,
operational efficiency, pricing policy and
executive pay. We have been informed
that the topic of executive pay will be
covered in the 2004 Annual Report and
Accounts. 


