














Marks and Spencer Group plc

Our Plan A Commitments 2010-2015

Section 3 - Our Plan A Commitments
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Objective 17

Extend our Five Pillars

Fair partnership

continued

Commitment

17.15

Trialling a confidential worker complaints
mechanism for workers in 2007/08.

17.16

Increasing our use of small and local suppliers by
improving the understanding of our buying teams of
the different needs of small producers by 2012.

1717

Extend our Buying Pledge approach to other types
of M&S food in consultation with our farmers by
2012.

17.18

Doubling the amount of M&S food we source
regionally and improve the information we provide
to customers by 2012.

17.19

Continuing to expand our ranges of Fairtrade food
by 2012.

17.20

Converting 20 million clothing garments including
£5 plain t-shirts, women’s strappy vests and
Oxford shirts to Fairtrade cotton - equal to 10% of
all M&S cotton use by 2012.

17.21

Working with our suppliers via our Supplier
Exchange to help them invest to improve
livelihoods in vulnerable communities by 2012.

Comment

Commitment 72
achieved

Commitment 76
on-going

Commitment 77
on-going

Commitment 79
on-going

Commitment 80
on-going

Commitment 81
on-going

Commitment 83
achieved
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Objective 18

18.1

18.2

18.3

18.4

18.5

18.6

18.7

18.8

Health and wellbeing

2DOING THE

=RIGHT THING

Drive health and nutrition benefits across our product offer

Commitment

Review and improve the nutritional content of
M&S food.

Work in partnership with others to reduce levels of
saturated fat in dairy products.

Aim to maintain our position of offering at least
30% healthier food lines by 2012.

Using only natural colours in M&S children’s
sweets and cakes by the start of 2008.

Making further reductions to the amount of salt

in M&S foods by working to M&S targets many of
which go beyond the original 2010 salt targets set
by the Food Standards Agency (FSA).

Ensuring all our fresh salmon meets our new
Lochmuir standards (enriched with Omega-3)
during 2007/08.

Launching food products that provide customers
with specific health benefits by 2012.

Developing nutritionally enriched product choices
within selected ranges by 2012.

Comment

New

Commitment 89
on-going

Commitment 92
achieved

Commitment 93
on-going

Commitment 94
achieved

Commitment 95
on-going

Commitment 96
achieved
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Marks and Spencer Group plc

Our Plan A Commitments 2010-2015

Section 3 - Our Plan A Commitments

Objective 19

Extend our Five Pillars

Health and wellbeing

Help to facilitate behaviour change through clear nutrition

labelling and information

Commitment

19.1

Continue to improve our nutritional labelling by
making it easier for customers and employees
to manage their diet and extend it to include
products without packaging and in-store
customer/employee cafes.

19.2

Integrate healthy eating advice with social and
environmental sustainability messages.

19.3

Work in partnership with others to improve on-pack
portion advice.

19.4

Provide information to help customers manage
their consumption of alcohol.

19.5

Introducing the use of nutritional ‘traffic lights’ to
relevant food products by 2012.

Obijective 20

Comment

New

New

Commitment 90
achieved

Encourage our customers and employees to become

more active

Commitment

20.1

Launch online tools to help consumers manage
their diet by 2012.

20.2

Launch a major get active campaign by 2011.

20.3

Removing all confectionery from belted till points
by 2012.

20.5

Introducing 1,500 Healthy Eating Advisers in our
stores and extend this training to our food section
employees by the start of 2010.

20.4

Launching a calendar of health campaigns to
support our healthier choice food products
by 2012.

20.6

Evaluating the most effective means of proving
expert diet and health information to customers
including: trialling in-store nutritionists and the
provision of a nutrition customer care line.

Comment

New

Commitment 91
on-going

Commitment 97
achieved

Commitment 98
on-going

Commitment 99
on-going



2007

World Environment Centre for
Sustainable Business
Winner of Gold Medal (for 2008)

World Retail Awards
Winner for Corporate Social Responsibility

Retail Week Awards
Winner for Corporate Social Responsibility

Business in the Community
Excellence Awards
Community and cause-related marketing

Compassion in World Farming
Winner of Compassionate Supermarket
2007/08

Cooling Industry Awards
Retail Installation of the Year Award

National Consumer Council
Greening Supermarkets
Joint first place

Greenpeace ‘ Green Tissue’ ranking table
Joint first place

Marine Conservation Society
responsible fishing table
Joint first Place

RSPCA Good Business Awards
Winner for large Fashion retailer and
runner-up on Food and Cosmetics

Carbon Trust / Daily Telegraph Climate
Change Innovation Awards
Large company winner

Times Graduate Employer
of choice Retail

2003

Business in the Community
Community Mark

Business in the Community
Excellence Awards

Community, cause related marketing
and climate change

Dow Jones Sustainability Index
Retail sector leader

Cooling Industry Awards
Environmental Pioneer Award for
Air Conditioning

Building Trust in Britain Awards
Winner for Sustainability Reporting

RSPCA Good Business Awards
Winner for large Fashion and Food retailer
and Commitment to Change on Cosmetics

Renewable Energy Association
Pioneer Award
Winner

Global Retail & Leisure
International Awards
Green Store of the Year

Chartered Institute of Purchasing and
Supply procurement Awards
Winner for Corporate Social Responsibility

Times Graduate Employer of Choice
Retail

UK Packaging Awards

2008 retail client, for our measured
approach to environmental packaging
(as voted by packaging suppliers)

2009

Environmental Investigation Agency’s
supermarket refrigeration table
Winner

RSPCA Good Business Awards
Fashion Commitment Award 2009

Letsrecycle.com Awards
High Street Recycling Champion 2009

2009 International Wine
Challenge Awards
Environmental Initiative of the year

Cosmopolitan Magazine Awards
Winner of the Most Ethical Retailer

Pesticide Action Network UK
Supermarket pesticide league table Winner

2009 Forest Footprint Disclosure Project
Best General Retail Sector Performer

Ethisphere World’s Most Ethical Companies
Top 100

Consumer Focus ‘Green to the Core’
Supermarket League Table
Joint Winner 2009

Greener Package Awards
Retail Leadership Award 2009

Business in the Community
Climate change award

- Our performance against Plan A commitments is reported annually in our How We Do Business Report and the most important commitments are

independently assured by Ernst & Young

— Jonathon Porritt, Founder Director of Forum for the Future has been retained as an independent advisor to M&S on Plan A

RIGHT THING

This report is printed on Revive uncoated, a 100% recycled paper made from post-consumer collected waste.

Revive uncoated is manufactured to the certified environmental management system ISO 14001.

©
a"
FSC
Recycled

Supporting responsible
use of forest resources

Cert no. SGS-C0OC-003156

www.fsc.
© 1996 Forest Stewardship Council
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