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Task 1 – Organisational Overview

In their article Mahtani (2025) writes that Marks & Spencer was Founded in 1884. It is often abbreviated to (M&s) and is a well-known British retailer with the headquarters located in London England. M&S has around 1,500 outlets in 62 countries. This recent data is accurate as the author published this in 2025.  They specialise in clothing, home goods, but the focus of this assessment will be the upscale food items, which is known for its dedication to producing high-quality British goods. Throughout its history, M&S has placed a strong emphasis on client interaction through creative methods such providing a wide selection of reasonably priced goods and fostering a friendly shopping experience. Over the years, the company has experienced major changes, especially in reaction to shifting consumer tastes and competitive challenges. This has resulted in restructuring initiatives and a renewed focus on its food sector (Mahtani, 2025). 

M&S has changed a lot since it began, as it is now recognised as a major premium food retailer in the UK especially for its high-quality, own-brand products. A big part of its development has been the sustainability plan. This is called Plan A it was introduced in 2007. It is about making the company more environmentally friendly and socially responsible. This includes reducing waste, improving sourcing standards, and becoming a net-zero business by 2040 (Marks & Spencer Group plc, 2024; Marketscreener, 2024). M&S Food also plays a very important role in the company’s finances. Food makes up a significant portion of M&S's £13.82 billion in revenue for the 2025 fiscal year. There has been 6% rise over the previous year (Stone, 2025). Furthermore, M&S is currently matching with Waitrose with 4.5% of the UK food market, including money from its relationship with Ocado (Hilll, 2025; The Grocer, 2025). This shows that even though there is fierce competition in the market consumers still value M&S food.

"To bring the magic of M&S through exceptional quality, value, service, and innovation to every customer, whenever, wherever, and however they want to shop with us" is M&S's stated mission (CliffsNotes, 2024). Its core values include the following: Quality, Value, Service, Innovation, and Trust. They strongly support their objective. The company's development of food goods and customer service are guided by these beliefs. For example, M&S keeps funding its 'Remarkable Value' food line, which aims to provide cheaper costs without sacrificing high standards for which the company is really known for (Porter’s Five Forces, 2025). Also, the business focuses a lot on sustainability as mentioned before, which is becoming important to many consumers who need food that is supplied ethically.

However, M&S Food also faces challenges. The UK grocery sector is really competitive. There can be strong pressure seen from large supermarkets like Tesco or Sainsbury’s, as well as discount retailers like Aldi and Lidl. This can make it harder for M&S to balance its high-quality image with the need to offer good value. The company is also investing heavily in its supply chain, stores, and online shopping channels, which is necessary but can reduce profit in the short term (Hill, 2024). M&S has to continue modernisng while keeping the “magic” that customers expect from its food ranges.



Task 2 – Data and Customer Relationships

Things like data collection, the analysis and evaluation are so important to developing long lasting customer marketing partnerships because it helps to understand what demands are currently most popular and what preferences customers have. Accurate data is vital for effective customer relationship marketing (CRM), which allow businesses to customise what they offer, enhance services, and foster loyalty. Payne and Frow (2013) highlight that CRM functions best when businesses gather information at all customer touchpoints and use it to generate value for the client and the company. The primary sources of customer data for M&S Food are its Sparks loyalty program, internet shopping habits (including Ocado orders), and in-store buying habits. M&S is able to comprehend what consumers purchase, how frequently they shop, and which products they prefer thanks to this information. For example, the Sparks data helps M&S identify customer groups. Like families, “foodie” people or shoppers concerned about budgets. This can help the organisation create more personalised offers and targeted promotions. Using this type of data analysis is important for building sustainable customer relationships because customers are more likely to stay loyal when they feel that promotional emails or product recommendations are personally relevant to them (Buttle and Maklan, 2019). 

Data analysis also helps M&S check whether its marketing is working. For example, M&S looks at sales data to see how customers react to new food products, such as new ready meals, seasonal ranges like Christmas food, or the “Remarksable Value” range, which offers good quality at lower prices. If M&S runs a promotion on items like fresh fruit, bakery products, or “Dine In for Two” meal deals, it can check the sales numbers to see if more customers bought these items after the promotion. If sales increase, M&S knows the campaign was successful. This helps the company decide which promotions to repeat and which ones to stop using. This one offers good quality at lower prices. If sales go up after M&S runs a promotion, the company can see that the campaign was successful. This information then helps M&S decide what to do in the future. Evaluation is important because it means the company can spend money on ideas that work and stop using ideas that do not. Kumar and Reinartz (2016) say that looking at customer lifetime value (CLV) is especially useful, because it helps a business see whether its marketing is creating long-term loyal customers and not just short-term purchases. Another key benefit of customer data is that it helps M&S improve customer experience. For example, by analysing customer feedback and complaints, M&S can find out issues like around product quality or problems with availability in stores. This makes the company able to start improvements, which strengthens trust and supports long-term relationships (Mintel, 2023). 










Task 3 – CRM Strategy Analysis

M&S Food uses many relationship marketing ideas to help keep customers loyal. One important idea is segmentation, targeting and positioning (STP). This STP means a company splits customers into different groups then choose which groups it wants to focus on by targeting them. Afer that it decides how it wants customers to see the brand (positioning) (Kotler and Keller, 2016). M&S Food splits customers by things like income, lifestyle, and shopping habits. For example, some customers like luxury food, some want low prices, and some might just want healthy food. M&S targets people who want good-quality food, special treats and want a brand they can trust. They also targets families by offering cheaper products like the “Remarksable Value” range, so customers know M&S can be affordable too. M&S sells itself as a premium brand but still good value. It wants customers to see it as a place with high-quality food, fresh ingredients and new and exciting products. This helps M&S build strong relationships because customers trust the brand and feel confident buying from it again.

Allen (2023) talks about the marketing mix, which is something M&S use to attract their market. This marketing mix theory says businesses can stand out through 7 different steps. This includes: product, price, place, promotion, people, process, and physical evidence (Booms and Bitner, 1981). M&S do this product differentiation by offering unique food items like “Dine In for Two” meals, special bakery products or M&S desserts, but also stuff like seasonal ranges such as Christmas and Easter foods. These products are not sold in other supermarkets, so customers come back for them because they know they can only get it from there. For price, M&S uses a mix of premium prices and cheaper options through “Remarksable Value.” For place, M&S chooses easy-to-reach store locations and sell online through the Ocado. For promotion, M&S sends Sparks loyalty offers, does TV adverts, and uses social media to show new food products (Allen, 2023). For people, staff are trained to give friendly service, which is important for customer loyalty. Processes in stores, such as fast checkout and clear product displays, also make shopping easier. Physical evidence, such as clean stores and attractive packaging, supports the premium image. By making sure they think about all these marketing mix areas it helps M&S build relationships by giving customers a consistent and enjoyable experience (Booms and Bitner, 1981). 


M&S Food also try meet the 4Cs of customer needs: customer solution, customer cost, convenience, and communication (Lauterborn, 1990). Author Lauterborn (1990) writing around these customer needs helps to understand M&S goals. So for example for a customer solution M&S sells food for many needs. This include quick meals for busy people, healthy options luxury treats, and just affordable everyday food. For customer cost they tries to give good value by lowering prices on some products and giving Sparks discounts. For convenience, M&S has many stores, clear labels on products, and online shopping with Ocado. For communication, M&S tells customers about new products and offers through emails, the Sparks app, social media, and signs in stores. These actions help M&S show it understands what customers want and wants to make shopping easier for them.

Finally on the topic of ethical and sustainability practice – this is so important for M&S Food. Many customers now really want their brands to be responsible. M&S uses the Plan A programme to show it cares about the planet and the workers and animals. Plan A is about trying to reduce plastic, cut food waste, improve animal welfare, and support fair trade. For example M&S has removed plastic from fruit and vegetable packaging and uses responsibly sourced fish and meat. Customers reported they really like this action because it matches what they care about and because of that it helps them trust M&S and stay even more loyal (Mintel, 2023).









































Task 4 – Conclusions and Recommendations 

In conclusion it is clear M&S food uses lots of ways to keep customers loyal and build strong relationships. They use things like segmentation targeting and positioning (STP) to understand their customers. This means they divide customers into groups and choose which groups to focus on. They can decide how they want customers to see the brand (Kotler and Keller, 2016). M&S targets people who want good-quality food, special treats, and a trusted brand. They also target families with cheaper products like the “Remarksable Value” range. This helps customers trust M&S and feel confident shopping there.

M&S also uses the marketing mix to make their brand different. This is really effective because they sell unique products like “Dine In for Two” meals, desserts, and seasonal food. They use prices that show good value with some cheaper options. They have many stores and sell online through Ocado. This is eficent because it makes shopping so much easy. M&S uses emails and the Sparks app messages, as well as social media to tell customers about products and offers. They do training for staff to give friendly service and make shopping simple. The stores are always clean and packaging looks good attractive (Allen, 2023). All these things help customers have a good experience and want to come back. M&S also focuses on the 4Cs of customer needs: solution, cost, convenience, and communication (Lauterborn, 1990). They offer food for lots of needs, the quick meals, healthy options, luxury treats, and affordable basics. They give good value with discounts and Sparks offers. Ethical and sustainability practices are also priotised in the marketing with Plan A programme telling customers they really care for the planet and the workers too (Stone, 2025). They reduce plastic, cut food waste, use responsibly sourced fish and meat, and support fair trade. Customers like this because it matches what they care about. It helps them trust M&S and feel loyal to the brand (Mintel, 2023).

However, M&S can improve in some areas. Maybe they could do more personalised marketing for online shoppers and Sparks members. They could add more sustainable products faster  because this has worked in the past as many customers care about the environment. They could also make sure products are always available in all stores not limited locations (Mintel, 2023). By continuing what works and making these improvements, M&S can keep strong customer relationships, build loyalty, and stay successful in a competitive food market.
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