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To look properly at M&S Foods strategy, we need to know what we are talking about. Customer Relationship Management (CRM) is just another way of saying a business tries to build and keep a good long term relationship whit its customers (Payne & Frow,2017). They want customers to stay with them and be satisfied.   M&S does this using two main tools:                                                                       Digital Media: they own tech, like Sparks App, emails, and their website. These tools are used to collect data, send personal offers, and make shopping easy and quick.                                                                                                                                    Social media: This means apps like Tik Tok and Instagram. M&S uses these to share fun recipes and real, honest stories (Morgan & Smith,2022).M&Ss success deepens on using all these digital tools together to manage the customer relationship from when they first see a product until they buy it again.                 Marks & Spencer food (M&S) has a strong Customer Relationship Management (CRM) strategy based on quality, convenience, and ethical sourcing. The company is positioned in the premium convenience market, supported by its exclusive own brand products and efficient stores. The core of it is customer management is the sparks loyalty programme, which is a data exchange system used to give customers personalised value. This system successfully addresses the 4Cs of customer needs (Customers Solution, Customer Cost, Convenience, and Communication). M&S Foods sustainability promises also build customers trust, turning simple transactions into lasting partnership. The report recommends M&S should improve by adding personalised recipe guides and creating a reward system to increase long- term customers spending. This report evaluates the CRM strategy of Marks & Spencer Food. This analysis will show the company background and assess how it manages long term customers relationships using data, market segmentation, and its unique product and marketing approach. The report covers the company history the use of customer data, a detailed review of the strategy using 4Ps and 4Cs, and practical suggestions for improvement.
[bookmark: _Int_qkQNwkH0]M&S Food is a key part of the British retailer Marks & Spencer Group. It stands out by selling entirely own- brand products, focusing strongly on quality, were products come from, and latest ideas. The company approach changed British shopping habits .M&S was a leader in self-service food retailing in 1948 and introduced chilled, ready-made meals in the 1970, making it a market leader in high quality store (Johnson,2023). Later, the grow expansion of the smaller Food store allowed M&S to reach busy cities in local areas .M&S Food choosing not to compete directly on price with supermarkets. Them strategy is based on offering excellent quality for the price. (Retail Gazette,2024) They are currently showing rapid growth in the last budget year (2024/25), the food division had 8.7% increase in sales and good profitability (M&S Corporate 2025). While their total UK market share is small (about 3.9%) this share is concentrated on the people who buy valuable and premium items. M&S uses specific product lines (like Plan based products and ethical sourcing like selects farms) to meet customers' needs for innovative and ethical food. The way M&S engages with the customers is built on tree non-negotiable core values. Quality and innovation: M&S insists on the highest standards for ingredients and sourcing. This focus on best quality is the key factor separates M&S from other competitors and stand out for their premium products. Trusted Value: This is a tactical approach to pricing. M&S lowers the price of essential, everyday items (like milk or bread) to give customers the impression that they are receiving good value overall (Retail Gazette,2025). This tactic allows the company to maintain premium pricing on unique and specialist products, optimizing both value perception and profitability. Sustainability the company is committed to achieving net zero business status by 2040 (M&S Corporate,2025) This commitment, knows as Plan A is a key factor of customer loyalty, as is aligns the brand whit consumers who prioritize ethical and environmentally responsible business practices (Kotler & Keller,2020).  Long term customers relationships rely heavily on collecting and analysing data (Payne & Frow,2017). M&S uses the Sparks loyalty programme as main tool for this. The Sparks card tracks what customers buy, when, and how often. The M&S app and website track how customers browse and engage. And lastly the option to donate to a preferred charity through Sparks gives better view into customers personal values. M&S uses a specialized system to route and analyse purchasing data, which allows them to be in control. Predicting customer behaviour instead of just looking at what happened yesterday, the analysis tries to guess what customer will do tomorrow (Morgan & Smith,2022). This is helping to predict which customers are likely to stop visiting M&S (also knowns as a churn risk). Once the risk is identified M&S take quick and specific action for example, they send a valuable and personalized voucher like a dine in offer to customers who look like they are about to leave( MBS Group,2020).This action is designed to bring them back before they are lost to competitor. The system ensures that M&S does not waste money on offers send to all customers. Instead, they use their recourses to focus only on the most valuable customers or those who need immediate reason to return. 
By focusing on their app and discounts, the reset of Sparks in 2020 delivered a 15.7 increase in customer satisfaction (YouGov,2020) M&S uses past data to make smart proactive decisions about future .M&S measures the success of its data strategies by prioritizing long term customer relationships. Customer Lifetime Value (CLV) the total earnings expected from shopper over their entire relationship. Customer happiness ensuring customized promotions genuinely improve satisfaction and are not viewed as bothersome. M&S food knows to who they want to sell to they are reaching the right customers (STP). The strategi targets people who have enough money and who wants to save time convenience seeking customers. Two key groups they are focused on are:  Quality and convenience seeker (people who wants the best but in little possible time-tested are ethical consumer (people who care where their food comes from). M&S are the home of high quality, innovative, and ethical sourced food that offers trusted value. They are giving to their customers good, new, and responsible food that is worth the price. The 4P are the tools M&S uses to make sure food stands out. They sell exclusive products that are their own brand, focusing on high quality and being convenient to use. Even though the Sparks card works well and keeps customers happy (YoyGov,2020).
 M&S needs to carful for a few potential problems. First, the system relies on checking what people bought in the past to guess the future. But the economy gets bad, people with less money will stop buying the premium, expensive items and swich to cheaper supermarkets. All that past data they collect will not help them guess what the customers will do when they are short of money (Retail Gazette,2025). Second, collecting so much detail about what customers buy what charities they like (Morgan & Smith,2022) can be risky. If customer feel like M&S is being too nosey, they might start to worry about data privacy. Spack's card is supposed to build trust, but if the dada collection feels unsafe, it could make customers stop trusting the brand and ruin that long term relationship. But same time give good price on everyday items to make sure shoppers fell they are getting good deal. Their food stores are in busy spots, so they are easy for everyone and especially busy people to get to. They also send personalized offers to individual customers which make stronger connection with customers ang highlight the good value they offer. They also use 4C strategy is all about customer's needs. Customer solutions they don't just sell sandwich; they offer a complete solution of the problem of not having time to cook. A great example is the dine in meal deal. Customer cost, they remove the stress of buying food, not just the price tag. The ‘Trusted value campai  helps to remove the worry that M&S is too expensive. Lastly Communication, they use Sparks card to make sure they have a personal and relevant two-way chat with the customer, instead just give only vouches and discounts. Two big things that make M&S different are the values and use of digital tools. They are following ‘Plan A’ and ‘Selected Farms’ standards to make Shure their food is soured responsibly and ethically. The commitment is important to their customers and build trust. The Sparks card also lets customers choose a charity for M&S to donate to, letting customer to be part of the good work.                                                                                      Online tools the M&S mobile app is the main tool for managing the Sparks loyalty offers and keeping track of seals. They also use social media (like Tik Tok) to share stories and recipes, and communicate with customers, which helps them to keep good reputation (Morgan & Smith 2022).
The analysis conforms that M&S food has built a very strong foundation for its Customers Relationship Management (CRM). The biggest factors that help them to achieve that is the performance and the stability in their long-standing strategy. The high-quality products are the most powerful CMR tool they accomplish. It creates a relationship of trust where customers confident in their purchases, which reduces the chance they will shop elsewhere for those premium items. Smart data use the Sparks loyalty programme is highly effective because it moves beyond simple points. It uses transactional data to offer personalized treats and relevant offers, making the customer fell known and valued as an individual, rather than just another shopper. Ethical connection plan A the company commitment to ethical sourcing and sustainability aligns perfectly with the values of the core, customers satisfaction. This creates emotional connection to the brand, making the relationship deeper than just a transaction. House tree factors combined gives strong customer retention and high profitability. 
To strengthen customer relationship and loyalty further M&S food should focus on improving the speed and improve digital interactionism's needs to get better at showing customers that their feedback is heard and action been taken. When a customer uses the Sparks app, social media, or the website to provide feedback, the response needs to be faster and more visible. Implementing a system to provide a personalized, non-automated update to the customers within 48 hours of receiving a complaint or suggestions. This will show accountability and transforms a negative experience into a loyalty building moment. While sparks is a good at personalization based on purchase history, M&S can use data to offer deals that are relevant now in their specific store. For example, a customer who aften buys premium sandwiches should receive a notification about a discount on the line if the local store has stock nearing its date. This benefits the customer whit value, increases immediate seals, and reduce food waste. M&S often being seeing as a too expensive. The CRM strategy needs to communicate why products costs more, focusing on the hidden value. Using digital channels like the Sparks app or email to share short, easy to understand stories about the sourcing of specific products. For example, 30 seconds video explaining the high standards for M&S chickens or their sustainable methods used for their salmon. This will create more ethical bond and helps the customers understanding that the higher price pays for superior quality and responsible production, which will keep the long-term relationship.
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