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[bookmark: _heading=h.7mc5853emi8y]Task 1 – Organisational Overview
[bookmark: _heading=h.7su8tcuwndam]Historical development and evolution of M&S Food
Marks & Spencer is a world-popular retail organisation that operates globally. The firm was started by two founders, Thomas Spencer and Michael Marks. Both started a small stall in 1884 at Leeds, United Kingdom. After 10 years of opening the stall, both founders created M&S by partnering with Tom Spencer in 1894. Between 1900 and 1920, the organisation achieved the title of public company. Further, the organisation focused on implementing quality control in clothing and food sections between 1920 and 1940. This time was known as The Great Depression, as a significant economic downturn was encountered between 1929 and 1939. Over time, the brand performed innovation in clothing and food (Fashiongear, 2024).
[bookmark: _heading=h.9y8tusbjtbnn]Current position of M&S Food
Marks & Spencer is currently operating successfully in the UK market as well as in the global market. Different sections of the business have different percentages of market shares. For instance, the company has 10% of the clothing market share in the country. 3.7% of market share is captured by M&S in the food market. Food market share increased to 4.2% in 2025 (Marks and Spencer, 2025). This indicates that the food department of M&S is in a growth trend. However, the company has recently experienced a significant decline in profits. Profit before tax in 2025 was 511.8 million pounds, and the previous year's profit was 672.5 million pounds (Marks and Spencer, 2025a).
[bookmark: _heading=h.o81f1lp9simc]The organisation’s mission statement and how it reflects its values.
The company’s mission is to bring magic through exceptional value, service, innovation, and quality to all customers. This mission statement outlines that the company is more focused on producing exceptional quality products. Doing this, the company wants to become the most trusted brand in the retail industry. Its business strategy also includes sustainability, where it has given a commitment to achieve net zero by 2040 (Marks and Spencer, 2025b).
[bookmark: _heading=h.fm84czbs3ipy]Task 2 – Data and Customer Relationships
There are several definitions of customer relationship management or CRM, in which the customer and the relationship with them are common among overall definitions. A definition says that managing interactions and their aspects between the brand and its customers is called CRM. This includes service, prospecting, sales, marketing, and so on (Buttle and Maklan, 2019). Managing customer relationships has become vital for companies these days. Data collection and analysis are two pivotal aspects or processes that help companies to foster a sustainable customer marketing relationship. Data analysis, collection, and evaluation enable marketers to understand the needs and pain points of customers. Through this, marketers and brands are able to offer personalised shopping experiences to their customers. Customer data collection adds value to the knowledge and decision-making of the company. Analysing and evaluating information about customers also enables the brand or marketers to identify patterns and trends in the buying behaviour of customers. Assessing customers’ needs and desires also fosters innovation in the products or services. The organisation can develop demanded products or services in a way that customers will love to use (Heger, 2025). However, collecting, evaluating, and analysing information about customers involves security risks and privacy concerns. Data breaches or cybersecurity cases significantly affect the brand image and customer trust (Minkara, 2018). For example, a recent cyberattack case was seen in M&S. The Data of several customers was stolen in this cyberattack. Personal information of customers, like home address, email address, phone numbers, names, and so on, was stolen along with their order history and their date of birth. This has affected so many customers and their privacy. Due to this, the brand had to face criticism of its security system. It cost millions for the brand to tackle this situation (Musafer and McMahon, 2025). However, collecting and using information from customers helped M&S Food a lot to enhance the shopping experience of customers by giving personalised recommendations.
[bookmark: _heading=h.qwffqm46pkad]Task 3 – CRM Strategy Analysis
[bookmark: _heading=h.hrb1f8cqcyuf]Segmentation, targeting and positioning strategies
Segmentation
Segmentation requires marketers to divide target audiences into different small categories based on their specific information. Customers are usually divided into four categories: psychographic, behavioural, geographic, and demographic (Camilleri, 2017). It seems that M&S Food is focused on segmenting its audience through demographic, geographic, and behavioural segmentations. The firm operates globally; however, the main geographic target area is the UK. The brand segments its audience based on demographic information of people, such as income, occupation, gender, age, and so on. Audiences are also segmented based on the personality and lifestyle of customers. It also divides its audience considering their different behaviours such as purchase occasion, usage rate, loyalty, and so on.
Targeting
M&S Food has its specific target market, in which the brand mainly focuses on targeting older people. The brand mainly focuses on appealing to traditional customers, as more than 50% of its customers are over 55 years old. However, the brand is now more focused on attracting young people. The brand offers its food products to everyone regardless of their gender (Global Data, 2024). Large family groups are the main targets who have a good income. 
Positioning
Quality is the key strategy for M&S Food for positioning itself in the market. It positions itself as a high-quality food provider. It offers freshness and excellent quality in its food products, which helps the brand to exceed customer expectations. Innovation is also a part of the brand’s positioning strategy. The company actively emphasises innovating new food products. Sustainability has been incorporated into the brand’s business strategy. This positioning strategy is bringing competitive advantages in the UK market through which the firm is able to compete with its competitors (Marks and Spencer, 2025c).
[bookmark: _heading=h.cemeh1vvoj5g]How ‘M&S Food’ achieves market differentiation using the ‘Marketing Mix’
Product
Food is the core product of M&S Food, under which the firm sells a variety of food products. The food types offered by M&S Food include ready-made meals, desserts, meat, deli items, uncooked food, and frozen food. The brand maintains simple packaging with consistent colours for different categories of food. Meat is one of the most popular food items in the brand as it offers juicy meat and burgers. It offers a variety of meat products, including different sausages, beef burgers, sliced ham, and so on. Heat-to-eat food products are also offered by the brand (Marks and Spencer, 2025d).
Price
Marks and Spencer is known as a premium brand as it offers high-quality, valuable products which are considered expensive compared to its competitors. As discussed, M&S Food emphasises creating value through its high-quality and fresh food products. However, the brand also provides everyday low prices on regular products like vegetables, eggs, fruits, and so on. The brand also implements discount and off strategies to influence customers (Marks and Spencer, 2025e).
Place
M&S Food has two different places to sell its products, such as offline stores and e-commerce stores. In the offline place strategy, the brand maintains more than 1000 offline stores in the UK, out of which 400 are global stores. These offline stores are located everywhere in the UK (Statista, 2025). The company also sells its products through its official e-commerce website. Products are well organised into categories in this digital store (Marks and Spencer, 2025d).
Promotion
Promotion is one of the core activities of marketing, and it focuses on spreading awareness as well as attracting customers (Gary Armstrong, 2020). M&S Food promotes its products through various channels such as email, social media, SEO, and so on. The brand has used platforms like Instagram, TikTok, YouTube, Facebook, and so on to increase its reach (Jefferson, 2021).
[bookmark: _heading=h.i67l6eypnpnd]How effectively does M&S Food meet the 4Cs of Customer Needs?
Customer wants and needs
M&S Food has crucial approaches and strategies to meet its customers' needs and wants. The firm meets its customer needs by offering fresh food products, as fresh food is one of the key needs of customers. Further, the brand meets its customers' wants by giving exceptional quality in its food products. Ethical sourcing also enables the firm to exceed the expectations of customers. Sustainability in sourcing helps the brand to attract eco-friendly people (Marks and Spencer, 2025c).
Cost
The 2nd C of customer needs is focused on considering the non-monetary cost of customers given for buying products or services (Lin et al. 2020). The company meets the cost needs of customers by offering home delivery options. Customers get their products delivered to their home address when they order through the e-commerce store. The brand also has its collection points where customers have to collect their ordered items manually (Marks and Spencer, 2025f).
Convenience
M&S Food takes care of its customers by making shopping more convenient. The brand opened and operates through 1000 stores in the UK, and this makes the products of M&S Food accessible everywhere in the country. Stores of the firm are located in vital and crowded areas like train stations, market areas, and so on. The company consistently makes investments to enhance the shopping experience of customers (Kular, 2024).
Communication
The communication needs of customers focus on making the communication two-way so that customers can also communicate with brands. The company communicates with its customers by using multiple channels such as email, TVs, social media, loyalty programs, and so on. Social media provides an effective two-way communication channel. The brand communicates through platforms like TikTok, Instagram, Facebook, YouTube, and so on. Customers communicate through posts, shares, mentions, and so on (Jefferson, 2021).
[bookmark: _heading=h.4ucd25w233ql]Ethics and sustainability in M&S Food
M&S Food brand and its parent company, Marks and Spencer, have different sustainable and ethical policies and practices. For instance, the brand is committed to touch the zero-emission phase by 2040. Environmental strategies have been taken by the brand. The firm has invested money in energy efficiency through which refrigerators are improved. It is also installing LED lights. The brand is also making changes in packaging of products to reduce waste. Raw materials are now being sourced from sustainable sources to reduce the carbon footprint. Sourcing materials from sustainable sources is linked to customers’ expectations, as people are more likely to seek eco-good brands. The company has also improved its ethical policies and standards for collaborating with other brands or partners (Soteri, 2025).
[bookmark: _heading=h.qzjejq2p289c]Task 4 – Conclusions and Recommendations
[bookmark: _heading=h.qxkfvgf7g5te]Conclusion
The report has demonstrated the historical growth of M&S Food company. It is a brand of Marks and Spencer. This brand only focuses on food products, and it sells a broad range of foods. The firm’s market share has grown recently; however, profits fell in 2025. Customer relationship management has been defined by highlighting the CRM practices adopted by M&S Food. The brand’s CRM techniques such as the 4Ps of marketing mix and the 4Cs of customer needs, have contributed positively to performance and customer relationships of the business. The report has found that M&S Food is over filling customer expectations by offering exceptional food quality. The brand has made a large investment in enhancing the customer shopping experience and convenience. 
[bookmark: _heading=h.qx2457hhzl2y]Recommendations
The brand needs to make betterment in a few sections to improve customer loyalty and relationships. Targeting and pricing are two areas which can be improved. The younger generation is consuming Ultra-Processed Foods, as adolescents get 65.9% of energy from UPF (Chavez-Ugalde et al. 2024). Therefore, it is recommended that M&S Food specifically target adolescents for its ultra-processed food items. The brand can target specific groups for specific product categories. This can help the brand attract more customers and increase its customer base. The pricing strategy of the brand also needs to be improved. Value-based pricing is leading the brand towards selling its products at high prices. It is being recommended to M&S Food to implement a dynamic pricing strategy. Strategy can help the firm to set its product prices at the optimal levels based on customers’ willingness to pay. Pricing strategy can make the brand's products more attractive and affordable for customers. It can also help the firm to compete with its competitors by adjusting its pricing accordingly (Gov UK, 2024).
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