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Executive Summary
Marks and Spencer (M&S) is a major multinational retail supermarket chain company of United Kingdom (UK). There are different types of products and services that are sold by M&S such as food products, home products, clothing, and textiles etc. M&S was found by Thomas Spencer and Michael Marks in 1884. It was also an important purpose of report to evaluate segmentation practices of M&S and finding how M&S use TQM (Total Quality Management) and Six Sigma models to achieve higher quality in business.
Furthermore, this report will provide the recommendations to M&S for improving customer relations management (CRM). It was observed after completion of report that one of the recommendations for M&S is to include live chat feature on e-commerce website, this would help the company to improve CRM as well as online search experience for other customers. It is also an appropriate recommendation for M&S to focus on providing customer relationship management training to the staff for purpose of ensuring fair relations of company with their customers. It is also advice for company to adopt industry best practices related to CRM in the field of online retail industry for purpose of enhancing customer satisfaction and loyalty in business. There should be focus on faster query resolution of the customers or online visitors of company website. Customers should be invited to provide feedback on every order for purpose of highlighting positive and negative experience with shopping, company and of its products. Similar to this, employees should be encouraged to give suggestions for improvement in CRM practices of organisation.
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[bookmark: _Toc67301306][bookmark: _Toc67599172]Introduction
This report was compiled by Sarwat Zareen Asfi, requested by The University of Wales Trinity St David, for the module ‘Understanding and Engaging in the Customer Experience (BMSW5103), submitted on the 26th of March 2021.
The purpose of this report is to analyses and present the knowledge and understanding of the key concepts of the models related to the field of customer relationship management (CRM) and quality management of Marks and Spencer (M&S). This report will facilitate knowledge about the products and services, key stakeholders and demonstrate knowledge of the concept of segmentation in context of M&S. Furthermore, the report will also provide knowledge about ethics and sustainability approaches utilised by Marks & Spencer comparing them with similar practices of its competitor. Additionally, the report will present knowledge about quality management practices adopted by M&S.
 The final section of this report will focus on providing recommendations to the company to improve its customer relations and CRM. Research will be conducted from academic and reliable online resources including University Library, articles, Journals and books.
[bookmark: _Toc67301307]

[bookmark: _Toc67599173]Main Finding
Marks and Spencer (M&S) is a major multinational retail supermarket chain company from the UK. Headquarter of M&S is situated in London, UK. Many different types of products and services are sold by M&S for example food products, home products, clothing and textiles. The majority of products sold by M&S are labeled with their own brand. The shares of Marks and Spencer are listed on the London Stock Exchange. This company was found by Thomas Spencer and Michael Marks in 1884. At present, M&S is operating its business on a global business platform, with more than 959 retail stores across United Kingdom. There are many retail stores of M&S that are involved in selling only food products (M&S, 2020). This company also provides online food delivery service through Ocado retail. M&S employes more than 78,000 people in different posts or positions across different retail stores at global business platform. They have a variety of competitors for example Tesco Plc, ASDA, John Lewis Plc. 
There are a variety of stakeholders of Marks & Spencer. The most important stakeholders are its customers. Customers are responsible for business growth and success of company. M&S is highly dedicated to ensuring higher customer satisfaction by providing high-quality products and services at its retail stores. In addition to this, the company focuses on selling products and services at competitive pricing strategy (Ishak et al., 2019). The main purpose of the management of M&S is to increase the value that is spent by customer through their retail stores. According to Taylor (2009), employees are also important stakeholders of a company and it is a fact that satisfied employees can generate satisfied customers at the premises of a company. Additionally, customer satisfaction is most important requirement for a business entity to achieve competitive business growth and success. 
Top management of company focuses on designing and implementing appropriate policies related to wages and promotion of their employees. To meet the expectations of shareholders, M&S offers dividends to the shareholders from time to time. Jin et al., 2018, emphasis the suppliers are also important stakeholder for the organisation as the company highlights on maintaining fair relationship with its suppliers through timely payment of the suppliers. However, M&S always do their best to provide higher quality products. Similarly, the banking and financing entities are also important stakeholders for M&S. The company avails bank loan from time to time for meeting the funding need in business (Fiore et al., 2020). The need and expectations of banking and financial institutions are fulfilled by M&S through timely repayment of principal and interest amount. This kind of approach helps the company to keep its financial creditworthiness in the eyes of banks and financial institutions sound.
[bookmark: _Toc67301308][bookmark: _Toc67599174]Customer Relationships Management (CRM):
CRM stands for customer relationship management, is the junction of technologies, strategies, and practices that organisations utilise to analyse and manage interactions with customers and data across the lifecycle of customers. The objective is to improve service relationships with customer and aid in the retention of customer and initiate an increase in sales. Customer relationship management system acquest customer data throughout various channels or touchpoints, amongst the organisation and the customer that can encompass the website of organisation, social networks, marketing materials, direct mail, live chat and traditionally telephone (Jackson et al., 2019). CRM system can help to keep update with customer personal information, history of purchasing, preferences of buying habits. According to Ninan et al. (2020) CRM can also be defined as combination of different types of business strategies, processes and software that is considered by management of a company for creation of long-lasting relationship between company and its customers. In other words, CRM can be explained as all the strategies, tools and techniques that are utilized for purpose of developing, retaining, and acquiring customers (Guha et al., 2018). The use of software and computer technologies as part of CRM strategies is helpful to ensure that interaction with customers at every step is done smoothly and efficiently. CRM is also beneficial to the organisations to optimize relationship of company with its customers (Dalla Pozza et al., 2018). 
There are also different limitations of the CRM that are experienced by different organisations. One of the limitations of CRM is that the customer shopping experience may dis-improve due to the issue of over dependence of staff of company on CRM. Additionally, the security and data protection is also an important issue for example, there is greater risk of cyber-attacks over data related to customer identity and purchasing transactions with the CRM (Cruz-Jesus et al., 2019). Furthermore, the cost of implementation of CRM is also very high for the companies, which may affect profitability performance of the company in negative manner in short run. According to Ahani (2017), it is a true fact that implementation of CRM is quite beneficial in building loyalty and trust of the customers with the products and services of company. 
[bookmark: _Toc67599175]CRM at Marks and Spenser (M & S) 
6th Feb 2018, Marks and Spencer announced the appointment of the data science organisation Starcount to improve its CRM system (MARKS & SPENCER ANNOUNCES NEW CUSTOMER INSIGHT PARTNERSHIP, 2018). The partnership seeks to improve its comprehension of customer through personalising loyalty, encompassing the sparks card, that has more than 6 million members, it is the primary instrument for the insight of consumer participation and pivotal to assisting Marks and Spencer emergence as a digital-first retailer. Clive Humby and Edwina Dunn of Starcount used its innovative and pioneering approach and technology to sketch out passions of the customer to forecast buying behaviors in its future (Starcount, 2018).
The appointment of Starcount follows a restructure of the marketing team. Customer engagement and marketing have an important role in the transformation of Marks and Spencer, making sure it is quicker, additional profitable, and intensely concentrated on Marks and Spencer’s customers. Marketing Director Rob Weston who managed the brand and customer as part of the restructuring, said "I am really looking forward to working with Starcount in my new role. Sparks plays a huge part in helping with our transformation and having the best partners will enable us to focus on achieving a seamless experience for our customers" (Dani, 2019). CEO of Starcount, Edwina Dunn said that “We are delighted to be working with M&S and partnering with them on predicting their customers’ wants and needs. 
Marks and Spencer operated around four hundred in more than thirty countries, few of that are retained properties, and the rest operate on a franchise model. These also incorporate around twenty various languages, and the idea to invest in a fresh "voice of the customer" (VOC), approach and application software was determined through want to fetch insights of the customer within the business quicker and more broadly. Factually, M&S had been utilising a program of a mystery shopper, transporting one mystery purchaser to go to a store each month to determine the level of service given at the store. According to Rahman (2017), Heatherington said that whilst working on its determination, it just provided HQ of Marks and Spencer an overview of what was happening and had a lot of area handle. The survey by Wilshaw, Fowler and Wallace (2021), had evolved since in a structured' mixture of prompts which were open-ended and various multiple-choice and feedback. The tool of active listening additionally motivates consumers for extra detail in real-time, with comments administered by the analytical engine of Marks and Spencer (Anon, n.d.). 
[bookmark: _Toc67599176]Segmentation:
Market segmentation is the practice of dividing the target market into approachable groups. Market segmentation creates subsets of a market based on demographics, needs, priorities, common interests, and other psychographic or behavioural criteria used to better understand the target audience. Due to segmentation of the markets, the companies are able to market their products and services in target markets in better manner. There are various types of segmentation such as demographic segmentation, geographic segmentation, psychological segmentation, and behavioral segmentation (Bian et al., 2019). The demographic segmentation is done on basis of different types of factors like religion, level of education, income level, ethnicity, gender, age etc. Geographic segmentation is done on basis of geographic regions. Psychological segmentation, basis of various factors like lifestyles, beliefs, values, hobbies, personal traits etc (Piasna and Myant, 2017). The behavioral segmentation is done by company on basis of behavioral factors like previous product ratings, loyalty to brand, browsing habits, purchasing, and spending habits.
[bookmark: _Toc67599177]Market Segmentation by M&S and Competitors:
Marks and Spencer utilizes demographic segmentation, the market is divided based on factors like occupation, social class, income level and age target customer (Hunt and Chalmers, 2017). M&S targets the 30+ age group. Similarly, it targets high-income segments of the market (M&S, 2020). Segmentation of market based on value is also used to identify high quality and premium price segment of market appropriate for its different products and services. Camilleri (2018) identify that M&S has different types of products and services that are suitable for the needs and expectations of different market segments. The company sells both premia priced, high quality of products and competitive quality and priced products. The products are targeted by company according to nature and characteristics of the target market segment.
CRS Pyramid model has been adopted by M&S for purpose of planning and implementing different types of CRM practices (Masoud, 2017). Following philanthropic, M&S donates unsold clothing, food and equipment to charity partners and local communities (M&S, 2020). Using ethical parameter, M&S works closely with suppliers to source materials responsibly and to maintain quality of products. And by using legal element, M&S strictly comply with laws and regulations of different countries to run business in smooth manner (Liu et al., 2019). Under economic element, M&S is also consistently dedicated to achieving higher profitability in business through generating higher sales and adoption of cost control measures at workplace.
Tesco Plc is an important competitor of M&S. Tesco Plc performs market segmentation on basis of different types of criteria such as behavioral segmentation, psychographic segmentation, demographic segmentation, and geographic segmentation. Under geographic segmentation, the markets are divided on basis of geographic regions (like Asian market, African market, UK market etc) and density of population (like rural and urban markets). Under demographic segmentation, the markets are divided on basis of key factors like family size, social status, education, occupation, income level etc (Dolnicar et al., 2018). Under psychographic segmentation, the markets are segmented on basis of lifestyle and personality. Under behavioral segmentation, the markets are segmented on basis of attitude, user status, benefits sought, occasions etc. ASDA also performs market segmentation on basis of demographic factors like income level of the target customers, location, age group of customers.
[bookmark: _Toc67599178]Role of Segmentation to Add Value to CRM and Profitability:
The segmentation is highly effective to add value to CRM in the organisation. Due to segmentation of the markets, the companies are able to better target the potential customers through appropriate product and marketing practices (Sandhu, 2019). Due to market segmentation, the CRM strategy can provide better and personalized product offerings for specific markets. The market segmentation is quite beneficial to the company for purpose of maximizing profitability in business, as the company is able to generate sales for products in faster manner (Sato et al., 2018). It is so because the segmentation of markets and targeting right market segments with right products will help to generate sales of products in faster manner.
[bookmark: _Toc67599179]Touch Points of Marks & Spencer:
In general, the touch points can be defined as the point of contact between a business entity and the customer. Example of basis touch points includes company websites, call centers of the company, social media etc. Similar to this, the third-party review sites, advertisements are also considered as customer touch points. In context of M&S, there are various types of touch points of the customers. One of the most important touch points is official website or e-commerce website of the company (McColl-Kennedy et al., 2019). Customers are able to view different types of products and offerings of company by visiting their website. Customers are able to contact company representatives by use of the “help & contact us” feature available over e-commerce website of M&S. with the use of this website, the customers are also able to track status of their orders (Siqueira et al., 2020). In addition to this, there is availability of customer contact number over website of the company according to category of products.
Comparatively to this, the Tesco Plc also has similar types of customer touch points. For example, the Tesco Plc has its official website. However, the difference between website of M&S and Tesco Plc is that all the products and services that are sold by M&S are demonstrated over e-commerce website of M&S. In contrast to this, all the products and services are not visible over website of website of Tesco (Tesco Plc, 2020). It is so because majority of sales of Tesco Plc is generated by physical retail stores of the company. M&S uses its e-commerce website for generating sales for different products. The feature of store locator is available on website of both Tesco and M&S. Similar to this ASDA also has similar touch points for the customers. The similarity between website of M&S and ASDA is that website of both companies can be used for making online orders for different products for intended products (Ieva and Ziliani, 2018). Store locator feature is also present on website of ASDA. The contact us and help centre features also available over website of ASDA. These all three companies invest in online and offline advertising practices, which is also important touch point for the customers.
[bookmark: _Toc67301309][bookmark: _Toc67599180]Ethics and Sustainability:
There are different types of ethical and sustainability approaches that are followed by Marks & Spencer. M&S has achieved highest score of ratings in terms of ‘’Ethical Consumer Best Rating’’ in different types of environmental policy areas like wood sourcing, palm oil sourcing and environmental reporting (De Keyser et al., 2020). 
M&S has adopted an effective approach to sustainable fashion in business. M&S believes that quality is the heart of business. The company manufactures its clothing products by use of materials that are sources with care (Ninan et al., 2019). One of the key attributes of clothing products of M&S is that they do not create any damage or cost to the environment. Company produces high quality clothing products. The management of M&S ensures nothing goes to the landfill and they helps its customers in recycling of their old clothes through Swapping (M&S, 2020). The company also provides proper support to the employees that are engaged in making the clothes in the form of good working conditions, 100% cotton is utilized by M&S for their own brand clothing products.
Main focus of the management of M&S is on ethical or responsible sourcing of different types of products from key suppliers in business. The social inequality and environmental risks have made this world more complicated and unpredictable. Lehtinen et al, (2019) referred that, the knowledge of customers has increased about personal impacts over world and environment. In this situation, it has become important for business entity to build trust among customers through ethical and sustainability business practices (Naidoo and Gasparatos, 2018). 
Every year, M&S sells approximately 3 billion products that are produced by over 2000 suppliers. The entire supply chain of M&S is composed of around 2 million people. M&S is highly committed to improve lives and support local communities of the people that work for and with it. The company focuses on responsible sourcing of different products and materials from suppliers (M&S, 2020; Ehgartner, 2018). M&S is working very closely with the suppliers for ensuring that they respect human rights, implement decent working conditions and enhance sustainability across the supply base.
It is a true fact that M&S source the commodities and products from more than 70 countries of the world. In this aspect, supply chain of M&S is complex. The company has introduced ethical trading program during 1990s that includes ethical audits of the supply chain. The company has worked very hard to ensure that all the workers in supply chain of company enjoy decent working conditions (Agyabeng-Mensah et al., 2020). In addition to this, the M&S has been committed to perform responsibility in proper manner for ensuring that worker rights are at forefront of the decision making. The company ensures to promote decent working conditions and respecting worker rights and enhancing sustainability across its supply base during sourcing of different products or materials regardless of whether these products will be sold or used in business (M&S, 2020). The top management of M&S has developed and implemented effective code of ethics and behaviors as well as the human rights policy that reinforce its responsibility and commitment to respect internationally recognized human rights and principles. These codes of ethics of company comply with UN Guiding Principles on Business and Human Rights.
The top management of M&S is committed to plan and implement sustainability practices in business for creation of eco-friendly brand image in industry. Marks & Spencer has developed and implemented plan A for achieving the sustainability in business. The company has removed over 2000 tons of plastic packaging by use of alternative products like foil and card (M&S, 2020). In addition to this, the company focuses on learning from trials through practices like removal of plastic packaging from vegetables and fruits at its Tolworth store to understand whether it can reduce packaging without increasing the food waste. M&S is no longer using black plastic packaging for its food production lines (Ruiz-Real et al., 2019). It is so because black plastic packaging is very hard to recycle. The company has also focused to reduce single use plastic bags and promoted multiuse bags being made from 100% recycled plastic from the waste. Similar to this, M&S is involved in practices to ensure that none of its food waste goes into the bin. The all types of food waste are sent to power homes and businesses. The company is also working with its suppliers to help them cut their food waste.
However, ASDA emphasises on recycling cardboards, donating clothes and food items, reusing fittings and fixtures, creating energy from waste etc. In addition to this, ASDA focuses on reducing carbon emission from transport operations through purchase and use of double deck chiller trucks, use of low carbon dual fuel and driver training (Rezaee, 2019). The company has also planned targets to reduce water use at its business premises. As part of reducing the use of plastic and packaging materials, the company has focused reducing packaging weight by 27% (ASDA, 2020). ASDA has set target to achieve all packaging being recyclable by 2025. this way ASDA is also dedicated to investing funds in sustainability practices.
[bookmark: _Toc67301310][bookmark: _Toc67599181]Quality Management:
Quality management can be defined as the set of activities and processes that are implemented by organisations for purpose of maintaining quality of products, services and processes in the business (Dahlgaard et al., 2006). M&S works closely with its suppliers to develop high quality and innovative products that are available at M&S only. The company operates rigorous quality management systems that are developed by company with its suppliers (Dabija et al., 2018). 
These quality management systems operate on basis of precautionary principles and supported by on-site audits and product testing. The Total Quality Model (TQM) model is adopted by M&S to high quality operations and final products. TQM can be defined as customer-oriented process that continuously improve the business operations of the company (Oliveira et al., 2019). As part of TQM approach, there is high level of commitment from top management of company in the form of culture of working closely with suppliers to achieve better quality of products.
[bookmark: _Toc67301311]Additionally, M&S focuses on employee empowerment providing training opportunity for employees (M&S, 2020). The company also follows the 6-sigma model. The six-sigma model is also known as DMAIC model. DMAIC stands for define, measure, analyze, improve and control (Ahmed, 2019). Under this approach, the management of M&S use a systematic process for purpose of managing and controlling in the entire organisation.
[bookmark: _Toc67599182]Conclusion
On basis of above analysis, it can be concluded that Marks and Spencer (M&S) is a major multinational retail supermarket chain company of UK. The most important strength of M&S is to have good retail experience and provide memorable shopping experience to their customer. M& S brand trading for over a century, it began its retail journey with Kirkgate Market’s Penny Bazaar and became an international retail company. M&S has over 400 suppliers, wight hundred sites scattered over forty nations around the globe. M&S provide wide verity of the fresh produce, that no other retailer provides this variety of products to their consumer. Another strength is the diversity of renowned designers at their stores. M&S has various brands under one roof it has made M&S robust compared to the past. The Online presence of M&S can also be considered as a strength of the company where the customer finds more useful and easier to use during the COVID-19. M&S brand also recognised as strength for business, it has the reputation of giving quality product to its consumers. 
Furthermore, M&S shows its strength of being a multinational organisation by having its presence in the middle east, Asia and Europe, the company provide the variety of the products because of the diverse nature of the business. M&S have made a very effective relationship with local suppliers, especially farmers to provide fresh products to their consumers.
The current weakness of Marks and Spencer are the declining sales in few stores throughout 2020. The Pandemic of Covid-19 has affected the poor system of supply chain and the non-availability of the products. However, problems can be tracked back to 2017’s Christmas season, M&S could not conform to the need and demand for clothing and food items. However, considering the COVID-19, the image of the company will not be damaged as people understand the impact of the pandemic. There is a perception that M&S’s are mostly tailor and suitable for old age generation, and this poor branding costs M&S a fortune. Another weakness identified by Bernon et al., (2018), some of the manual production areas cost a lot that can be termed as M&S’s weaknesses. However, adopting new technologies M&S may become more competitive in the current market.
Marks and Spencer emphasise on demographic segmentation of the markets. Under demographic segmentation, the market is divided on basis of different factors like occupation, social class, income level and age of the target customers. In contrast to this, the management of M&S also performs segmentation of market on the basis of value. The company identifies high quality and premium price segment of market appropriate for its different products and services. In context of M&S, there are various types of touch points of the customers such as official website, and its help & contact us feature over e-commerce website, customer contact number, advertisements of company. It is also a major finding of the report that TQM and Six Sigma models are used by M&S for achieving higher quality in business.
[bookmark: _Toc67301312][bookmark: _Toc67599183]Recommendations:
The recommendations for M&S is to include live chat feature on e-commerce website. This would help the company to improve customer relations as well as online search experience. It is also an appropriate recommendation for M&S to focus on providing customer relationship management training to the staff for purpose of ensuring fair relations of company with customers. It is also some advice for company to adopt industry best practices related to CRM in the field of online retail industry for purpose of enhancing customer satisfaction and loyalty in business. There should be focus on faster query resolution of the customers and online visitors of company website. Customers should be invited to provide feedback on every order for purpose of highlighting positive and negative experience with the shopping with company and experience of its products. Similar to this, employees should be encouraged to give suggestions for improvement in CRM practices of organisation.


[bookmark: _Toc67301313][bookmark: _Toc67599184]Reference List
Agyabeng-Mensah, Y., Ahenkorah, E., Afum, E., Dacosta, E. and Tian, Z. (2020) Green warehousing, logistics optimization, social values and ethics and economic performance: the role of supply chain sustainability. The International Journal of Logistics Management, pp. 25-40.
Ahani, A., Rahim, N.Z.A. and Nilashi, M. (2017) Forecasting social CRM adoption in SMEs: A combined SEM-neural network method. Computers in Human Behavior, 75, pp. 560-578.
Ahmed, S. (2019) Integrating DMAIC approach of Lean Six Sigma and theory of constraints toward quality improvement in healthcare. Reviews on environmental health, 34(4), pp. 427-434.
ASDA (2020) Our Sustainability Commitments. [Online]. Available at: https://asdasupplier.com/responsibility/our-sustainability-commitments#:~:text=Whether%20it's%20recycling%20cardboard%2C%20reusing,or%20recover%20wherever%20we%20can.&text=We%20know%20that%20we%20still,reach%20our%20zero%20waste%20target. (Accessed: 18 March 2021).
Bernon, M., Tjahjono, B. and Ripanti, E.F., 2018. Aligning retail reverse logistics practice with circular economy values: an exploratory framework. Production Planning & Control, 29(6), pp.483-497.
Bian, Y., Song, K. and Bai, J. (2019) Market segmentation, resource misallocation and environmental pollution. Journal of Cleaner Production, 228, pp. 376-387.
Camilleri, M.A. (2018) Market segmentation, targeting and positioning. In Travel marketing, tourism economics and the airline product (pp. 69-83). Germany: Springer, Cham.
Cruz-Jesus, F., Pinheiro, A. and Oliveira, T. (2019) Understanding CRM adoption stages: empirical analysis building on the TOE framework. Computers in Industry, 109, pp. 01-13.
Dabija, D.C., Postelnicu, C. and Dinu, V. (2018) Cross-generational investigation of ethics and sustainability. Insights from Romanian retailing. In Current Issues in Corporate Social Responsibility (pp. 141-163). Springer, Cham.
Dalla Pozza, I., Goetz, O. and Sahut, J.M. (2018) Implementation effects in the relationship between CRM and its performance. Journal of Business Research, 89, pp. 391-403.
Dani, S., 2019. Strategic supply chain management: creating competitive advantage and value through effective leadership. Kogan Page Publishers.
Dahlgaard, J. J. and Mi Dahlgaard‐Park, S. (2006) ‘Lean production, six sigma quality, TQM and company culture’, Mi Dahlgaard‐Park, S. (ed), The TQM Magazine, Emerald Group Publishing Limited, vol. 18, no. 3, pp. 263–281 [Online]. DOI: 10.1108/09544780610659998.
De Keyser, A., Verleye, K., Lemon, K.N., Keiningham, T.L. and Klaus, P. (2020) Moving the customer experience field forward: introducing the touchpoints, context, qualities (TCQ) nomenclature. Journal of Service Research, 23(4), pp. 433-455.
Dolnicar, S., Grün, B. and Leisch, F. (2018) Market segmentation analysis: Understanding it, doing it, and making it useful (p. 324). Germany: Springer Nature.
Ehgartner, U. (2018) Discourses of the food retail industry: Changing understandings of ‘the consumer’and strategies for sustainability. Sustainable Production and Consumption, 16, pp. 154-161.
Fiore, M., Galati, A., Gołębiewski, J. and Drejerska, N. (2020) Stakeholders' involvement in establishing sustainable business models. British Food Journal, pp. 01-20.
Guha, S., Harrigan, P. and Soutar, G. (2018) Linking social media to customer relationship management (CRM): A qualitative study on SMEs. Journal of Small Business & Entrepreneurship, 30(3), pp. 193-214.
Hunt, L. and Chalmers, D. (2017) Change leadership, management and strategies to promote quality university teaching and learning. In Handbook of research on administration, policy, and leadership in higher education (pp. 377-403). USA: IGI Global.
Ieva, M. and Ziliani, C. (2018) The role of customer experience touchpoints in driving loyalty intentions in services. The TQM Journal, pp. 28-40.
Ishak, A., Siregar, K. and Naibaho, H. (2019) Quality Control with Six Sigma DMAIC and Grey Failure Mode Effect Anaysis (FMEA): A Review. In IOP Conference Series: Materials Science and Engineering (Vol. 505, No. 1, p. 012057). IOP Publishing.
Jackson, P., Evans, D.M., Truninger, M., Meah, A. and Baptista, J.A., 2019. The multiple ontologies of freshness in the UK and Portuguese agri‐food sectors. Transactions of the Institute of British Geographers, 44(1), pp.79-93.
Jin, H., Miao, Y. and Park, S.T. (2018) A Case Study of Marks and Spencer lost China. Journal of Industrial Convergence, 16(2), pp. 15-23.
Lehtinen, J., Aaltonen, K. and Rajala, R. (2019) Stakeholder management in complex product systems: Practices and rationales for engagement and disengagement. Industrial marketing management, 79, pp. 58-70.
Liu, J., Liao, X., Huang, W. and Liao, X. (2019) Market segmentation: A multiple criteria approach combining preference analysis and segmentation decision. Omega, 83, pp. 01-13.
MARKS & SPENCER ANNOUNCES NEW CUSTOMER INSIGHT PARTNERSHIP (n.d.) MARKS & SPENCER ANNOUNCES NEW CUSTOMER INSIGHT PARTNERSHIP [Online]. Available at http://corporate.marksandspencer.com/media/press-releases/2018/marks-and-spencer-announces-new-customer-insight-partnership (Accessed 24 March 2021).
M&S (2020) M&S: Community Engagement. [Online]. Available at: https://corporate.marksandspencer.com/sustainability/community-engagement (Accessed: 18 March 2021).
M&S (2020) M&S: OUR PLASTICS PLAN. [Online]. Available at: https://corporate.marksandspencer.com/sustainability/quick-reads/our-plastics-plan (Accessed: 18 March 2021).
M&S (2020) Our Approach to Sustainable Fashion. [Online]. Available at: https://corporate.marksandspencer.com/sustainability/quick-reads/our-approach-to-sustainable-fashion (Accessed: 18 March 2021).
M&S (2020) Responsible Sourcing. [Online]. Available at: https://corporate.marksandspencer.com/sustainability/business-wide/responsible-sourcing (Accessed: 18 March 2021).
Masoud, N. (2017) How to win the battle of ideas in corporate social responsibility: the International Pyramid Model of CSR. International Journal of Corporate Social Responsibility, 2(1), pp. 01-22.
McColl-Kennedy, J.R., Zaki, M., Lemon, K.N., Urmetzer, F. and Neely, A. (2019) Gaining customer experience insights that matter. Journal of Service Research, 22(1), pp. 08-26.
Naidoo, M. and Gasparatos, A. (2018) Corporate environmental sustainability in the retail sector: Drivers, strategies and performance measurement. Journal of Cleaner Production, 203, pp. 125-142.
Ninan, J., Mahalingam, A. and Clegg, S. (2019) External stakeholder management strategies and resources in megaprojects: an organisational power perspective. Project Management Journal, 50(6), pp. 625-640.
Ninan, J., Mahalingam, A. and Clegg, S. (2020) Power and Strategies In the External Stakeholder Management of Megaprojects–A Circuitry Framework. Engineering Project Organisation Journal, pp. 26-39.
Oliveira, G.S., Corrêa, J.E., Balestrassi, P.P., Martins, R.A. and Turrioni, J.B. (2019) Investigation of TQM implementation: empirical study in Brazilian ISO 9001-registered SMEs. Total Quality Management & Business Excellence, 30(5-6), pp. 641-659.
Oxfam, (2021), ‘rr-working-marks-spencer-supply-chains-140121-en.pdf’, [online]. Available at: https://oxfamilibrary.openrepository.com/bitstream/handle/10546/621145/rr-working-marks-spencer-supply-chains-140121-en.pdf;jsessionid=5F1A6AE46E6C12E0D0641A0CFC7BD3D2?sequence=4 (Accessed 11, March 2021). 
Piasna, A. and Myant, M. (2017) Myths of employment deregulation: how it neither creates jobs nor reduces labour market segmentation. Brussels: ETUI.
Rahman, A., 2017. Customer relationship management: a case study on Mother Horlicks (Doctoral dissertation, BRAC University).
Rezaee, Z. (2019) Business sustainability, corporate governance, and organisational ethics. USA: John Wiley & Sons.
Ruiz-Real, J.L., Uribe-Toril, J., Gázquez-Abad, J.C. and de Pablo Valenciano, J. (2019) Sustainability and retail: analysis of global research. Sustainability, 11(1), pp. 14.
Sandhu, K. ed. (2019) Leadership, management, and adoption techniques for digital service innovation. USA: IGI Global.
Sato, S., Gipson, C., Todd, S. and Harada, M. (2018) The relationship between sport tourists’ perceived value and destination loyalty: an experience-use history segmentation approach. Journal of Sport & Tourism, 22(2), pp. 173-186.
Siqueira, JR, ter Horst, E, Molina, G, Losada, M & Mateus, MA 2020, 'A Bayesian examination of the relationship of internal and external touchpoints in the customer experience process across various service environments', Journal of Retailing and Consumer Services, vol. 53, 102009. https://doi.org/10.1016/j.jretconser.2019.102009.
Starcount (2018) This is the future of customer acquisition, declares Clive Humby [Online]. Available at https://www.starcount.com/this-is-the-future-of-customer-acquisition-declares-starcount-chief-data-scientist-clive-humby/ (Accessed 11 March 2021).
Startcount (2018) This is the future of customer acquisition, declares Clive Humby [online]. Available at: https://www.starcount.com/this-is-the-future-of-customer-acquisition-declares-starcount-chief-data-scientist-clive-humby (Accessed 11, March 2021). 
Taylor, A. (2019) An exploratory study of the relationship between job insecurity and employee engagement focusing on temporary employees in the retailing industry in the United Kingdom| Case study: Marks and Spencer Group plc, pp. 01-20.
Tesco Plc (2020) Tesco Plc. [Online]. Available at: https://www.tesco.com/ (Accessed: 18 March 2021).
2

