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Why should Marks and Spencer continue to engage with its stakeholders? (Supplementary notes) 

Task 1. 

The quote provided by Raab et al, (2016) expresses the reason in which organisations should prioritise and assess the thoughts and feelings of their target audience and customers. This can assist in the maintenance of the  relationships as well as the growth from within.

There are two specific definitions’ that are magnified to perceive and exemplify the type of organisation Marks and Spencers are. The definitions’ are provided by, Kumar and Reinartz, (2018), which expresses that customer relationship management is a process that assists in the selection and attraction of a specific demographic. Secondly, Buttle, (2009), explains that the CRM system allows organisations to stay ahead of competitors.

Models.

Research has found four additional CRM models; Bowman’s strategy clock, Payne’s five processes, the QCI model and the IDIC model. The thorough explanation and additional research of the IDIC model shows that it can be beneficial for Marks and Spencer. (Srivaastava, 2013; Management association, 2019; Baran et al, 2008).

Task 3.

There are ten CRM systems and tools that have been identified within M&S through multiple mediums. There are many drawbacks and a number of successful outcomes due to the systems. 

Task 6. 

The internal, (strengths), and external, (threats), factors are magnified to express a better understanding of the current organizational situations. 

Solutions to threats are provided and explained in CRM magazine, (2019). The results amplify the need to prioritise the CRM systems within M&S  and to build a system that surrounds their needs and working processes, not vice versa. 
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