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Executive Summary
This report will include a definition of the term ‘CRM’ and describe what CRM means at Marks and Spencer. I will investigate the customer relationship experience of Marks & Spencer and one of its competitors based on their ethical and sustainability policy, this will include examples from both organisations, and I will review a variety of quality models and theories which will help and assist the improvement of M&S customer relationship management.
I will discuss with examples from mark & Spenser, the benefits of CRM to organisations engaging in segmentation, targeting customers, a loyalty ladder and marketing mix.
researched and examples will be discussed based on the organisation, theory and industry good practice.
Finally, I will draw a conclusion which will outline Marks & Spencer strength and weaknesses of their CRM systems based on the finding of this report. I will include recommendations based on my conclusion and the weakness identified.

Introduction 
This report was requested by Christian Felices and need to be produced by the 19th March 2021.
The Purpose of the report is to identify and recommend ways M&S can improve their CRM and the benefits of CRM, looking into ethical and sustainability policies, also looking at different model which are best suited to M&S. This be information will be found in the findings part of the report. This will be followed by my conclusion and recommendations. 











Findings 
What is CRM?
CRM is an abbreviation for customer relationship management. This is a system and a set of tools that are designed to manage and build customer relationship with the organisation. CRM systems allow the business to manage and log all interactions it has with its customers and potential customers; its records customers preferences and the activity of customers can be tracked. This give the customer a more personalised and consistent experience. CRM systems help business identify better process and workflows which help get all people within the organisation on the same page. Marketing and sales rely on CRM to help them plan to improve their productivity.
(Act, 2020)
What CRM means at Marks and Spencer.
Marks & Spencer appointed data science company, Starcount to help with its ongoing program of change which they set out in their five year plan, the partnership will help with customers understanding and give a insight through tools such as M&S loyalty and CRM programs such as M&S’s Sparks  Card. Sparks has over 6 million members, this has proven to be a great tool for customers engagement and insight and will help the with CRM.
CRM is useful to M&S as it helps them map and predict future buying behaviors, also helps them look for trends. Marks & Spencer believe, Marketing and customer engagement will play a large part in its transformation making it is productive, more commercial and focused on its customers. 
(M&S, 2018)
Marks & Spencer use Siebel CRM software as it can log every call which customers make to them; this did not always happen on their older systems which was the Legacy system. 
Using Siebel CRM software help Marks & Spencer track customers inquires faster and enables them to respond quicker to them, also all letters are now electronically scanned this avoids any mistake and make their operation more productive and help deal with complaint faster.
Siebel database help them with the research and development of new products and services.
(Thomas, 2002)





M&S Ethics 
Marks and Spencer won an award at Loyalty Magazine’s annual award ceromancy for having the best customer experience, Marks & Spencer places the customer at the heart of every strategic decision.
(Wightman-Stone, 2018)
M&S values the loyalty of its customers and promises to enhancing lives every day. They aim to provide clear and accurate information, and always work and respect different cultures and behave ethically in all decisions they make.
Marks & Spencer welcome feedback and promise complaint are dealt with fairly and professionally and within a good timescale. They also take a huge responsibility to keep customers personal data safe.
(M&S, 2O20)
M&S has ethical value and believes in human rights, ethical trading, they also issue a annual modern slavery report. they work with a lot of charity including Oxfam, this make help as it shows that are ethical and this attracts customers and make their customer experience better. And help get the customers involved in being ethical as customers can donate cloths to Oxfam and help toward becoming more ethical.
(M&S, 2021)
Ethical Consumer.org conducted a survey of over twenty-five of the UK leading clothes stores and Marks & Spencer was named the most ethical high street clothing retailer.
(M&S, 2014)
However M&S don’t always get it right as it has be reported by the Guardian and Reporter Brazil that a supplier to M&S one of the world largest meat processing companies was purchasing cattle from a farm which was being investigated for modern day slavery, M&S was many of the UK retailer that sold tinned corn beef which was produced by JBS.
(Ethical Consumer, 2021)








Sainsbury’s Ethics

UK are in the middle of a obesity crisis, nearly a third of two-fifteen year old are overweight or obese, Sainsbury have taken responsibility for this by ensuring all product are accurately and clearly labelled to insure customers can see the nutritional information and make healthy choices, this builds a good understanding with the customer and make them feel they eat healthy without it have a great financial impact, Sainsbury’s strive to help people live well for less as this is a wind vision of their organisation.

(Sainsbury's, 2019)
Sainsbury’s understands food waste is a important issue with customers, so they have started a number of workshops throughout the country to help people reduce food waste in their homes, this is not just ethical for customers but can also save them money and also save on average 1.6kg per week going to waste, this equates to a saving of £10.35 per week which over the year work out £538, 91% of the people to attended these workshops achieve this. This was called the zero-waste kitchen challenge which was a fun engaging way to reduce food waste, this help people plan, store, shop and cook differently and change their habits and become more ethical.
(Sainsbury's, 2018)

Sainsbury’s are committed to ethical trading and sourcing product with respect and integrity, they require all supplier to meet their code of conduct for ethical trading, their code cover 12 key area which include, safe and hygienic working conditions and payment of fair wage as they also have a code on modern day slavery which they adhere to.  Suppliers must show evidence of ongoing improvements and must be compliant with Sainsbury’s code of ethics.
(Sainsbury's, 2011)
Sainsbury’s once was one of the world largest retailer of Fairtrade products, in May 2017 they announced their own brand tea bag will no longer be certified by the Fairtrade. This gathered a lot of bad press for them and moved many customers away from them as this went against their own ethics and customers ethics this was not good for their customer relation.
(Subramanian, 2019)

M&S Sustainability
Plan A which is M&S sustainability transformation plan which has been updated over several years to reflect the journey they are on regarding changing social and environmental issues around the world. Plan A aim to make M&S more sustainable, build profits and deliver long term value to all its stakeholders, the managing director has responsibility for setting new performance metrics which need to be achieve in order for behavior change in regard to sustainability.
To build a good customer relation with its customers and its community M&S back some really good causes for example WWF has helped Sainsbury’s tackle issue with water, cotton, fish, wood, and sourcing palm oil. Sainsbury’s has joined up with charity like red nose day which is a great national fundraiser in the UK which help cause around the world, also Oxfam which is promoting swapping your old clothing instore, when you go to purchase a new item. This will then be donated to someone which need it. This is great for sustainability and get customers involved in being more sustainable. 
(M&S, 2021)

Over 900 food products from M&S comes from farm that are ethical and farms they know and trust. M&S regularly review suppliers so they can rest assured they follow M&S high quality, environmental protection standards and animal welfare. 
M&S care where their fish is sourced from, from their ready to eat fish pie to the prawns in the sandwiches, they have a policy in place so fish is sustainably sourced which has been in place for over 20 years, where it can trace all fish back to where it was fished and farmed.
M&S introduced their first Fairtrade product in 2004, this is another way in engaging customers to work toward a sustainable future, as customers become aware of  the issue that are in the world and are able to contribute toward them, this make them more aware of these issues and they become more ethical, as they know they are helping growers get a better price which is fair also gives them the funds to make the conditions they work in better.
M&S aims to make all their plastic packaging recyclable by 2022, this includes cutting out carrier bags, removing plastic covers from clothing items and replacing the plastic straws with paper ones in the cafes this is their effort to help make the more sustainable.
In 2010/2011 M&S delivered £70m in net benefits, which was re invested into their sustainability program, in 2007 they introduced their Plan A list of 180 commitment that are on the top of their priorities.
(Beavis, 2012)
“Progress has been "overwhelmingly positive", say M&S. The company has improved energy efficiency (25%), cut waste (34%), addressed the sustainability of raw materials, developed healthy product ranges and taken its work on ethical trade to a new level”.
(Beavis, 2012)
Sainsbury’s sustainability
Sainsbury’s will invest 20 million over the next 20 years to become net zero across their whole operation by 2040, they are going to invest this by concentrating on 7 key areas which are, food waste, reducing carbon emissions, plastic packaging, reduce their water usage and increase their recycling, healthy and sustainable diet and biodiversity. This is reviewed every 6-month using science base target, working with CPD and the carbon trust. This help them protect their brand and build trust with customers. Having respect for our environment is at the core of Sainsbury’s values, they have shown this by reducing their carbon emissions by 42% against 2005 records. They achieved this one year ahead of their 2020 reduction target. They also aim to halve their plastic packaging by 2025.

Sainsbury have made it their corporate objective to increase their female, black, Asian, and ethnic minorities colleagues in more significant senior roles. This help build a better and diverse workforce which contributes to a better sustainable customer experience, as people like to see companies being more diverse as we live a more multi-cultural world.
(Sainsbury's, 2019)
[bookmark: _Hlk67042692]Brilliant work from Sainsbury’s as they have been recognized for pushing their inclusions agenda, as their senior colleges have been featured in the Financial Times EMpower top 100 ethnic minority leaders list. Sarah Nelson, Rajesh Gupta, and Dr Raj Patel have all been key at driving Sainsbury’s to success and helping in empowering the next generation of leaders. This is great as they have been recognized by customers as a diverse and sustainable workforce.
(Sainsbury's, 2019)
Sainsbury’s is Changing its slogan from ‘live well for less’ to ‘helping everyone eat better’. This new focus now is how ‘delicious food can also be healthy’, sustainable, and affordable.  They also announced they will be the supermarket partner of the COP26 climate summit which was held in Glasgow. 
(Nasir, 2021)
Winner of the Marine Stewardship Council's Supermarket of the Year, five times in a row UK's largest retailer of RSPCA Assured farmed fish. 82.3% of Sainsbury’s wild caught seafood is independently certified as sustainable and 100% Of their farmed fish and seafood comes from farms which are independently certified as sustainable. This assure the consumer they are purchasing with confidence. 
(Sainsbury's, 2021)


CRM and quality models 

TRIPPLE BOTTOM LINE
John Elkington formed the term triple bottom line so business leaders could rethink capitalism. This was to offer a new way forward for businesses and stop just thinking about profit and focused on other issue such as the health of the planet and improving people’s lives.
The triple bottom line is a sustainability framework that examines a company’s social, environment, and economic impact. So, M&S should look at these factors very seriously as these affect the needs of customers which will help them with CRM.
(Elkington, 2018)
CRM value chain
Michael Porter developed the value chain, this is a high-level model used to identify the process a business use to produce a final product or service for the customer. the value chain models goal is to improve its processes to gain a competitive advantage over its competition. This model is good to help build a relationship with its customers.
There are two stages to this activity primary and support 
Primary stage has five main process which help enable the strategy 
Customer portfolio analysis, Customer intimacy, network development, value proposition development, and relationship manager.
Support stage
The five supporting conditions are necessary to effectively implement the strategic steps of the primary stage:
· Leadership and culture
· Procurement processes
· HR management processes
· IT/data management processes
· Organization design
Developing and creating these conditions will help implement and support a successful CRM value chain model.
(Lucidchart Content Team, 2021)


McKinsey 7S Model 
The McKinsey 7S model help analyse internal elements that affect organizational success. The model recognizes 7 of these elements to be successful, M&S should ensure that all these elements are in forced and aligned within their organisation.
The 7 elements to this model are divided into two categories:
Hard elements -System, structure, strategy
Soft elements -Shared Values, Skills, Style, Staff
M&S can use the framework to successfully execute new strategies and to analyse how different sections of the business work together. This will help them implement change within the organisation and help them align process with other organisations they work with.
(Creately, 2021)
[bookmark: SixSigma]Six Sigma
Motorola developed this approach in the late 1980s and it is now widely used by a lot of manufacturing and services industries. Their key principles are customer focus, process focus and improvement, data driven management, cross functional collaboration and a policy that is perfection but takes risks to succeed. It adopts an approach of selecting one project at a time and view weather it is critical to quality from the customers view on it. Each project produces a bottom line saving with measured in its process being analysed before and after a project.
(Murray, 2021)

lean business model?

A lean business model involves constantly making improvements within its business operation. Changing old unproductive processes for new and efficient ones that optimises business efficiency. This can also be done by replacing product that do not make profit and looking into improving the team’s productivity. 
[bookmark: _Hlk67043856]Business that adopt a lean business model should consider that their new process and model will not have a negative impact on the busines, like what happened to Sainsbury’s when they changed their own brand tea and removed it from Fairtrade, this went against their ethical policy and made customers very un-happy. They then had to revert again to Fairtrade after the impact it had on their brand. This could have caused long term damage. so when looking to implement the lean business model the first step is to identify the process for the operation and match it with what the M&S Customer base demands and want.
Lean encourages a more proactive approach to management which could be good for M&S as it makes a more productive workplace and environment for the worker and customer. 
(Gazprom energy, 2021)

Benefits of CRM 
Customer Segmentation
Customer segmentation is a process of splitting consumers into group which share similar characteristics. This would allow M&S to understand which customers are most profitable and work out the most effective way to market to them as well as providing them with an outstanding service. This then will allow M&S to determine which investments are going to bring back the biggest return.
Customer segmentation is the process of dividing a market into discrete customer groups that share similar characteristics, and this is an important component to any CRM strategy. Customer and member segmentation allow an organization to understand which customers are most profitable and then determine how effectively they can market to them along with providing excellent service. This knowledge then allows an organisation to determine which investments will bring back the greatest returns.

(Whitehouse, 2021)
Targeting Customers
M&S serve roughly 32 million customers per year all over the UK, they are driven to develop product and services which are aimed at their target customers.
(M&S, 2021)
Marks & Spencer has aimed in reaching core customers as research found that 54% of customer base are over 50 so targeting via email and other forms of technological platforms would be not very effective, so instore via magazines would probably be more effective.   
M&S has classified shoppers into three groups which are occasional, core and top. Top being customer that make more the 100 visits per year to M&S.
(Rigby, 2017)
Loyalty Ladder
A business would be nothing without its customer as they are the ones that decide if your product or service will sell and succeed. That why it is important for business to show appreciation to their customers as business which do not are missing out on many opportunities. M&S has seen from experience how corporate gifts such as reward strategy can attract to customer and help retain them long term as repetitive customers, via their loyalty card Sparks.
The business owner who doesn’t offer a little something extra to entice new customers or reward existing customers for their loyalty is missing out on a world of opportunity. At M&S Corporate Gifts, we have seen first-hand just how effective a rewards strategy can be for customer acquisition, retention, and loyalty.
(M&S, 2021)
Marketing Mix

Price in the Marketing mix of Marks and Spencer
Marks & Spencer have its own brand which caters for the upper and middle class section of society, there product a view as value for money as it has such a wide range of products, which are convenient and product of a high standard. Their product appeal to men, women, and children, the product is of a very high standard which don’t reflect in its price as much as they know they must remain competitive in order to adopt a competitive pricing policy. Marks & Spencer incentives, discounts and offers during off seasons, festive seasons, and seasonal times this benefits them in two way as firstly they get to sell off old surplus stocks and secondly it helps the end sales figures.
Promotions in the Marketing mix of Marks and Spencer
M&S has adopted many marketing policy’s and aligned itself with the appropriate tools. Above the line and below the line strategies have adopted to make its brand more known and its presence felt. M&S choose its campaigns carefully and this could always be viewed in print, digital and visual medium. They advertised in many different way and promotions can be via magazines, newspapers, television and radio channels, billboard, and hoardings. Many celebrities have been endorsed for marketing campaigns as this help customer relate to product more as they are aware of the personality. 
Mark &Spencer has a great store strategy which will help promote it products via its many outlets. It most preferred way to promote is online mainly via its website, product info, promotions and all relevant information is uploaded to the website regularly, news of discount, offers and incentives are firstly known through its website as it constantly updated. 
Sparks which is Marks & Spencer loyalty program, reward its customers with point which then can be later redeemed against their shopping.
(Bhasin, 2019)
[bookmark: _Toc32581734]






Conclusion
Using the information which has been gathered in the finding of this report I have found area where Marks & Spencer could improve.
[bookmark: _Hlk67044272]Looking at Marks & Spencer ethics I feel they need to take a little more care in their supply chain as in the past they have been linked to suppliers which have been purchasing its cattle from farms which are being investigated for modern day slavery, more need to be done to stop problems like this accruing. As could have a great impact on the brand.
Regarding sustainability M&S are at the forefront and are applying stainability throughout its organisation but comparing it to Sainsbury’s policy they include inclusion and promotes black and ethnic minority leaders. This was recognised by the Financial Times EMpower top 100 ethnic minority leaders list where 3 of Sainsbury’s senior employees got awarded. M&S could do a lot better in this area as they only have one senior employee from an ethnic background which they only employee in May 2020 which is a non-Executive director Sapna Sood.
If Marks & Spencer does decide to use the Lean business model, they should always consider when making changes to processes what negative affect it has on their business and always look at their customers view first before implementing any changes.

Using the information presented in the findings section draw a conclusion/s which highlight the main areas for development with regards Ethics, Sustainability and Quality within the organisation previously discussed.












Recommendations

Looking at the conclusion a few changed should be implemented firstly regarding M&S ethics more care and responsibility need to be taken with its supply chain after the links they had to the modern-day slavey. Marks & spencer need to monitor and review its supply chain more and looking into all areas such as employment right, working condition, minimum wage, and many more really important factors not just the quality of the product.
Regarding sustainability they are doing well but need to include more black and ethnic minority leaders in senior roles, customers and other stakeholders like to see this, M&S need to build a better diversity policy. This can be done by re training recruitment agency, also looking at talent they have in other areas of their business and give maybe them the opportunity to thrive. And most importantly look at why this is happening as it could draw links to systematic racism or other factors.
If Marks & Spencer does decide to use the Lean business model, they should always consider when making changes to processes what negative affect it has on their business and always look at their customers view first before implementing any changes.
In effect once these changed are rectified and managed possibly using CRM value chain they will improve marks & spencer customer relationship management and help them plan for the future sustainability ideas.
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