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Executive summary


The constant changing business environment needs to analyse all the factors which affect the operation and growth of an organisation. Organisations can use customer relationship management software so that they can develop better connection with their potential and targeted audience. Different marketing theories are used so that organisation can promote their products along with understanding their needs. CRM models are also applied so that interaction with customers can be maintained. The external and internal factors of business are also identified and analysed in this report. Different benefits and challenges related to CRM are resolved so that organisation can enjoy growth and success. 
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INTRODUCTION


Organisations have to focus on their quality processes as it provides the grater consistency in their tasks and activities. The production of services and goods become more accurate and valuable for customers which improve their shopping experiences. Quality processes like total quality management assist organisation in building their long-term success by improving efficiency and reducing wastage (Rangriz and Bayrami Shahrivar, 2019). The products which organisations deliver to their customers should maintain higher quality and standard so that their needs can be satisfied. This report is based on Marks and Spencer which is founded in 1884 by Michael Marks and Thomas Spencer. It is headquartered in London, UK and serve worldwide area by providing products like home products, beauty products, clothes and food products. This report includes marketing theories which need to be undertaken by organisations in order to increase customer satisfaction. Application of customer relationship management theories is carried out in selected organisation along with the analysis of their internal and external factors. All the benefits and challenges of applied theories are mentioned in this report and AI efficiencies are referred along with marketing theories. 

MAIN BODY

TASK 1

Introduction of the selected organisation.


Marks and Spencer is British multinational retailer which deals into variety of products related to clothes, beauty products, food, wine, furniture, flowers & gifts and many more. They offer number of brands such as Per Una, Autograph, Good move, Rosie, M&S energy, Boutique, Blue Harbour, M&S Collection and many more. Initially in 20th century they use to sell British made goods but later on they have expanded their production procedures. Their first international expansion takes place in Canada in the year 1973 (Cruz-Jesus, Pinheiro and Oliveira, 2019). They focus on research and development for the market trends and customer demands so that they can satisfy the needs of customers. It becomes a luxury brand which focus on the combination of style and comfort in their clothing segment. Their specialisation in trendy and fashionable clothing makes them priority of large number of customers located in different places of the world. It was the first premium brand of UK who have successfully survived recession, day periods and PR nightmares. Marks and Spencer have targeted each and every age group of upper middle- and upper-class segment of society. 


It is essential for organisations to focus on their customer experiences so that they can survive for longer period of time. Marks and Spencer face various challenges in their day to operations in relation to providing better services and experiences to their targeted audience. Customer relationship management can be referred as business software which build positive image of brand in front of their customers (Chatterjee, Ghosh, Chaudhuri and Nguyen, 2019). It comprises the number of management services like practices, strategies, operations and technologies which are utilised by organisation for interaction with their customers. Marks and Spencer use this so that they can track internal as well as external activities which provides them positive outcomes. Customer centric tool is highly beneficial for resolving different business problems. Different customer relationship problems which Marks and Spencer faces are mentioned below:


Lack of awareness about potential customers: Businesses have to focus on their potential customers so that they can provide customized services to them for their satisfaction. Marks and Spencer can use customer relationship management tool in order to track the search history of their customers. The software helps them in tracking their preferences, login data and their taste during selection of particular products. This can be implemented for connecting potential customers with organisation which assist in increasing profitability. 


Lacking social insights: It is important to establish regular presence on the social media websites so that organisations can analyse the reviews and feedbacks of the customers. Many times, organisations fail to keep eye on those platforms which results in negative outcomes. It becomes difficult for Marks and Spencer to understand the current market trends which make them ineffective in satisfying the needs of customers. 


Bad customer communication: Ignorance of customer relationship management results in poor relationship with the customers, clients and leads. It should be noted that organisations have to regularly communicate and interact with their potential and targeted customers (Famiyeh, Asante-Darko and Kwarteng, 2018). Lack of communication leads to misunderstandings which becomes threat and difficulty for an organisation. Marks and Spencer face lot of challenges due to miss communication which should be undertaken and rectified with the help of customer relationship management software. 


In order to identify the internal factors which are related to customer relationship management, businesses have to focus on their strategies and policies. It is important to identify and resolve problems so that business can satisfy their customers in appropriate manner. Marks and Spencer use framework of marketing mix which analyse 7 P's of an organisation. It includes product, price, place, promotion, people, physical evidence and process. The combination of all these internal elements of an organisation supports them to commence their operations in effective and efficient manner (Purwanto, 2020). Marks and Spencer have divided their each and every function into separate department so that they can commence operations in smooth manner. People element of marketing mix majorly focus on the doubts and queries of the customers by resolving in best possible manner. The external factors which can affect the customer relationship management can be analysed with the help of Porter's 5 forces. This framework is responsible for analysing the competitive forces of an organisation in their respective industry. Marks and Spencer can use this which assist them in proper identification of external factors which becomes their weakness in terms of customer relationship management. It includes different 5 forces related to competitors, new entrants, customers, threat of substitutes and power of suppliers.  

Critical review of two or more CRM models along with their strengths and weaknesses 


Customer relationship management can be defined as a technological software which is responsible for building and managing the strong relationship between organisation and their customers. It improves the organisation's relations with their stakeholders so that they can grow and develop their business in appropriate manner (Kotarba, 2018). Marks and Spencer use this tool which provides them uniqueness in providing services which enhance the experience of customers. It prioritizes, organise and keep track on the sales so that organisation can understand their current position in terms of customer experiences. New customers can be easily found with the assistance of this tool. Marks and Spencer use different customer relationship models in their organisation which are discussed below:
IDIC model of CRM


This model was found by Rogers group and the Peppers as a guide or generic blueprint so that organisations can implement customer relationship management in different situations. Marks and Spencer can easily make better relationships with their customers and clients with the help of this model. It involves four different stages in order to implement customer relationship management which is discussed below:


Identify: It is the first step of this model which is responsible in identification of targeted customers which can be done by collecting relevant information about them (Stamatis, 2018). Marks and Spencer collect data like name of customers, their purchase history, contact number and their address. Gathering of data and information assists organisation in understanding the buying pattern, needs and wants of their customers. Marks and Spencer can effectively maintain healthy relation with their customers by offering products and services according to the demands. 


Differentiate: The next step suggest that organisation should segment and differentiate their customers into different segment according to their projected lifetime value. Each and every customer which is connected by the business provide them different benefits. Marks and Spencer prioritise their most profitable segment so that they can maintain healthy relations with them. It results in higher revenue generation which is essential for better and effective growth. 


Interact: This is the third stage which focus on the application of customer relationship management plans so that they can maintain better interaction with the targeted audience. After the analysing and categorization of customers and segments it becomes easier for organisation to interact with customers in customized manner. Marks and Spencer offer various benefits to the customers who are highly valued for them. Loyalty benefits will assist them in retaining customers in better manner. Interaction assist organisation in improving their products and services according to the needs and demands. 


Customize: At the end after all the steps, it is final stage of model which suggest that organisation have to interact with audience in customized way (Thaichon and et.al, 2019). It comprises of narrow segment or individual customers who maintains one to one service with an organisation. Marks and Spencer focus on the preferences of individuals so that they can engage them in better manner. Fulfilment of customer's expectations results in effective relationship with the customers on regular basis.  
Strengths of this model
· IDIC model assist organisations in analysing and differentiating their customers which provides opportunity in offering products and services by maintaining accuracy. Marks and Spencer can increase their loyal customer base by using this model of customer relationship management. 

· It does not involve huge amount and capital to use this tool which is very positive factor (Akrout and Nagy, 2018). Marks and Spencer can effectively understand the behaviour of their customers which results in positive results. 
Weaknesses of this model
· This model failed in analysing the actual buying trends of the customers which may create difficulties for an organisation. Marks and Spencer can confuse with their current market position as a model cannot accurately measure the human preferences and choices. 

· The data gathered with the help of this framework is huge in number which arises difficulty in handling them. Marks and Spencer have to invest their time and efforts to analyse the gathered data and information about customers. 
CRM Value chain analysis


This tool assists organisations in breaking down their each and every business processes according to their convenience. It ensures that organisation should effectively deliver their products and services to their end users in particular time frame (Hwang and Choi, 2020). Marks and Spencer get various competitive advantages with the help of this framework. It assists organisation in competing with their competitors in effective and efficient manner. All the functions including production, designing, distribution and marketing are separated by the value chain analysis. It identifies the errors and mistakes present in the delivery chain of an organisation so that organisation can maintain proper accuracy. It improves the services of an organisation by altering their weak operations. It adds value in the processes of an organisation which establish their positive brand image in the market. Improving quality of products and services assist organisation in attracting large number of customers on regular basis. Offering higher quality products assist organisation in maintaining good relations with the potential and targeted customers. 
Strength of this model
· This model is used by businesses in order to diagnose and develop competitive advantages for both differentiation and cost. Marks and Spencer establish their positive image in the market by providing faster services.

· All the issues related to customer value can be understand in effective manner with the assistance of this model. Marks and Spencer can fulfil the promises and commitments so that they deliver appropriate value. 
Weaknesses of this model
· The format of this model majorly supports manufacturing businesses which becomes its weakness (Ghani and et.al., 2019). Marks and Spencer deals in retail sector who cannot completely rely on this model. 

· The impact of this model reduced the efficiency of an organisation to understand and analyse the competitive advantages present in the market.  
Marketing mix


This is the marketing tool which combines different elements in order to promote the product and brand which increase their sale and distribution. The multiple areas which are included in the marketing mix develops a comprehensive marketing plan for an organisation so that they can achieve their goals and objectives. It consists of 7 P's which covers major functions of an organisation so that business can grow and attract customers. Marks and Spencer use marketing mix which can be discussed as follows:


Product: It can be referred as commodity or an item which are produced or offered by an organisation so that their targeted customers can satisfy their needs and demands (Al-Emran and et.al., 2018). It can be intangible, and tangible offered in the form of services and goods respectively. Marks and Spencer offer variety of products such as clothes, furniture, food, beauty products, etc. The quality which they maintain in their products make them different from their competitors. 


Price: The amount or money which audience pay willingly to an organisation against the products and services which they use. This element of marketing mix assist business in generating revenues so that they can survive in the market for longer period. Marks and Spencer always focus some of the elements while deciding their prices such as prices of their competitors, quality and quantity of products, terms of sale and location. 


Place: The position and delivery of products is responsible for providing products and services to customers in particular expected time period. Organisation should focus on their accessibility and reachability so that they maintain their appropriate customer base. Marks and Spencer select their location according to the demand of the segment so that they can establish their stores in appropriate location. They also sell their products through online applications and websites so that they can provide services 24/7. 


Promotion: It can be a most expensive element of marketing mix which increase the awareness of brand among potential and targeted customers (Bag and Pretorius, 2020). It influences and grab attention of customers so that organisation can increase their sales in effective and efficient manner. Marks and Spences uses different promotional tactics such as advertising, sales promotion, direct marketing, personal branding, etc. 


People: Individuals who are responsible for delivering their services to the end users are comes under this element. Marks and Spencer hire most talented personnel so that they can handle the queries and problems in appropriate manner. They assign duties according to their capabilities and divide them in different departments so that they maintain accuracy in their operations. Feedbacks of customers which are recorded by the employees of company assist them in improving their products and services. 


Process: The structure of business plays essential role in commencing smooth operations so that business can cater the needs of their customers. Well-structured organisations can eliminate risk and save lot of excessive cost by managing operations according to the proper rules and regulations. Marks and Spencer focus on developing their operational strategies in appropriate manner so that they can maximise their profitability by tighten up their enhancement process. 


Physical evidence: Organisations should focus on providing physical evidences to their customers which increase their experiences of availing services and products. Marks and Spencer ensures that their packaging and labelling are carried out is most attractive manner. It develops interest of customers and gives sense of attachment with an organisation. In this manner they can retain their customers for longer time by providing them physical evidences. 
Porter’s 5 forces


The competitive environment of an organisation can be effectively analysed with the help of this framework. It examines the five forces of business environment which are responsible in making the company competitive. Marks and Spencer use this model so that they can maintain their profitability in their respective industry which is mentioned below:


Industry competition: Higher competition in the industry results in the lower power of an organisation. Existing competitors can cut down the power to great extent which become threat for an organisation (Tooranloo, and Saghafi, 2019). Marks and Spencer can overcome this difficult situation by innovating their products using advanced technology so that they can engage and attract customers. Maintaining the standard in the products can develop loyal customer base which can increase profitability. 


New entrants in the industry: The power of company can be affected or decreased due to the entry of new marketers in same industry. Retail industry does not need large amount of capital and investment to enter the industry which is negative factor for Marks and Spencer. There are very low chances that this force can affect the power of Marks and Spencer as they are well known developed brand which is priority of large number of customers. 


Power of suppliers: The power of suppliers may affect the business operations as they assist in production and manufacturing procedures by providing equipment and raw materials. They can increase the prices of supplies which can directly lower down the profits of an organisation (Wang, Ou and Chen, 2019). Marks and Spencer deals with different suppliers and maintains healthy relations with them so that they can cut down their power. In this manner they can effectively generate higher revenues by minimizing the cost of production. 


Power of buyers: The bargaining power of customers sometimes affect the profitability and growth of an organisation by lowering their power. The negotiation regarding prices affects the value of products which should be measured by organisation. The customer base of Marks and Spencer is very loyal and trustworthy who willingly pay prices which organisation offer to them. The quality and standard which they maintain in their products cut down the bargaining power of customers in effective manner. 


Threat of substitutes: Power of substitutes of products and services become challenge and threat for an organisation. Close substitutes can lower down the power of an organisation which need to be undertaken by them in order to increase profits. Marks and Spenser provides customized services in lower prices which help them in minimizing the risk and threat of substitutes. They develop their strong power by retaining customers with the help of maintaining healthy relations with them. 

Identify internal and external factors leading to CRM problem


Organisations faces various problems during implementation of customer relationship management which need to be focused. Marks and Spencer use SWOT analysis in order to identify their internal factors so that they can rectify problems. The SWOT analysis is mentioned below:

	Strength
	Weaknesses

	· Employees of Marks and Spencer communicate and interact with their customers on regular basis which makes them capable of understanding their needs and requirements in appropriate manner.  
	· Due to some of the cultural and geographical barriers Marks and Spencer failed to develop proper interaction with their potential customers which lower down their growth. 

	Opportunities
	Threats

	· Different CRM models are used by Marks and Spencer which results in accuracy in offering demanded products and services (Rossi and et.al., 2020). 
	· Higher competition in respective industry results in becoming threat for Marks and Spencer as it can diver the mind of customers. 


External factors


PESTLE analysis is used by an organisation to identify their external factors. The analysis is carried out below:


Political factors: The political conditions of a country where organisation operates their business plays important role. Marks and Spencer can regularise their mechanism in context to customer services in appropriate manner. The trade practices of UK are highly favourable which improves the customers experiences.


Economic Factors: The inflation rate, foreign exchange rate and interest rate of an economy affect the prices which organisation offers (Throne and Lăzăroiu, 2020). Marks and Spencer decide their prices according to the income level of their customers so that they can engage them in better manner. Monetary policies of UK support the business operations which becomes supporting factor. 


Social factors: All the current market trends and changing trends related to society should be measured by organisation. Marks and Spencer offer products according to social class and demographical components so that they can increase sales. They also maintain quality of their products which develop the interest of customers. 


Technological factors: The technological transformation programme announced by Marks and Spencer assist them in adopting advanced technology. This helps them in implementing innovative and creative ideas in their production and offering procedures. It directly improves the experiences of customers which is positive factor for an organisation. 


Legal factors: Laws and regulations of country should be followed by an organisation so that they can eliminate risk and mistakes. Marks and Spencer focus on the salary, wages and health of their employees so that they can effectively maintain interaction with customers. 


Environmental factors: Current climate conditions should be measured by businesses so that they can maintain proper balance in environment (Stone, Cox and Gavin, 2020). Marks and Spencer formulated Green Policy which ensures that they do not involve in creating excessive pollution in environment. They follow various corporate social responsibilities so that expectations of customers can be meet in appropriate manner. 

Analyse and justify a CRM model to apply to the problems of company's CRM. Why is the selected model relevant for your company?


It is analysed that IDIC model of CRM is best suitable in context to improve the experiences of customers. This model focus on the identification of customer needs and their data so that company can effectively provide required products and services. The purchase history of regular customer analysed and identify which assist in getting results about their shopping behaviour. After the identification it differentiate different segments and customers on the basis of their preferences. Prioritizing customers according to the value they contribute in the growth of organisation becomes essential (Hollebeek, 2019). Marks and Spencer interact with the prioritized customers so that they can understand their demands and requirements. They provide discounts and offers to their targeted audience which assist them in increasing their engagement rate. Interaction provides opportunities to add and alter features so that profitability can be increased. The last step which IDIC model involve is customization which play important role in satisfying the needs of customers. Marks and Spencer customize their products according to the choices so that customers can remain in touch with them. This model is highly relevant for Mark and Spencer as they deal in variety of products which needs to understand the actual demand of particular product. 

TASK 2
Benefits and challenges to address the CRM problem in maintaining customer relationship 24/7/364 in an organisation. 


Customer relationship problems should be eliminated from the operations of an organisation so that they can maintain healthy relations with customers. Marks and Spencer enjoy various benefits in context to address customer relationship management problems in maintaining relations with customers are as follows: 


Increment of sales: By eliminating the problems which are faced by organisations in maintaining appropriate customer relations they can enjoy higher sales (Rouyendegh, Yildizbasi and Üstünyer, 2020). Marks and Spencer have experienced growth in their sales after addressing the problems related to customer relationship management. It eliminates the gap of interaction between organisation and customers which assist in providing better and advanced services in short period of time. Customers are responsible in adding value to the sales by availing products and services. 


Higher productivity: Effective customer relationship management software provides clear picture to an organisation what their customers required. It directly increases the productivity of overall organisation as they manufacture and deliver products and services which are demanded by the audience. Marks and Spencer can reduce wastage and save financial resources by analysing the actual demand and supply of particular product. 


Customer retention: It increases the capability of an organisation to retain their customers by improving their relations with customers. Marks and Spencer successfully satisfy the needs and expectations of customers which make them loyal towards organisation. It is essential to retain customers as they support development and exposure of an organisation.
Challenges are mentioned below:


Involves huge investment: Implementing customer relationship management software in an organisation requires financial resources (Sunny, Undralla and Pillai, 2020). Sometimes it become challenge for an organisation to invest huge amount as it disturbs overall budget. Marks and Spencer have to resource funds from financial institutions so that they can implement software.


Change in social relationship: Changes are constant in terms of social relationship because different customers add value to organisation at different time. Marks and Spencer unable in developing constant relations with each and every customer in same manner which is challenging part of managing CRM. 


Marks and Spencer included artificial intelligence in their organisation so that they can respond to the needs of targeted audience in faster manner. They have applied options of chatbots on their official website so that they can resolve issues and problems of their customers (Balta, 2018).  Handling queries of clients and customers on prior basis develop the interest of customers for purchasing goods and products from organisation. Advanced technology assist in improving the services and eliminate human errors which are positive factor for an organisation. Marks and Spencer can provide assistance to their customers for 24/7/365 by interacting and guiding them through the websites. They give relevant answers to the frequently asked questions of customers which results in maintaining good relations between organisation and customers. 

Recommendations

· Organisation should follow all the steps of IDIC model of customer relationship management so that they can bridge the gap between expectations of customers and offerings. Marks and Spencer have to develop proper guidelines in relation to resolve the problems of CRM. 

· Marks and Spencer should hire talented and skilled employees who can carry out operations with the assistance of CRM model. It will help them in retaining customers for longer period of time. 

CONCLUSION


From the above report it can be conclude that organisations have to maintain appropriate quality and standard of their products. It will further contribute in the growth and development of an organisation by establishing their brand image in their respective industry. Managing customer relations are important so that organisation can sustain for longer period of time. This report included about different problems related to customer relationship management and expected benefits after resolving the problems. Different marketing and CRM models are used so that organisation can develop better relationship with their audience. Challenges and benefits are also mentioned in relation to addressing the problems related to CRM.  
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