




[bookmark: _Toc214794895]Executive summary 
Marks & Spencer Food (M&S Food) faces the same problem as all big stores: how to keep customers coming back in a market that is becoming more digital and competitive. This report looks at how M&S Food's customer relationship marketing (CRM) strategies, like loyalty programs, personalised promotions, and efforts to be more environmentally friendly, affect the company's overall performance. The report looks at both good changes, like a bigger share of the food market and new ways to get customers involved, and long-lasting problems that could hurt trust in the long term, like not being able to use technology, worries about prices, and issues with honesty and environmental claims. 
The main conclusion is that M&S Food's investments in CRM and sustainability are helping it get and keep more customers, but some of its tactics could still turn off some customers and make people question whether it is really living up to its ethical promises. Some of the suggestions are making CRM programs more open to everyone, making marketing interactions clearer and more open, and making more measurable progress in sustainability. Stakeholders should be ready to talk about these results and think about what they can do to improve CRM plans so that they benefit both M&S Food and its customers in the long term. 
M&S started as a small market stall in 1884 and has grown into one of the most recognisable retail names in the UK. Its food division is a big part of that reputation CRM that works well, based on loyalty programs, big data, market segmentation, and sustainability, is now necessary to deal with tough competition, changing digital environments, and higher customer standards. But some industry experts and customer groups say M&S's CRM methods still run the risk of leaving out customers who are not very good with technology or turning shoppers off because of controversial policy changes.
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[bookmark: _Toc214794897]Introduction

This report looks at how Marks & Spencer Food's (M&S Food) customer relationship marketing (CRM) affects the company's success, with a focus on creating long-lasting relationships with customers that keep them coming back and keep them loyal. It gives an important overview of the company, including its history, current market position, purpose, and values. Then it looks at how data collection, analysis, and evaluation help build long-lasting relationships with customers.
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[bookmark: _Toc214794899]Historical Development and Evolution

M&S Food has always been good at quality, sourcing, and coming up with new foods. They are known for their ready-made meals, high safety standards, and strong ties with UK suppliers (Buttle and Maklan, 2019; Armstrong et al., 2020). After World War II, the food business became well known. By the 1980s, M&S was the leader in chilled foods and convenience products (Davies,1999). While these innovations helped M&S grow for decades, some say that staying in a "premium" position has made it open to competition from discounters like Aldi and Lidl, which now go after buyers who care about both price and quality (Harit Class, 2022 ).

[bookmark: _Toc214794900]Current Market Position and Trends
The 2025 Annual Report records food sales up 8.7 per cent and volumes up 6.7 per cent, supported by strong quality and value perceptions (Marks & Spencer Group plc, 2025a). Reuters (2025) said that NielsenIQ data showed that M&S Food's grocery share in the UK hit 3.9 % in early 2025. Supplies were briefly disrupted up by a cyberattack, but the company kept growing and did better than some of its traditional competitors (BBC, 2025). This result shows that brand values and customer expectations are closely linked (Deszczyński, 2021).
[bookmark: _Toc214794901]Mission Statement and Values

[bookmark: _Hlk214198661]The company's mission is to be "the most trusted retailer, doing the right thing for our customers, with quality products at the heart of everything we do." This mission reflects the company's core values of quality, honesty, and service (Marks & Spencer Group plc, 2025b). Focussing on the customer, producing new ideas, and being environmentally friendly are some of the values that this goal is based on. M&S Food tries to run its business in line with these values by starting programs like Plan A, which aims to have net-zero carbon pollution and eco-friendly packaging by 2025 (Marks and Spencer ,2025 c). However, some consumer groups and experts in the retail industry question whether M&S's ethical claims are backed up by its actions. M&S sometimes sells special or unusual foods that must be shipped from other countries, which increases their carbon footprint (Grylls, 2025).
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Sustainable customer marketing relationships are ones that last a long time and are based on trust, social duty, and shared values between the business and the customer. In the long term, these relationships help businesses succeed because they keep customers coming back and build brand trust (Rastogi, Agarwal & Gopal, 2024).
Customer Relationship Management, or CRM, is the process of using plans and tools to make all interactions with customers better and more organised. CRM software helps companies learn more about their customers and serve them better, which increases customer happiness, efficiency, and sales. Both are important for businesses because they keep customers coming back and make them more money while cutting costs (Buttle and Maklan, 2019)
For M&S Food, the main way it collects data is through its Sparks loyalty program, which keeps track of millions of transactions and contacts with customers in both digital and real-world settings. With this much information, M&S can customise marketing messages, product deals, and come up with new lines like plant-based meals, which are in line with what customers want when it comes to health and the environment (Austin DeMarco et al., 2022; Retail Gazette, 2025). For example, M&S sees that there is a growing demand for ethical and wellness goods by looking at how people buy things. This leads to targeted campaigns and new products. This method shows how data drives customer-centred innovation, which is important for keeping relationships strong over time (Buttle & Maklan, 2019). However, M&S has problems with CRM and managing data. According to GDPR, recent cyberattacks have put M&S at risk of data breaches, which hurts customer trust and could lead to investigation and fines (BBC , 2025).Massive data collection depends on technology, and when systems fail or don't work together well, it can affect service and communication (Scroxton, 2025).Still, worries about data protection and too much marketing can turn off some customers, especially those who are older or less adept at using technology (Clarke, 2019; Urbanska, 2025).
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[bookmark: _Toc214794904]3.1
STP stands for segmentation, targeting, and positioning. In this marketing method, companies divide their market into groups with similar needs (segmentation), choose which group(s) to focus on (targeting), and then make a brand image that appeals to that segment (positioning) (Hanlon, 2024).

M&S Food divides its customers into groups based on their age, gender, lifestyle, and food preferences. This helps the company target key groups like health-conscious millennials and traditional family shoppers (Marks & Spencer, 2022). NielsenIQ (2025) reported that data-driven personalisation was a big reason M&S Food's market share grew. M&S divides customers into groups based on how sensitive they are to price changes. M&S has deals for people who want to save money and high-end items for people who want to treat themselves (Gollasch,2024). Using location-based data, M&S Food changes the types of products and layouts of stores based on the people who live in each area. For example, stores in the city hub focus on quick meals and food-to-go, while stores in the suburbs focus on family-sized portions and everyday groceries. This localisation strategy shows how collecting data directly affects operational decisions that make customers happier and increase the number of times they come (Buttle and Maklan, 2019). On a normal positioning map for food stores, M&S shows that it sells high-quality goods at moderate to high prices, which is different from discount supermarkets, which mostly focus on low prices.



[bookmark: _Toc214794905]3.2Differentiation and Marketing Mix
Michael Porter came up with Porter's Generic Strategies, which are three main ways for businesses to gain a competitive edge: cost leadership (having the lowest prices), differentiation (providing unique, high-quality goods or services), and focus (focussing on a specific market segment, either with a cost or differentiation edge). Being "stuck in the middle," which often means poor performance, is avoided by firms that pick and stick to one plan (De Bruin, 2021). M&S Food mostly uses a technique "differentiation." M&S does not compete on price; instead, it offers unique convenience items, high-quality, creative, and ethically sourced food, and great customer service. This helps the company be known for quality, trust, and good experiences, not just low prices (Marks & Spencer, 2020).
	7P Element
	What M&S Food Does
	How This Builds Customer Loyalty

	Product
	High-quality, tasty, and innovative foods, including ready meals and special diets.
	Shoppers trust M&S for good taste and variety, encouraging repeat visits.

	Price
	Premium prices with regular value offer and meal deals.
	Value deals plus quality make customers feel rewarded and want to return.

	Place
	Stores in convenient areas and online shopping with delivery partners.
	Easy access and flexible shopping fit busy lifestyles, so customers return often.

	Promotion
	TV adverts, social media campaigns, and the Sparks rewards program.
	Ongoing offers, rewards, and communication help customers feel valued and special.

	Process
	Fast checkouts, easy online orders, and smooth click-and-collect service.
	Hassle-free experiences earn trust and repeated business.

	People
	Friendly, helpful staff give advice and excellent service.
	Positive personal service makes shoppers feel cared for, building loyal connections.

	Physical Evidence
	Clean, modern stores, attractive packaging, and clear ethical labels and cues.
	The professional look and trust signals boost customer confidence and trust.
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Customer needs, Cost, Convenience, and Communication (Armstrong et al., 2020) are what the business is based on. 

	4C Element
	How M&S Food Meets This Need
	Effect on Customer Relationships / Critical Comments

	Consumer wants and needs
	Offers quality, tasty foods, ready meals, and healthy options.
	Builds loyalty with customers who value quality but may miss price-focused shoppers. Others (e.g. Aldi/Lidl) offer similar quality at lower prices (Webb ,2025).

	Cost to satisfy
	Premium pricing with some value deals (e.g. "Dine In" offers).
	Good value for quality seekers; budget-conscious shoppers might switch to cheaper supermarkets. Competition often wins on price (Webb ,2025).

	Convenience to buy
	Stores placed in city centres, travel hubs, and online ordering with delivery partners.
	Convenient for urban shoppers, but less coverage in rural areas than Tesco/Sainsbury’s. Competitors usually offer more locations and delivery (Briggs,2025).

	Communication
	Adverts (TV, social media), Sparks loyalty program, and regular messaging.
	Engages loyal customers and builds trust, but rivals (Tesco, Sainsbury’s) have more personalised offers and regular rewards (Briggs,2025).



[bookmark: _Toc214794907]3.4 Ethics, Sustainability and Customer Expectations

Ethics and Sustainability: What They Are and Why They Matter 
Isphahan and Tahir (2025) state that ethics means being honest, treating others fairly, and caring about the health of communities and the world. Sustainability means taking care of resources and people so that we can meet our wants without hurting future generations (University of Essex Library, 2023). Today's shoppers choose brands that do-good things (EOM, 2025), so these are important for earning their trust and confidence.
With the triple bottom line method, M&S looks out for three things: profit, people, and the environment. The business works hard to stay financially stable and responsible so it can make money. Its Plan A plan has saved £625 million since 2007 by cutting waste and improving efficiency (EOM, 2025). For people, M&S wants to be good to its workers and the people in its cities. Fair pay and safe working conditions are supported by the company, which helps boost morale and loyalty (EOM, 2025) and 72% of its suppliers say they are very happy to work with M&S. M&S tries to lessen its effect on the environment for the sake of the planet. Over 60% of its food sources do not send any waste to rubbish. New technologies like closed-loop fruit processing have gotten rid of all fruit waste, and 90% of it is now used again (EOM, 2025).

EOM (2025) says that M&S uses a Sustainability Scorecard to check how sellers treat workers, the environment, and fair trade. It now looks like the company is responsible and saves the environment because more than 60% of its suppliers do not send waste to landfills. More than 250,000 tonnes of waste have been cut. Some suppliers, though, find it hard to follow these strict rules, which could cause their costs to rise and M&S goods to cost more in stores (EOM, 2025). 

Fair pay and good working conditions are also checked by the Scorecard. According to M&S, 72% of supplier sites have high employee positivity. This means that a lot of workers think they are being treated properly. It's hard to keep an eye on all companies, and not all suppliers find it easy to follow the rules , but this helps shoppers who care about fairness trust the company(Fairtrade International, 2025)


As part of Plan A, M&S wants to be carbon net zero by 2040, sell more plant-based food, and cut food waste in half (Howes,2025). For these reasons, a lot of customers who worry about the environment trust M&S as a brand they can depend on. However, these high goals could lead to more expensive goods, and some shoppers do not want to pay more (Institute of Sustainability Studies, 2025). 
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People still know M&S Food for its quality, new ideas, and good ties with UK suppliers, all of which have helped it be successful for a long time. People trust the brand and value its goods, even though it faces problems like cyberattacks and tough competition from discounters like Aldi and Lidl, as shown by its sales and market share in 2025. As shown by Plan A and its environmental programs, the company's goal is to provide reliable, high-quality food while also being moral and caring for the environment. But some experts say that M&S's focus on high-end items might make it less appealing to shoppers who care about prices and make it harder to find rare or foreign foods. 

Programs like Sparks help M&S Food build relationships with customers by gathering information that is used to make offers more relevant to buyers and build personal relationships with them. This makes people loyal and brings in new goods, but it depends a lot on technology, which can be a problem when systems fail or privacy is compromised. M&S Food meets the needs of people who want high-quality, ethical, and convenient choices through marketing strategies like segmentation, targeting, and differentiation. However, it faces tough competition from supermarkets that sell similar goods at lower prices.
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