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[bookmark: _yjgkahs90hmg]1. Task 1  Organisational Overview
[bookmark: _gdtb2vksk15m]1.1 Historical Development and Evolution
Marks and Spencer (M&S) has been in operation since the year 1884 by Michael Marks and Thomas Spencer in Leeds, making it one of the most reliable retailers in the United Kingdom. The company joined the food market in the 1930s, and its main direction was to provide quality products and rely on the principle of value of money. The M&S Food has transformed over the decades to be a contemporary omnichannel retailer that incorporated online-based and convenient formats, overcoming the role of a traditional brick-and-mortar grocer. The division has differentiated itself through the introduction of ready to eat meals, luxury groceries, and contracted sourcing programmes of sustainable sourcing (Ferrer-Estévez and Chalmeta, 2023). Its digitalization of its operations, such as the 2020 partnership with Ocado, was also a strategic move to shift towards hybrid retailing--a mixture of physical and online experiences to comply with evolving consumer demands. Traditionally, the presence of customer trust, ethical sourcing, and focus on quality has been part of the brand and has been at its core of competitive advantage.
[bookmark: _m6rklxvq1mmq][bookmark: _Hlk214874098]1.2 Current Market Position
M&S food occupies a high-end market in the UK grocery industry, competing with other large retailers like Tesco, Sainsbury, and Waitrose. Along with the orientation towards innovation and sustainability, M&S Food controls around 4.2% of the UK grocery market according to Kantar data (2024), which is a stable growth. This has seen the company record steady growth in food revenues despite market instability and inflationary pressure due to its well-developed portfolio of strong private-label and high brand loyalty (Guo et al., 2023). The food business is the most profitable unit of the company that makes a big contribution to the performance of the overall group. Its quality brand and its ethical conduct are unlike those of its competitors in the mass-market where it is perceived that it is a too clean and well-known premium food retailer, which can match quality and responsibility.

[bookmark: _xzx2w7516mmh]1.3 Mission and Values Alignment
Also strategic in nature is the mission of M&S, which focuses on making each moment special, as this is a way of expression of customer-centricity and sustainability. This philosophy guides M&S Food in its customer relationship marketing, and hence all the interactions are characterised by quality, innovativeness, and moral accountability (Urdea et al., 2021). The company is driven by core values which include integrity, inspiration, and innovation in the relationship with the customers and the stakeholders. The fact that these values have been incorporated into product development and service delivery e.g. the Plan A sustainability effort demonstrates that corporate mission and the expectations of customers have long been in line. As a result, the mission of M&S Food does not only help to reinforce the market image, but also creates the basis of the long-lasting and mutually beneficial customer relations.
[bookmark: _1tgu88glcym6][bookmark: _Hlk214874159]Task 2  Data and Customer Relationships
[bookmark: _f4wsmmoizh03]2.1 Role of Data Collection and Analysis
Data is the basis of sustainable customer relationship management (CRM) in the modern retail setting. The M&S Food has adopted the use of data-driven marketing by the Sparks loyalty programme, which offers insights on the customer preferences, purchase behaviour, and visits. With first-party and behavioural data, the company can segment, predict demand, and customise offerings (Vágási et al., 2003). The Sparks card can also give information on both-offline and online purchases so that M&S can enhance product lines and customer experience. The data accuracy is improved through the application of the digital touchpoints, such as mobile applications, online accounts, and digital receipts, facilitating active feedback. Such systematic data collection is allowing M&S Food to switch to the relational engagement of marketing rather than the transactional marketing, which breeds loyalty by increasing relevance and personalisation (Gil-Gomez et al., 2020).
[bookmark: _jl3ubd5cqiaq][bookmark: _Hlk214874190]2.2 Data-Driven Decision Making
The use of data analytics assists in decision-making on both operational and marketing strategies of M&S Food. Through purchase behaviour and demographic profiling, the company determines Customer Lifetime Value (CLV) to target lucrative segments as well as enabling resource allocation. The forecast of demand, efficient stock level, and minimisation of food waste are all considered with predictive analytics tools, which is aligned with the operational efficiency and sustainability considerations (Das and Hassan, 2022). The data intelligence could be practised through the creation of personalisation of digital offers and email campaigns. The customers are offered personalised discounts, recipes, and sustainability news that are in accordance with their lifestyles and shopping habits. Moreover, its integration with CRM software allows monitoring the engagement with the customers in real time and quickly responding to the shifts in behaviour or sentiment. These practises are a data-centric culture in which information is restored into strategic value to increase retention and profitability.
[bookmark: _oimanmjdnb50]2.3 Data Ethics and Sustainability
Consumer trust will be achieved by the ethical handling of information. M&S Food conducts its operations within the framework of the full implementation of the General Data Protection Regulation (GDPR), which guarantees that the data about customers is gathered and further processed in a transparent manner. Consent platforms have been entrenched in all the digital platforms and customers have been educated on the ways in which their data is used to improve services. M&S also reinforces its ethical culture by orienting on privacy which value promotes responsible and upright behaviour (Das and Hassan, 2022). Data use ethically also serves to create sustainability; the data analytics insights assist the company to recognise the areas in which it can make waste cuts, sustainable packaging, and effective coordination. Indicatively, through predictive modelling, M&S has minimised excess stock within the perishable category, which brings the operation practise and environmental stewardship in line. Importantly, although customer experience improves through data collection, overdependence on the digital profiling process may threaten to lose privacy-sensitive customers. Therefore, the company needs to be balanced in terms of data usefulness and ethical openness to avoid losing long-term loyalty and brand equity (Li et al., 2023).
[bookmark: _tr0lycdz6phh]3. Task 3  CRM Strategy Analysis
[bookmark: _o06opungubg]3.1 Segmentation, Targeting and Positioning (STP)
Ensuring the CRM strategy of M&S Food is based on effective segmentation and targeting. Its brand is mainly targeted towards quality-conscious, convenient, and ethically sourced middle-income professionals and families. It also aims at health and sustainability conscious customers with activities like the plan kitchen line and the eat well labelling programme. Using the STP framework by Kotler, M&S uses this understanding to segment its market based on the social, psychological as well as behavioural aspects to fit the communications. The positioning of the brand as a credible premium food seller is also a distinguishing factor between it and its low-end competitors because it focuses on high quality and responsible food consumption (Alhumud and Elshaer, 2024). The pricing competition has been replaced with strategic focus on emotional value that establishes stronger relationship ties. This top-tier positioning, however, is something that needs sustained innovation that can underpin the perceived worth to offset the changes in cost of living. The dilemma is between exclusivity and inclusivity to attract shifting consumer segments without reducing brand equity.
[bookmark: _2snz6cc6jdrx]3.2 Market Differentiation through the Marketing Mix
The differentiation strategy of M&S Food is based on the marketing mix. The company is still characterised by product excellence. The company provides an extensive assortment of the high quality of its own label brands that strengthens brand integrity. The development of innovations like the Plant Kitchen line shows that it is sensitive to trends in increasing demand for plant-based and sustainable options. Most of the price strategy is based on the value-for-quality principle and not on cost leadership (Khattak et al., 2024). Even though prices are usually higher than those of the competitors, customers see excellent quality as a virtue with a high price. Accessibility will be guaranteed by the introduction of periodic promotions and reward schemes (Sparks); however, brand prestige will not be neglected. Regarding place, M&S Food has an omnichannel presence due to convenience outlets and stores, as well as online delivery through Ocado, which also ensures convenience and accessibility. Promotional campaigns further enhance the emotional attachment between brand and customer most notably the This is not just food; this is M&S Food campaign that links consumption and indulgence and trust. The marketing mix, when combined, incorporates both tangible and emotional value, which helps in the maintenance of long-term differentiation and loyalty.
[bookmark: _sfjbomnajg1y]3.3 Meeting the 4Cs of Customer Needs
The positioning of M&S Food through the marketing strategy is closely tied to the concept of 4Cs, Customer Solution, Customer Cost, Convenience, and Communication integrated by Lauterborn as another interpretation of the 4Ps. Through its products, the company provides customer solutions by ensuring healthy, premium, and sustainable products that tap various needs in the diet (Acheampong et al., 2023). The Eat well logo also makes it easy to make healthy decisions and the use of locally grown produce attracts the ethically conscious customer base. In terms of customer cost, M&S is softening its high pricing due to loyalty in terms of benefits and promotion, which makes the pricing be perceived as fair. The mobile technology, the click-and-collect services, and the home delivery have enhanced convenience. The Sparks application, in its case, simplifies the transactions and allows rewarding interaction. Communication has developed as a two-way communication through social media tools as opposed to traditional advertising. M&S engages with customers directly through the mediums like Instagram and X (formerly Twitter), responding to feedback, and brand values. The brand has achieved success by meeting the 4Cs, thus demonstrating that the brand has successfully transitioned to a relational marketing paradigm even though constant changes are necessary to ensure the company keeps up with the competitive digital marketing environment (Mansour et al., 2025).
[bookmark: _enzvjfa2w24d][bookmark: _Hlk214874327]3.4 Ethical and Sustainability Practices
The moral and strategic core of the relationship marketing at M&S Food is made up of ethics and sustainability. Plan A, which was initiated in 2007, represents the desire of the company to be responsible in its supply chain operations. The programme facilitates carbon neutrality, fair trade sourcing, and reduction of wastes. M&S Food also makes sure that all its tea and coffee are Fairtrade certified, and it tries to get rid of single-use plastics, which shows sensitivity to the environmental issues. The company is also a firm investor in the welfare of the suppliers and there are the ethical labour practises in the international sourcing networks of the company (Khalufi et al., 2025). These policies touch the socially responsible consumer, building upon beliefs and followership. Moreover, brand storytelling is also supported by sustainability programmes, including transparent reporting and community outreach programmes. Of paramount importance, although the success of M&S Food in their ethical sourcing practise is admirable, the company has difficulties in expanding sustainable operation at a cost enviable without jeopardising the low costs. The factors of profit maximisation, environmental and social responsibility are still by way of a test of both authenticity and endurance.
[bookmark: _1n2vcz40k5es]3.5 Customer Centrality and Long-Term Loyalty
The central focus of CRM in M&S Food is customer centrality. Diverse enduring associations are established with its customers; it promotes emotional attachment, excellent service, and moral correspondence. The way the Loyalty Ladder model can be applied is reflected in the way of converting one-time customers into the brand advocates. The loyalty is developed because of the regularity of the products quality, because of the personal treatment and the mutual values. The Sparks loyalty programme is based on the overall purchases and involvement with initiatives related to sustainability, which contributes to reinforcing the repeat behaviour. In addition, M&S uses mechanisms of customer feedback -like surveys and social media listening, to fine-tune the offerings in the moment. This participative model makes customers feel appreciated and listened to as a way of resulting in improved satisfaction and retention (Liu and Huang, 2024). However, customer centrality needs to evolve constantly with specific reference to online retailers like Aldi and Lidl growing their presence both online. The strategic challenges that face M and S are that it needs to ride on its traditional brand of trust and quality leveraging the adoption of technological advancement to remain relevant and enhance the emotional attachment in a highly competitive marketplace.
[bookmark: _9qafp7ymqyct]4. Task 4  Conclusions and Recommendations
[bookmark: _y0tv57y7wsxs]4.1 Key Conclusion
Marks and Spencer Food is one of the examples that demonstrate how a mature retail brand can core sustainable customer relationship marketing into its strategy. The focus of the company on analytical decision-making, ethical operations, and the focus on the customer makes it resilient in a dynamic market. M&S Food builds on the customer trust and long-term loyalty by means of initiatives like Sparks loyalty programme, Plan A sustainability framework, and digital engagement strategies. The quality, transparency, and innovation of the brand are the major points of differentiation and allow it to remain at a premium positioning despite saturation of the market. Nonetheless, to have a competitive edge, it is important to invest in technological capabilities on an ongoing basis and the ability to respond to changes in consumer values especially in terms of sensitivity to price and digital convenience.
[bookmark: _fl1exmc8vh2]4.2 Recommendations
As a way of enhancing sustainable customer relationships, the M&S Food ought to integrate data more than it has and develop customer facing touchpoints in one direction forming a single perspective of consumer behaviour. Investing in personalisation being driven by artificial intelligence will make predictive targeting and customer satisfaction more significant. The firm should also promote their engagement in sustainability activities, including the provision of Sparks rewards on environmentally-friendly shopping. Diversifying brand perception through increasing influencer relationships and social contacts would facilitate reaching younger audiences. With the help of integrating advanced analytics with ethical marketing and open communication, M&S Food can also sustain loyalty that would no longer be built on the emotional and experience build, but rather on mutual responsibility and long-term sustainability.
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