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[bookmark: _Toc99149866]Executive Summary  
Customer relationship management (CRM) improves quality systems in many organisations by streamlining marketing, sales, customer service, relationship building, consumer retention, and profitability. This report analyses external and internal factors, including Covid 19 that influenced Mark and Spencer (M&S) using secondary research and critically reviews CRM models to inform the best model for improving M&S’s quality and organisational success. It uses SWOT, Porter’s five forces, and marketing mix to evaluate these factors and their impact on relationship quality and performance to underpin the strategic decision. Key findings reveal that M&S’s internal factors include slow performance, lack of appropriate technology and flexible payment options, poor customer focus strategy, and lack of experience in e-commerce. These factors impacted its brand presence by influencing operational efficacy, service quality, customer experience, satisfaction, and loyalty, forcing customers to switch to competing firms, including Tesco, Sainsbury, and Next. It also reveals that M&S has a highly competitive rivalry and the threat of substitute products from competitors such as Tesco, Sainsbury, Next, and Zara aggravated by external factors such as Brexit, international trading restrictions across EU and China markets, the rise and need for e-commerce among consumers, and Covid 19 pandemic which influenced quality customer service, satisfaction, supply chain agility, and changed consumer shopping patterns.
Consequently, the report suggests operational and analytical CRM integrated with big data and integrated marketing communication (IMC) to boost M&S capabilities, particularly e-commerce efficiency, technological sophistications, solving customer related issues, and understanding consumer behaviour to ensure it aligns with trendy products and services across food and clothing customer segments. It reveals that while operational and analytical CRM streamline marketing, sales, and customer services, analytical CRM augments promotional strategies, product awareness, pricing, and other organisational processes, improving quality, customer loyalty, experience, and satisfaction, making it ideal for M&S. As a result, it recommends analysing the big data reports to expand the corporates fashionable capabilities, identify and solve customers’ issues, especially during the crisis, boosting customer loyalty, satisfaction, sustainable profits, and global expansion. However, the report acknowledges that analytical CRM raises privacy concerns that may harm M&S's brand image, customer relationship, and profitability. Therefore, the report suggests using sophisticated technologies and understanding user authenticity to strengthen data privacy, information sharing, and maintaining quality systems.   In addition, it affirms that adopting a flexible payment option, including electronic payments and continuously reinforcing its culturally diverse organisational culture to provide customer-centric products and services, will enhance M&S’s consumer satisfaction, commitment, and competitive advantage, thus improving sales and customer relationships. Other strategic recommendations include creating an omnichannel by using physical stores as online fulfilment centres for e-commerce, adopting strategic pricing based on consumers' affordability and quality, and collaborating with value-adding partners to augment e-commerce, service quality, operational efficacy, and relationship quality profitability.  


Organisation’s Quality Systems and Customer Relationship Management
1. [bookmark: _Toc99149867]Introduction
Appropriate customer relationship management (CRM) boosts marketing decision-making and quality production, boosting sustainability (Hong and Dong, 2021). It is a comprehensive tool that integrates organisational processes, human resources, and technology to understand customer relationships enhance sustainable growth and profitability (Gil-Gomez, Guerola-Navarro, Oltra-Badenes and Lozano-Quilis, 2020). Since its emergence in the 1990s (Hong and Dong, 2021), CRM has become the modern-firm driver for stronger competitive advantage, business efficiency, and organisational survival, particularly during the crisis by augmenting sales, marketing, and customer service, and understanding of customer and organisational behaviour (Gil-Gomez, Guerola-Navarro, Oltra-Badenes and Lozano-Quilis, 2020). In addition, the increasing internet has fastened CRM evolution and adoption in modern industries as an essential component of success. Its benefits include enhancing the firm’s ability to coordinate sales and marketing by reaching and retaining customers through strategic goals targeting long-term customer interaction by improving communication and customer service (Tien, Anh and Ngoc, 2021). It also centralises organisations’ records of customer data and transactions, thus facilitating information storage, availability, and management among stakeholders, customers, and the firm. Furthermore, it allows for a customer-centred perspective such as segmentation, advertisement and promotions that meet consumers’ needs and demands, thus building brand loyalty, improving customer experience, and enhancing profitability.
On the other hand, service quality processes enhance customer satisfaction and loyalty, improving sales and productivity. According to Rashid and Rokade (2019), the quality of service influences the customers' purchasing behaviour and repurchasing intention, accounting for diversified consumer expectations and purchasing habits, especially in the retail sector. These expectations compel firms to implement long-term cross-cultural competitive strategies to maximise operational efficacy, positive customer interactions, and profitability (Rashid and Rokade, 2019). Therefore, service quality indicators that influence the consumers' experience and purchasing power include the physical aspects such as store layout, pricing, payment options, and the brand’s problem-solving scope.
 In addition, personal interaction, excellent product quality, and variety of products influence customer satisfaction, purchasing, and brand loyalty (Rao, Saleem, Saeed and Haq, 2021; Rashid and Rokade, 2019). There for, the increasing customer satisfaction and positive experience reinforce the brand image through word-of-mouth advertisement and encourages repetitive purchasing, which expands sales and productivity (Ertemel, Civelek, Eroğlu Pektaş and Çemberci, 2021). 
 Nevertheless, due to cognitive, lifestyle, sensory, and emotional differences, the customer experience, satisfaction, and loyalty vary among consumers; therefore, this report analyses Mark and Spencer’s internal and external factors, including Covid 19, the customer relationship management models, including strategic, analytical, operational, and collaborative CRM, marketing mix to inform best organisational quality and CRM practices to enhance customer experience and satisfaction, brand loyalty, sales, and a sustainable competitive advantage. The report shall utilise Porter's five forces, SWOT analysis, and the marketing mix as comprehensive customer-centric marketing strategies to evaluate and recommend holistic crisis-based CRM approaches to improve Mark and Spencer’s customer interactions, quality performance, and organisational success. 
2. [bookmark: _Toc99149868]Company Context
	Marks and Spencer (M&S) or Marks and Sparks is a leading UK-based retailer established in 1884 by Michael Marks in Leeds (Hanno, 2017). It offers wide-ranging products and services, including food, clothing, home, and banking services in the UK and worldwide. The corporate has over 300 retail stores in the UK and 1509 stores with over 100 websites serving about 30 million customers globally. In addition, according to the strategic report (2021), M & S has 70000 employees across its retail stores, customer support centres, and warehouses (strategic report, 2021). Its vision is to provide great value, quality, and services to consumers across its product lines and ensure the availability of products that improves customer experience and meets their demands (Hanno, 2017; strategic report, 2021).   
3. [bookmark: _Toc99149869]Internal and External Factors
Marks and Spencer face numerous external and internal factors, including strategic challenges induced by the Covid 19 pandemic, impacting quality systems and customer control.
[bookmark: _Toc99149870]3.1. SWOT Analysis
[bookmark: _Toc99149871]3.1.1 Strengths 
M&S' strengths include a strong brand by offering high-quality products and services to its customers and effectively responding to the latest industry trends, thus ensuring its profitability, customer satisfaction, and loyalty (Hanno, 2017; strategic report 2021). It also maintains a proper employee relationship by providing a safe working environment to boost employee satisfaction, job performance, and effective customer service (strategic report 2021). In addition, according to Schleper, Gold, Trautrims and Baldock (2021), the company has an outstanding supplier collaboration and reputation that ensures a continuous supply of products that meets its customers’ needs, creating a competitive advantage and sustainable development. Furthermore, according to the M&S strategic report (2021), the corporate's good leadership and an organisational culture that promotes diversity, personal development, inclusion, non-discrimination, and team building ensure its productivity and quality customer services.
[bookmark: _Toc99149872]3.1.2 Weaknesses 
Despite the above notable strengths, Marks and Spencer faces myriad challenges that influence quality customer service and control, including the covid 19 related supply chain shocks impacting the consumer behaviour and interactions (Schleper, Gold, Trautrims and Baldock, 2021). They also establish that the pandemic influenced M&S’s cash flow and payment decisions due to safety concerns worsened by lack of payment flexibility, thus negatively affecting its supply chain resilience and competitive advantage. In addition, its strategic report (2021) indicates that while the corporate has a historically slow performance caused by lack of spending and inability to lower its waste, poor store layout and transformation to modern marketing impact its market prosperity and customer loyalty. Overall, Hanno (2017) reveal that M&S's major weaknesses are overreliance on local suppliers, poor customer service, management, and focus, lack of technological advances and flexible payment options, and traditionally ineffective store layout and inventory management, thus impacting successful operations and customer relations.
[bookmark: _Toc99149873]3.1.3 Opportunities 
Marks and Spencer have several opportunities in the retail industry, including expanding and transforming its online operations to target customers within the various segments and improving performance, customer satisfaction, and productivity. Therefore, the organisation can enhance online retailing by efficiently creating fulfilment centres for online orders to meet customer demands (strategic report (2021). For instance, Hanno (2017) indicate that M&S can focus on clothes customer segment according to age groups, including introducing kids and teenage wear to effectively utilize the globalization of fashion to enhance its productivity and global expansion. 
[bookmark: _Toc99149874]3.1.4 Threats
The retail sector is a competitive environment; thus, the corporate faces tough competition from other retailers, including Tesco, Zara, Sainsbury, Gap and top shop (Hanno, 2017), which influences their pricing, increasing economic cost aggravated by price pressures, adversely impacting operational efficiency and overall corporate performance (strategic report, 2021). In addition, it affirms that these macroeconomic indicators instigated consumer uncertainties, shifting purchasing patterns, and the company’s ability to predict and mitigate customer related issues, thus impacting recovery and productivity. Furthermore, Brexit heightened economic costs and trading complexities across the European Union market, heightening future uncertainties affecting corporate performance. In addition, according to Hanno (2017), increased technological advances, especially e-commerce enhances customers' experience at the comfort of their homes and allows for rapid response to the ever-changing fashion industry; therefore, customers are likely to switch to best-performing competitors. For instance, Schleper, Gold, Trautrims and Baldock (2021) reveal that Covid 19 pandemic reduced in-store purchasing significantly due to the increased online marketing preference and customer requests, especially in the grocery stores, thus impacting corporate performance.     
[bookmark: _Toc99149875]3.2 Porter’s Five Forces 
[bookmark: _Toc99149876]3.2.1 Competitive rivalry 
M&S faces high competition in both its food and clothing sectors, influencing its sustainable consumer base and performance. For instance, while Next challenges its market share in the clothing sector, Tesco and Sainsbury influence its success in the food industry (Hanno. 2017). Major competitive market-based setbacks include costly pricing strategies to counter cheaper rivals such as Zara, Next, and Primark (Linh and Oe, 2020) and attract and retain customers, which instigates production cost and interferes with product quality. They also pose issues adjusting to the fashion trends such as e-commerce and consumer preferences, unlike its major competitors accounting for the changing customer behaviour and negative quality perceptions (strategic report, 2021).  
[bookmark: _Toc99149877]3.2.2 Customers' bargaining power 
Corporate customers have higher bargaining power due to many retailers in the food and clothing industry. This trend means that consumers prefer products and services that best satisfy their desires by switching between retailers at low or no cost; therefore, the firm requires revolutionary approaches to pricing, customer relationship building, and satisfaction, placing them at higher risk than close competitors. For example, Linh and Oe (2020) indicate that competing firms such as Zara standardised the dynamic fashion concepts by fastening their turnover and producing short-life products to lower costs and ensured an innovative supply chain, thus remaining productive. Overall, the M&S customer experience is low, negatively impacting brand loyalty and customer satisfaction, accounting for the switching behaviour among consumers in both clothing and food market segments.       
[bookmark: _Toc99149878]3.2.3 Supplier bargaining power
Marks and Spencer has a low bargaining power of suppliers by sourcing from local and foreign suppliers for essential products, unlike its competitors, thus increasing its profitability driven by low supplier switching costs (Hanno, 2017). In addition, its strategic report (2021) confirm that M&S have a stable and broad supply chain network, which provides a sustainable availability of products and services for its customers, thus creating a competitive advantage. Nevertheless, it also acknowledges that some customers perceive that the corporate store estate is declining, thus impacting the customer shopping experience, satisfaction, and loyalty, negatively affecting quality performance. Similarly, Schleper, Gold, Trautrims and Baldock (2021) establish that Covid 19 Pandemic heightened supply chain disruptions of major products and services worsened by government regulations, changes in demand and supply patterns (consumer behaviour), and lack of constant supply of essential products, prompting customers to switch retailers to close competitors. Therefore, the organisation faced decision making challenges, particularly in identifying the most appropriate supplier, impacting its supply chain agility and customer service (Schleper, Gold, Trautrims and Baldock, 2021).  
[bookmark: _Toc99149879]3.2.4 The threat of new entrants 
Marks and Spencer have a medium threat of new entrants in the retail industry due to the high initial cost required to level up well-established firms like M&S, thus ensuring its profitability and customer base. Hanno (2017) reveals that its reputable brand image, high customer loyalty, and diversified yet high-quality products make it difficult for entrants to replicate and sustain in clothing and food customer segments. However, the increasing demand for e-commerce, including online delivery of products due to the Covid 19 pandemic, provides an opportunity for e-commerce disruptors in the retail sector, influencing customer retention, experience and productivity (strategic report 2021). In addition, diversification of existing retailers such as Tesco and Sainsbury impact its performance and market share.
[bookmark: _Toc99149880]3.2.5 The threat of substitute products
M&S has a high threat of substitute products from key competitors (Tesco and Sainsbury), which provide a wide range of substitute products at a reduced cost, thus challenging customer retention and organisational success. According to Hanno (2017), customers are sensitive to industry trends and price; therefore, they often prefer imported and trending substitutes at lower costs from competing retailers rather than shopping at M&S, forcing the corporate to lose its customer segments, especially in the clothing sector. For example, Linh and Oe (2020) reveal that although M&S enjoys a strong consumer base, particularly among the high-street customers, most customers perceive the brand as outdated and not-so-favourable medium price and quality product that only targets the middle-aged customers' segment providing little choices for other consumers, which impacts its effective customer management, enhancing their experience and satisfying their dynamic needs. This evidence implies that the corporate has a relatively high threat of substitute products from other high-street retailers, online competitors, and other cheap rivals, plunging its sales profits and threatening customer retention (Linh and Oe, 2020).   
4. [bookmark: _Toc99149881]Critical Review of Customer Relationship Management Systems 
An appropriate CRM model brings value to a business by improving its ability to produce quality products that meet the customers' needs and augmenting effective management of organisational processes, ensuring efficiency (Tien, Anh and Ngoc, 2021). There are numerous CRM models such as strategic, analytical, operational, and collaborative CRM that organisations can leverage to enhance their customer experience.
[bookmark: _Toc99149882]4.1 Operational CRM
Operational CRM is a holistic management tool that streamlines the firm's processes, including sales, marketing, and service delivery using automatic systems that capture, generate, and convert leads into contacts to ensure operational efficacy throughout the customers’ lifecycle (Tikku, 2020). For instance, sales automation helps organisations standardise their processes to acquire and manage new and existing customers, thus effectively meeting the consumers' needs and increasing sales. In addition, Tikku (2020) emphasises that this CRM requires appropriate lead management, quote-to-order, and appropriate sales forecasting to achieve desired outcomes. It also entails automating marketing and campaign processes such as approaching customers using digital or social media extensions such as emails, face to face, phone calls and other ads-based communication on social media to enhance customer outreach.
Furthermore, the operational CRM ensures service automation, enabling organisations to retain customers by providing quality services, establishing the best relationships, solving related customer problems, improving their shopping experience satisfaction, and ensuring appropriate label and quality management using the key performance indicators (Almohaimmeed, 2021; Tikku, 2020). Nevertheless, Anshari, Almunawar, Lim and Al-Mudimigh (2019) indicates that successful marketing, sales, and service delivery automation is contingent on big data analytics and the firm's ability to customise these processes to fit potential customers.
[bookmark: _Toc99149883]4.2 Analytical CRM 
Analytical CRM is the key component of CRM application that enables leadership, sales and marketing, and support personnel to identify and adopt the best way to better customer experiences, creating a competitive (Hong and Dong, 2021; Tikku, 2020). According to Anshari, Almunawar, Lim and Al-Mudimigh (2019), big data analytics is a central CRM strategy that ensures organisations remain updated and respond to the dynamic customer buying decisions, thus boosting notable adjustments in the pricing, value, and operational costs to ensure long-term relationships with customers. Their study reveals that big data analytical tools such as Apps yield notable success in financial, healthcare, IT, and retail institutions accounting for 38.2 per cent in the marketing and sales department, which confirms its efficiency in enhancing the firms' quality building effective customer interactions.
Therefore, the analytical CRM boosts sales and transactions augments promotional strategies and product awareness to build customer loyalty, experience, overall satisfaction, and productivity (Anshari, Almunawar, Lim and Al-Mudimigh, 2019). However, although big data adds value to the business model, improving the quality of products and services, the customer experience, perception, and the brand image, across diverse sectors, including financial, IT, healthcare, and retail, integrating big data analytics with CRM elements such as analytical operational, and strategic components requires appropriate expertise, user experience, personal support, and user-friendly tools to optimise its productivity (Anshari, Almunawar, Lim and Al-Mudimigh, 2019). 
[bookmark: _Toc99149884]4.3 Strategic CRM
Strategic CRM is a customer-centric organisational strategy that targets specific customer segments to reach and retain the most profitable customers, thus ensuring business productivity and efficiency within the particular customer segments. However, according to Hong and Dong (2021), this model requires a customer-centric organisational culture that dedicates itself to valuing its customers by creating, adding value, and delivering quality products and services that surpasses its competitors, thus creating a stronger and more sustainable competitive advantage.   	
[bookmark: _Toc99149885]4.4 Marketing Mix and CRM Efficiency
A marketing mix is a comprehensive framework that emerged in the 1960s to analyse consumer behaviour, marketing research and operational planning (Abdul Lasi and Mohamed Salim, 2020). According to them, the principal variables or the 4Ps (product, price, place, and Promotion) can influence the consumers' behaviour, allowing firms to predict sales and build customer loyalty, especially in the e-commerce sector, which requires integrated marketing communications (IMC) using social media platforms. For instance, the model enhances viral marketing user privacy, customisation and personalisation of marketing activities and information sharing across specific market segments, thus improving profitability and customer experience (Abdul Lasi and Mohamed Salim, 2020). Therefore, the product and price elements attract customers and influence their willingness to purchase and repurchase the product depending on its ability to satisfy their needs, perceived quality, bearable and cost dynamics (Al-Zyoud, 2019). In addition, according to Abdul Lasi and Mohamed Salim (2020) and Al-Zyoud (2019
Moreover, Promotion improves sales by augmenting direct marketing, public relations, and IMC plans, thus enhancing customer satisfaction. For instance, a study conducted in Jordan found that the marketing mix improves CRM reliability, responsiveness, customer interaction, and organisational performance by offering quality products and services to specific customer segments, thus satisfying their needs instigating customer retention and strong brand name (Al-Zyoud, 2019). This evidence makes it ideal for integration with CRM to enhance corporate performance and quality customer relationships.
5. [bookmark: _Toc99149886]Model Selection 
The above review establishes that while CRM elements enhance firms’ productivity and relationship quality, analytical CRM with big data augments operational and other CRM models; therefore, it is ideal for driving organisational success. For instance, an empirical study in the banking sector (Almohaimmeed, 2021) revealed that analytical CRM positively correlates with operational, strategic CRM and customer satisfaction; therefore, M&S can adopt analytical CRM and leverage it to enhance service quality and access, employee and customer behaviour, and relationship quality characterised by trust and commitment, thus improving its customer retention strategies which will establish a sustainable competitive advantage, especially during a crisis such as Covid 19. Similalry, Anshari, Almunawar, Lim, and Al-Mudimigh (2019) found that using big data analytics in customer service delivery helps organisations such as Amazon analyse and execute marketing programs, accounting for its effectiveness in both instore and e-commerce. They emphasise that these technologies enhance organisations’ information-sharing potential and ensure that appropriate marketing content reaches the target consumers through specific advertisements across diverse social media channels, thus profitability and service quality. For instance, Tien, Anh and Ngoc (2021) establish that using CRM to increase the customer base by 5 per cent can raise profits from 25 per cent to over 100 per cent, accounting for FTP's return rate of over 90 per cent and expansion from 250 to 500 stores after implementing CRM, thus confirming its success in other retail supermarkets. 
Similarly, Linh and Oe (2020) establish that the CRM strategy and its e-commerce potential can enable M&S to expand and prosper in foreign markets such as China with mobile-first and e-commerce consumer shopping behaviour that enabled e-retailing giants such as Alibaba to emerge and challenge foreign-based firms' consumer base and productivity. However, automating processes such as payment using e-payment methods enhance the productivity of e-commerce (Linh and Oe, 2020). For example, Rashid and Rokade (2019) found that a payment method significantly impacts customer satisfaction, indicating that customers prefer effective, time-saving, and convenient payment options, thus impacting their perception, experience, and satisfaction, especially in the retail sector. Furthermore, the M&S strategic report (2021) indicate that e-commerce proliferation to respond to Covid 19 pandemic impacted its performance and customer satisfaction, especially in-store operations forcing it to switch to online marketing. 
Therefore, Linh and Oe (2020) indicate that retailers should embrace an omnichannel business model by integrating online and offline marketing to improve customer experience, satisfaction, and loyalty. However, due to the dynamic customer behaviour, especially during the e-commerce era (Linh and Oe 2020), customers will prefer an omnichannel that best satisfies their needs. Similarly, Abdul Lasi and Mohamed Salim (2020) establish that the website design and layout, site navigation, and search experience influence customers' preferences for e-marketing. In addition, Rashid and Rokade (2019) indicate that customers may perceive a good store layout, service design, and other physical components such as hygiene and parking space as service quality markers, shaping their shopping experience and purchasing decisions. Therefore, Abdul Lasi and Mohamed Salim (2020) establish that achieving a quality customer relationship and organisational success requires using an appropriate marketing mix communication with CRM approaches as sales promotion and effective relationship building tools to establish a customer-brand relationship (CBR) and good performance. For example, Al-Zyoud (2019) found that an appropriate marketing mix with strategic price, promotion, place, and product (4Ps) adjustments improves CRM efficiency by transforming the organisations' responsiveness to customer needs by providing prompt and quality products and services, drawing their attention, improving user their shopping experience, and eliminating inconveniences that would otherwise impact the brand image and sales. Similalry, Gil-Gomez, Guerola-Navarro, Oltra-Badenes and Lozano-Quilis (2020) emphasise that embracing analytical CRM can promote innovation across multiple organisations, including SMEs, thus justifying its efficacy. 
Furthermore, Schleper, Gold, Trautrims and Baldock (2021) reveals that strategic collaboration with suppliers during the pandemic was one of the most appropriate agile supply chain components that ensured the sustainability of firms' during the Covid-19 induced supply chain shock, enabling them to adapt to the new normal. This evidence implies that collaboration is a holistic strategy that drives organisational success by ensuring seamless relations with customers, suppliers, employers, and other relevant stakeholders involved in the production, marketing, distribution, and other services to the end-user. Nevertheless, Anshari, Almunawar, Lim and Al-Mudimigh (2019) establish that analytical CRM with big data raises user privacy concerns across social media channels, weblogs, transactions, and digital marketing content; thus, when handled inappropriately, can harm the brand image, customer loyalty, and overall sales, which implies that organisations should strengthen their data privacy and information sharing potential to sustain quality customer relationships.
6. [bookmark: _Toc99149887]Recommendations
 The analysis reveals notable successes in analytical CRM integrated with big data analytics; therefore, M&S should revolutionise its slow-performing e-commerce retailing (strategic report, 2021) using and decision-making to understand its consumer shopping behaviour and expectations and optimise its value creation to enhance their experience and satisfaction, surpassing key competitors such as Sainsbury and Tesco in providing trending products and services to manoeuvre the pandemic, future similar crisis, and expand internationally (Anshari, Almunawar, Lim and Al-Mudimigh, 2019). It also recommends analysing the big data reports to expand fashionable capabilities, identify and solve customer issues, especially during the crisis, boost customer loyalty, satisfaction, sustainable profits, and global expansion.
 In addition, M&S should adopt sophisticated technologies and leverage analytical CRM to target a diverse consumer base, including women and millennial customer segments through appropriate market positioning with selective and high-quality brands such as stylish female wear and Autographs that provide seamless customer experience and satisfy them beyond the competing Chinese-based apparel industries, thus, exploiting the Chinese customers’ perception of high quality and value for money western products and services, to improve productivity (Linh and Oe, 2020). 
In addition, Marks and Spencer should understand user data authenticity and operational effectiveness by creating awareness, training their support staff effectively, and adopting user-friendly technologies, including mobile Apps to enhance comprehensive consumer behaviour analysis and customise products and services to align with specific target segments, thus improving customer experience, satisfaction, and retention. It can also leverage analytical CRM to develop pioneering and success-oriented ideas, policies, and practices that can transform its operations, including good manufacturing practice, effective customer segmentation based on age, lifestyle, and income and augment strategic marketing, particularly price setting, information sharing, and extensive advertising, thus reaching new customers, maintaining good relationships with the existing consumers, and create a strong brand image to overcome the threat of substitute products from Tesco and Sainsbury (Gil-Gomez, Guerola-Navarro, Oltra-Badenes and Lozano-Quilis, 2020).   
Furthermore, Marks and Spencer should move from strict payment options that impact their transactions, especially during Covid 19, which raised concerns of safe cash (Schleper, Gold, Trautrims and Baldock, 2021) by continuously embracing flexible payments such as instalments (Clearpay), buy now, pay later (Klarna), and omnichannel payments (Ingenico) (Linh and Oe, 2020) as well as accepting other electronic payment options across their retail stores to improve customer experience, brand image, and organisational success. The corporate should also enhance its store layout, service design, and expand its omnichannel capabilities by setting up offline fulfilment centres for online orders to enhance outreach to desired customer segments, especially the young generation that dominate digital marketing, thus boosting customer experience and satisfaction (Linh and Oe 2020). For instance, it can develop appropriate marketing mix strategies by integrating and adjusting the 4Ps with total quality management (TQM) practices to enhance reliable, responsive, and quality products and effective handling of customer complaints to establish long-term relationships, sustainable competitive advantage, and profitability (Al-Zyoud, 2019).
Moreover, M&S should continuously embrace value-driven buyer-supplier collaboration to ensure a sustainable supply of essential and quality products to overcome the crisis effects such as panic purchases and satisfy the consumer demands, thus promoting profitability and stronger competitive advantage (Schleper, Gold, Trautrims and Baldock, 2021). It should also share sensitive information, risks and develop an appropriate reward system among buyers and suppliers to ensure holistic buyer-supplier collaboration, especially during the crisis, to boost superior performance and eliminate product uncertainties to boost customer loyalty and overall productivity (Schleper, Gold, Trautrims and Baldock, 2021). 
Furthermore, Rao, Saleem, Saeed and Haq (2021) establish that consumers' perceptions of uncertainty, reliability, value impact their experience, satisfaction, and future buying intention. Therefore, M&S should collaborate with strategic and famous fashion designers in the clothing and home sectors to provide quality products and services that can win customer loyalty and establish a brand image that can compete with fast-fashion designers, including Zara and H&M and Chinese Highstreet retailers such as Zara (Linh and Oe, 2020). In addition, it can leverage its culturally diverse organisational culture to integrate into local and international markets effectively by providing customer-centric products. Marks and Spencer can also adopt targeted pricing based on consumer’s affordability and quality and embrace electronic payment (Linh and Oe, 2020) and use social media tools such as Chatbots to enhance user and service personnel interaction, support, brand image, and sales (Abdul Lasi and Mohamed Salim, 2020).

[bookmark: _Toc99149888]



Conclusion

A holistic CRM enables organisations to build and sustain a competitive advantage to navigate the impact of crises such as Covid 19 by enhancing customer experience, satisfaction, and loyalty. This report indicates that despite having a strong brand presence and low bargaining power of suppliers, strengthened by good supplier relationship, M&S has many internal factors, including lack of appropriate technology and flexible payment systems, poor customer focus, slow performance, and lack of experience in e-commerce. These factors impact its operational efficacy, service quality, customer experience and satisfaction, brand presence, and loyalty, prompting customers to switch to competing e-retailers such as Tesco, Sainsbury, and Next. External factors include stiff competition from Tesco, Next, Zara, and other firms, thus, impacting pricing, heightening customer sensitivity, and changing shopping patterns and worsening the firm's risk of substitute products. In addition, increasing technological advances and e-commerce in the retail industry impact its customer bargaining power and overall productivity. In addition, Brexit, international trading restrictions in the EU and China markets, and Covid 19 pandemic influenced its supply chain agility, quality customer service and satisfaction, proliferating e-commerce which changed consumer shopping patterns. Therefore, operational, and analytical CRM integrated with big data and integrated marketing communication (IMC) will augment its technological capabilities, e-commerce efficiency, understanding consumer behaviour, solving customer-related issues, and ensuring fashionable products across its customer segments. In addition, comprehensive supplier and strategic partner collaboration and timely information sharing will enhance marketing, sales, and operational efficiency to satisfy customers, improve their experience and loyalty, create a strong brand image, a sustainable consumer base, and competitive advantage. 
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