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[bookmark: _Toc214452796]Introduction
This report will examine how the customer relationship marketing practices are influencing the organisational performance at M&S Food, with a focus on the sustainable customer relationship, retention and loyalty. The report evaluates the keys strategic areas, including the data analytics, relationship marketing, customer centric strategies and sustainability.
[bookmark: _Toc214452797]Task 1. Company overview
Marks & Spencer plc is a venerated British retail institution that has engaged in business since 1884. M&S Food, standing for Marks & Spencer Food Supplies, is an integral part of the organization. The company began with a rather modest market stall. Since its inception, it has evolved through growth and is now a renowned national store, primarily admired because of its range of high-quality food, clothing, and household goods. Marks & Spencer Food has always concentrated on quality food products, being synonymous with this kind of product. It also seems to have been leading the edge regarding a number of areas such as chilled ready meals, convenient forms of shopping, and the quality level of own-brand products (Dawson & Burt, 1998). These approaches have enabled the organisation to differentiate itself from its competitors. Based on trusted quality, provenance, and authenticity, the organization's current brand identity rests on a solid foundation. This heritage is essentially what the brand is standing for.
Currently, M&S Food operates within the UK's food sector, a market dominated by Tesco, Sainsbury's, Asda, and Aldi. A distinguishing factor of the industry is the powerful competition that characterizes it. M&S Food retains an "affordable premium" positioning that will still capture approximately 4% market share by 2024, according to Kantar (2024). The restructuring the company undertook and the better cost management led to higher profits, indicating that such performance would be achievable on a consistent and upward trajectory. Additionally, these strategies have enhanced cost management. The company's objective is simple: to provide food that is sustainably sourced and creative, of the finest quality, and created to inspire and delight its customers. The mission statement captures the fundamental values that the entity stands for: pursuit of quality, responsibility, and a focus on the client. They also form a basis for long-lasting customer relationships, ensuring brand  loyalty and competitive advantage in the food retail market. Additionally, they form the bedrock for success in the food retailing industry.
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With the use of data collection, analysis, and evaluation, businesses such as Marks & Spencer Food (M&S Food) are able to create individualised, value-driven customer experiences that inspire customer loyalty and retention over the long term.  The process of creating long-term consumer marketing connections is made possible through the use of data collection, analysis, and evaluation, all of which play a vital role in the process. This makes it feasible to accomplish this.  According to Payne and Frow (2017), the modern concept of customer relationship management (CRM) places an emphasis on the premise that successful relationship marketing is reliant on the systematic collection of consumer insights. This is the starting point for CRM.  To put it simply, this is a fundamental principle of CRM.  Enterprises benefit from this since it makes it easier for them to identify patterns of behaviour, requirements, and preferences among their customers.  According to Reinartz, Krafft, and Hoyer (2004), a customer relationship management (CRM) system that is driven by data is able to establish the foundation for segmentation, targeted messaging, and value co-creation. This is because the CRM system is able to track and analyse data.  All of these are essential elements that must be there in order to ensure that customers will continue to be active over the entirety of your organization's existence. 
When it comes to gathering information about its customers, M&S Food makes use of a variety of different touchpoints that are all its own.  The Sparks loyalty programme, in-store habits, feedback systems, and e-commerce interactions through Ocado are some examples of the touchpoints that are covered in this category. Other examples include the Sparks loyalty programme.  Sparks is especially important since it keeps track of granular behavioural data, such as the number of times a customer makes a purchase, the items that are in their carts, and their preferences about products.  Decisions that are more informed can be made with the help of these kinds of facts.  It is possible for M&S to tailor offers, promote items, and customise campaigns with the assistance of this data. This allows M&S to cater to the specific requirements of individual customers.  This strategy is consistent with the perspective that was presented by Payne and Frow (2005), who developed a model for the creation of value in customer relationship management (CRM).  Within the context of the organisation, this model places an emphasis on customer insight as a driver of customer loyalty among individuals who are customers of the company. 
M&S Food is able to determine the customer lifetime value (CLV), monitor churn indicators, and conduct an analysis of the percentage of customers that remain loyal to the company by utilising sophisticated analytics.  As a result of this, the company is in a position to identify categories that are of high value.  The data that Sparks provides, for example, enables M&S to send tailored "thank you" presents and targeted discounts to customers based on who they are and what they have purchased in the past. This is made possible by the fact that Sparks is able to provide this information.  Not only does this contribute to the development of long-term service, but it also assists to strengthen emotional engagement.  Furthermore, according to the findings of a study that was carried out by Verhoef (2003), personalised incentive systems have the capacity to significantly increase the perceived worth of a connection and reduce the amount of switching behaviour that occurs.  
Additionally, M&S takes use of predictive analytics in order to identify trends, establish the demand for premium seasonal ranges, and increase the efficiency of assortment planning.  The information that is obtained from customer feedback, which includes reviews and digital sentiment, lends credibility to the reputation that M&S has built as an amazing retailer. M&S has established a reputation for being an exceptional retailer.  Furthermore, this data is utilised in order to achieve the purpose of providing insights into the management of quality as well as the production of creative products.  This iterative process of data assessment not only adds to the building of the relationship with the customer, but it also contributes to the effective performance that may be maintained over time. This is because the relationship is formed through the review of data.  The reason for this is that the insights that are obtained from the customer contribute to the reduction of waste, the enhancement of stock correctness, and the strengthening of operational efficiency.  
One of the most important factors to consider when determining the extent to which M&S Food is able to establish long-term relationships with its clientele is the extent to which the firm is able to collect and evaluate data.  Because of this, the organisation is able to better tailor its services to the specific needs of its customers, build trust with those customers, and provide value to those customers over a longer period of time.
[bookmark: _Toc214452799]Task 3. CRM Strategy Analysis
Segmentation, Targeting and Positioning (STP)
M&S Food uses a comprehensive supply chain management, or STP, approach in order to focus on the value that consumers have on their products, the quality standards that they have, and the lifestyle choices that they make. In accordance with the segmentation theory provided by Kotler and Keller (2016), M&S employs demographic (age, income), psychographic (lifestyle, premium quality orientation), and behavioural (frequency, basket size) factors in order to get a knowledge of distinct client groups. For the purpose of achieving a more robust behavioural segmentation, the identification of "premium shoppers," "convenience buyers," and "seasonal treat purchasers" is accomplished by the utilisation of Sparks information. Therefore, the objective of M&S is to attract clients with middle-to-high incomes who are looking for food options that are dependable and of excellent quality. M&S positions itself as the "affordable luxury" supermarket in the United Kingdom, putting an emphasis on innovation, freshness, and provenance. This targeted strategy gives support for a distinct premium positioning to be offered by the company. In accordance with positioning theory, which asserts that difference must be meaningful and relevant (Kotler et al., 2017), this is a relevant and meaningful differentiation.


Marketing Mix and Market Differentiation
M&S Food set itself out from its rivals in a highly competitive field by employing the marketing mix. This allows the company to differentiate itself from its competitors.
In terms of product, M&S is in the lead because of its high product quality, imaginative ready meals, produce that is produced in an ethical manner, and strong private-label branding, all of which are in line with Levitt's (1980) model of product differentiation.
The prices are indicative of a balance between the value and the quality of the product, which serves to reinforce the premium posture without crossing over into the realm of luxury that is unattainable.
Retail parks and transit hubs are two examples of locations that lay an emphasis on convenience. The collaboration with Ocado ensures that customers have access to digital content in these locations.
Using emotional storytelling strategies, marketing communications highlight the significance of food innovation, sustainability, and provenance for the aim of promotion. Examples of such campaigns include "This is not just food..."
The combination of these factors strengthens the trust that customers have in M&S, which is an essential asset for customer relationship management. Their premium character is enhanced as a result.
Meeting the 4Cs of Customer Needs
The 4C model emphasis a c customer centric approach (Lauterborn, 1990).
Customer needs: M&S satisfies evolving needs for higher quality, convenience and ethical sourced food.
Convenience: The Ocado Retail partnership delivers home delivery convenience and smaller format city stores meet on the go demand.
Cost to customer: The value perception is to enhance through Sparks personalised rewards, reducing the psychological cost while reinforcing loyalty.
Communication: M&S uses omnichannel communication, store media, social content, tailored using data insights, aligning with Payne (2017) CRM communication principles.
Ethical and Sustainability Practices
M&S sustainability strategy Plan A it is focusing on the carbon reduction, ethical sourcing, animal welfare and packaging reducing. Research it is highlighting that ethical and sustainable practices increase the trust and positively influence long term loyalty (Gruber, 2017). For example, M&S Food commitments to recycle packaging, sustainable farming and transparent supply chain it is aligning with rising consumer expectations for responsible food production.
Contribution to Customer Centrality and Long-Term Loyalty
The STP strategy, differentiation throughout the marketing mix, alignment with the 4Cs that are centred on the consumer, and a strong commitment towards sustainability are all factors that have contributed to M&S Food's positioning as a brand that is focused on the customer. According to Reinartz et al. (2004), the Customer Relationship Management (CRM) hypothesis posits that the primary factors that contribute to customer loyalty are the provision of reciprocal value, the establishment of trust, and the customisation of the customer's experience. By satisfying the customers' needs in terms of functionality, emotion, and ethics, M&S is able to strengthen its ties with its consumers, raise the value of their lifetime purchases, and establish a durable edge over its competitors.
[bookmark: _Toc214452800]Task 4. Conclusion and recommendations
In summary, M&S Food CRM practices greatly enhance the level of customer satisfaction, trust, and long-term loyalty through data-driven personalization using the Sparks program, intense premium positioning strategy, commitment to product quality, and integration of ethical and sustainable values. These practices are further discussed in the subsequent paragraphs. The fact that it brings direct improvement in the performance of the organization and creates a resilient customer base indicates that the company makes effective use of customer information and communicates with the customers at all touch points, offering value propositions to targeted customers.
Notwithstanding that this reality exists, there are still opportunities to form relationships that will endure for a significant amount of time.  One further thing that could help to a greater level of emotional involvement is the enhancement of community-based engagement activities and the improvement of openness towards the development of sustainability. By enhancing these areas, M&S Food would be able to ensure it continues to develop long-lasting, high-value relationships with its consumers within an increasingly competitive market. Furthermore, this would put emphasis on the importance of making the consumer the major focus of attention.











[bookmark: _Toc214452801]References
Dawson, J. and Burt, S. (1998) ‘The strategic development of Marks & Spencer’, International Journal of Retail & Distribution Management, 26(8), pp. 318–333.
Gruber, V., Schlegelmilch, B. and Houston, M. (2017) ‘Assessing the Drivers of Customer Satisfaction’, Journal of Marketing Management, 33(3–4), pp. 1–20.
Jones, P., Comfort, D. and Hillier, D. (2011) ‘Sustainability in the global shop window’, International Journal of Retail & Distribution Management, 39(4), pp. 256–271.
Kantar (2024) UK Grocery Market Share. (online)Available at: Grocery Market Share  (Accessed: 18 November 2025).
Kotler, P. and Keller, K. (2016) Marketing Management. 15th edn. Harlow: Pearson.
Kotler, P., Bowen, J. and Makens, J. (2017) Marketing for Hospitality and Tourism. 7th edn. Pearson.
Lauterborn, R. (1990) ‘New Marketing Litany: 4Ps Passé; C-Words Take Over’, Advertising Age, 61(41), p. 26.
Levitt, T. (1980) ‘Marketing Success through Differentiation’, Harvard Business Review, 58(1), pp. 83–91.
Marks & Spencer (2023) Annual Report and Financial Statements 2023. Available at: https://corporate.marksandspencer.com (Accessed: 13 November 2025).
Payne, A. and Frow, P. (2005) ‘A Strategic Framework for Customer Relationship Management’, Journal of Marketing, 69(4), pp. 167–176.
Payne, A. and Frow, P. (2017) Customer Relationship Management: Strategy and Practice. 2nd edn. London: Pearson.
Reinartz, W., Krafft, M. and Hoyer, W. (2004) ‘The Customer Relationship Management Process’, Journal of Marketing Research, 41(3), pp. 293–305.
Verhoef, P. (2003) ‘Understanding the Effect of Customer Relationship Management Efforts on Customer Retention’, Journal of Marketing, 67(4), pp. 30–45.


