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Executive summary 
M&S Food focused on business process improvement through better promotion. Traditional promotion tricks are followed, and the company has targeted high-potential customers in the business. High prices have been set for the business, and premium customers have adopted the products. Ethics and sustainability are maintained during the business process, and they have helped in the business success and development of the company. 
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[bookmark: _Toc214289469]Introduction 
The main study purpose is to understand the "Customer Relationship Management" (CRM) process on the development of organisational performance. “Sustainable Customer Relationship (SCR) management is focused on the “Marks and Spencer Food” (M&S Food), and the collection of data of the customer process will be discussed. This study will further focus on the different strategies of relationship marketing with different frameworks focusing such as ethical strategies and marketing mix.
[bookmark: _Toc214289470]Task 1: Organisational Overview 
M&S Food is a food retailer, basically, and it started in 1884 when Michael Marks and Thomas Spencer founded the company. This company focused on the basic food items delivery and has introduced self-service, frozen foods expansion and food-only store launching. The main mission statement of the company is to give high-quality products and exceptional service, and value every customer through better quality and innovative service (M&S Food, 2025a). The company also added gluten-free and vegan options for the customers. This company is the seventh largest food and drink seller, and market share was 5.1% in 2025, and sales have been continuously growing, and profit tax benefits have increased to £672.5m (Farrell, 2025). 
[bookmark: _Toc214289471]Task 2: Data and Customer Relationships 
Data collection and evaluation played a crucial role in the better and sustainable CRM development. 
Consumer behaviour understanding 
Data collection and evaluation of the customers helped in the understanding of the behaviours of customers. Customer behaviours are continuously changing in the current time, and through their data collection, their needs and issues are easily evaluated by the companies. CRM systems are implemented to analyse the customer data, and their buying intentions and patterns are understood easily through it (Saha et al. 2021). M&S Food focused on the positive sentiment towards giving better customer service and analysed their overall behaviour. Omni-channel NPS is implemented in the business that tracks the behaviour of consumers and the experience of the customers in the global market and has been improved. Customers are given a reaction to the products of the company, and talking with each individual is focused by the company to understand the behaviour (M&S Food, 2025b). 
Personalised experience and decision-making improvement 
Authentic data collection and analysis have been effective for the personalised experience given to the customers. Companies are able to connect with individual consumers, and overall decision-making is improved through this process. Companies, through data collection, are able to tailor different market campaigns and customer service to the requirements of the customers. Insights from the analysed data give information about better customer acquisition strategies and business profitability improvement (Nilashi et al. 2023).  M&S Food focused on real-time segmentation in the business, and personalisation is also followed. Real-time data use for the personalised experience helped the revenue increment of the company to £6.5 M, and the CRM incremental revenue was 17% (Williams, 2025). 
Opportunities and risks identification 
Collection and evaluation of data is also helpful in high-value customer identification and future needs are also understood by the companies. Customers in the churning risks and retention strategies are understood by the company through customer data collection.  Multiple transactions and channel-based data are collected by companies, which helps in identifying risks and opportunities in business. Business questions are answered easily through real-time data, and companies understand how to deal with customer issues in the business (Petrović, 2020). Risk assessment has been followed by M&S Food, and it focused on different types of data collection processes such as customer surveys, desk-based research and audit-based data understanding. Consumer culture is understood through the collected data, and it gives various opportunities to grow sales by satisfying consumers (Marks & Spencer, 2025). 


[bookmark: _Toc214289472]Task 3: CRM Strategy Analysis 
STP
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Figure 1: STP
(Source: Self-created)
The STP framework helped in the overall differentiation of the products, and customers have been analysed and have become easier in the business (Saqib, 2021) 
Segmentation 
Correct segment choosing of the customers is needed as it helps in the achievement of better relationships with the customers. Middle to high-income background-based customers aged 25 and above are the main target of the company. Customers who value the qualities and reputation of the brand are targeted by the company. The correct segment choice helped the company to develop better relationships with the customers. High sourcing standards are maintained, and exceptional quality lovers' customers are targeted in the business by M&S Food (M&S Food, 2025c). 
Targeting 
The company has targeted mainly younger and older adults from a high-income background, and they have received better service from the customers. M&S Food also focused on the middle-income group, and vegan food product lovers are also targeted in the business. High-quality materials have been followed in the business by the company, and it has helped in the maintenance of good relationships and development with the consumers. Sustainable value is created for the customers, and people who prefer sustainable business are followed by the company (Li et al. 2023). 
Positioning
In the market, there are different companies, such as Tesco and Unilever, which are present in the business, and they also sell food products. M&S Food has focused on the maintenance of the standardised quality for the consumers, and that has helped in the overall business performance development. High-quality and competitive pricing by M&S Food helped the company develop its business better than other companies. High standard maintenance of the business and focus on better relationship development with different channels helped M&S Food to take a better position in the market (M&S Food, 2025c)
Marketing Mix (4P)
The four P elements helped in the analysis of the company's products and prices, and they helped in the overall internal condition analysis of a company (Karim et al. 2021).  
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Figure 2: 4P Marketing Mix
(Source: Karim et al. 2021)
Product
The company focused on the high quality of its food products, delivering to the customers, which helped the business. Vegan food products and frozen foods are expanding in the development of the business. Core values are maintained by the company during the business, and products have been developed, and plastic packaging has been reduced in the business. Consumers are attracted by the high quality of products, and relationships are developed (Parsons, 2022). 
Price
The prices of the food products are moderate to high for the company, and it has attracted customers. Price has become a powerful influencer of the behaviours of consumers. Moderate prices are affordable to most customers in the UK, and they are attracted towards the company. On the other hand, people from the upper class wanted high-quality premium products, which were also maintained by the company (Boyani, 2024).  
Place 
Values are delivered to the customers, and the UK-based consumers have been selected for the business of the company. The urban areas such as London, Leeds and Manchester have been the target places that helped in the business development. Low cost to serve the network of the logistics and increasing capacity and networking have been followed (M&S Food, 2025d). 
Promotion
Promotion is effective for the consumers' attraction in the business. M&S Food, through its social media promotion on its websites and the Facebook and Instagram pages, is able to attract customers. Consumers' requirements are analysed by the company, and which helps in the overall business relationship development with the consumers. Modernisation is followed by the business and trends following the customers through online help in better business development (Tănase, 2021). 
4Cs of customer needs
The 4C of the consumer needs model involves the consumer, cost, communication and convenience analysis. These models helped in the analysis of the customers of the companies in a business sector (Idris, 2021).
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Figure 3: 4C of consumer needs 
(Source: Idris, 2021)
Consumers
Consumer values have been prioritised in the business, and they have been given chances to get better benefits from the products. Their requirements are met in the products, and that becomes a useful factor for the better performance of the business. Every touchpoint needs to be followed in the business to deliver positive consumer outcomes by the business. Better consumer connection helped in the brand loyalty improvement by M&S Food (Urbanska, 2024)  
Cost
High cost of the products is followed by this company to attract the premium consumers. Consumers prefer high-quality food products and pay a higher amount for each product. Therefore, high cost has been followed in the business to attract consumers in the market (Sheridan, 2019). Cost of 5p per product and decisions of premium prices are attracting better consumers in the business process (Parsons, 2022). 
Communication
Social media has been used for communication with customers. Facebook and Instagram are used by the company, and one-to-one communication is followed for business communication. AI is followed in the communication development process, and IoT is applied in business for better business communication. Big data is followed in the business and online communication is followed in the business (Cárdenas et al. 2022). 
Convenience
M&S Food focused on attracting people by sharing product information with customers. Quality and value-based food have followed in the business, and global customers are following. Innovation for every customer and targeting the right customers from the urban areas are useful in the business. Rethinking strategy and customer feedback taking is followed in the business, and consumer convenience is taken (Tănase, 2021). 
Ethical and sustainable practices and policies for customer expectations management
Ethical 
M&S Food focuses on the maintenance of the integrity of the business, and products are sourced responsibly. Ethical trades have been followed by the company, and human rights maintenance has also been followed in the business. “Ethical standards in Public life, etc. Act 2000, followed by the company, and this policy helped in the ethics maintenance (Ethical standards in public life, etc, Act, 2000). Products have been manufactured through the maintenance of ethics, and consumers from all races, ages, and genders have gotten equal-priced products. Transparency is also followed, and respect for the company culture has been maintained. Customer loyalty schemes are also provided to the customers by this company (Hong, 2024). 


Sustainable 
Sustainable initiatives are followed by the business as that helps in the overall business performance development in business. Net zero emissions is nowadays focused on by the company, and CO2 emissions reduction has followed. During the food packaging, no plastic was used, which helped attract consumers to the business. “Environmental Act 2021” helped the maintenance of environmental governance, and air and nature quality is maintained as follows by the company (Environment Act, 2021).  The entire value chain is sustainably developed, and complete zero emission has been followed by the business; it has developed a business reputation. Consumers are easily attracted to the company as it focuses on the sustainable initiatives taking place in the business. (Marks & Spencer, 2025b).  
[bookmark: _Toc214289473]Task 4 – Conclusions and Recommendations
Conclusion 
It has been concluded that M&S Food focused on targeting customers from upper-class backgrounds and focused on the data collection of the consumers. Consumer loyalty has been the main preference of the company, and it focuses on the ethical and sustainable responsibility maintenance in the business, and a focus is customer centric. The company also preferred to the consumer needs and provide better quality to provide for better business and customer loyalty. 
Recommendations 
Loyalty programs follow.
The company should focus on the different programs for the customers that enhance their loyalty. Rewards need to be offered to the loyal programs, and discounts and loyalty points have to be given by the company (Gary, 2020). Rewards could be effective in attracting consumers towards the business and which helps in consumer satisfaction. Blockchain implementations could also be followed in the management of the customer relationship (Utz et al. 2023). 


Personalised experience and relationship development 
M&S Food should focus on personal experience and better communication and offers should be followed in the business. Feedback from the customers and fulfilling their requirements needs to be followed in the business, and that could help the more consumers (Buttle, 2019). Consumer safety and good quality maintenance with one-to-one communication could develop customer relationships (Boyani, 2024). 
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