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This report contains an investigation on how M&S values of the CRM. The report includes the definitions of the CRM, ethics, sustainability, quality and segmentation, in conjunction with model/theories. In comparison with M&S for ethics and sustainability Asda has been utilised. Looking at both organisation in how the implement the ethics and sustainability.

The report contains the conclusion and recommendation on M&S where to improve.
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This report has been requested by the CEO of Marks and Spencer, as a marketing researcher to analyse the CRM system, Ethics, Sustainability, Quality and Segmentation. Analysing how Mark and Spencer are implementing the CRM system and how they can improve in areas. The report applies the secondary research methods containing textbooks, websites and journals to support the investigation. The report was compiled by Sanjeedah Rahman. The date report was requested on 6th February 2021 the date completed on 19th March 2021.
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[bookmark: _Toc67045076]2.1 Marks and Spencer Background

Marks and Spencer with first established 1884 in Leeds which was called Penny Bazaars (M&S, 2021). Marks and Spencer main business activities are clothes and foods. Now Marks and Spencer sell all sort of products from foods, clothing and home to M&S banking M&S International and M&S energy. They have improved the services with the people’s needs. 

Ocado retail has also joined partnership with Marks and Spencer since 2019 (M&S, 2019). 
M&S stakeholder are Customer, Shareholders, Colleagues, Communities, Partners and Suppliers (M&S, 2020a).

M&S operates international, there are 62 countries which has M&S stores (M&S, 2020b) 

M&S has maintained its 3.4% of grocery market share across the year with the four largest supermarkets holding 59.6% share, discount retails capturing 11.4% and Ocado retail a 1.2%. At the grocery market M&S was at a profit but as for the clothing and home was at declined by 5.7%. Online was growing fastest against the declining spend offline, it was growing 2% points to account 29.9% share of total across clothing sales across the market. M&S maintain market-leading position across womenswear and menswear, closely followed by Primark and Next (M&S, 2020c).
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According to salesforce (2021), ‘CRM stands for Customer Relationship Management. It is a technology used to manage interactions with customers and potential customers. A CRM system helps organisations build customer relationships and streamline processes so they can increase sales, improve customer service, and increase profitability.’

According to Jha (2008) Customer Relationship Management (CRM) is a complex process, facilitated by the set of information technologies, which focuses on forming a two-way interaction with the customers. This will enable the organisation to have an in-depth understanding of the customer needs. 

As mentioned by Buttle and Maklan (2019), there has been three types of CRM identified and they are strategic, operational and analytical, although there has been different range of meanings for CRM it has narrowed down to these three major types.

The benefits that an organisation has from the CRM system is having the connection with the customer through loyalty card, points and vouchers. Like in M&S the company keeps a good relationship with customer by Sparks card. Sparks card helps the company by keeping a record what customer buys and personalise the offer based on the customer buys, notifies the customer the offers that is currently available and there are other benefits such as free week shopping and cash giveaway (M&S, 2021a). 

CRM is a system that helps the organisation to keep a data of the customers or the sales, CRM is not having the relationship just with their customer it also having the connection with the internal and external stakeholders. The stakeholders are customers, employees and suppliers.

The disadvantage of the CRM system to the organisation is mishandling the information of the customer or being treated unfairly which affect the organisation’s reputation (Nguyen et al, 2015). Disadvantage can occur to the CRM system as having to do more work, which will stress the employees. This can lead to not having a proper customer service, leading to customer not being dealt with and organisation losing out to competitors (Bergeron, 2004). 

An organisation uses customer touch point to collect data. This enables an organisation to connect with a customer, this may be through a survey where a customer filling a form online or in store (Goodey, 2020). A review when a customer buys a product and putting a review for the products.  M&S uses touchpoint which has transformed how they deal with their customers, ensuring that every customer get the services which is required. Having the data of the customer and the service M&S has improved in the customer service, there has been 4% increase in overall sales and 8.2% increase in online sales (Genesys, 2016). 
CRM system at Mark and Spencer has made changes in 2018 where they have announced about their partnership with Starcount. Starcount takes responsibility for all the data collection of the customers (M&S, 2018).

Touchpoint has an impact on M&S, where a company called Anana maintain all the vital task of integrating hardware, software, interconnects and interfaces. Anana worked tirelessly with M&S to achieve delivering the full omnichannel solution as well as hosting, management and support. It would take two year to finish but Anana finished it in seven months. Satisfaction of dealing with customers and not driving customer away (Retail Technology, 2018).
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According to Morrison (2015) ‘Ethic is about views of right and wrong, which affects the lives of everyone every day. Business decision- making does not take place in a value-free vacuum, but in social and cultural contexts.’

According to IBE (Institute of Business Ethics, 2021), business ethics is the application of ethical values to business behaviour. Business ethics is relevant to the conduct of individuals and to the conduct of the organisation as whole. Ethics involves an around the practices of the good and bad. Understanding of the Business ethics is every organisation will have their own code of ethics in place where all the stakeholders customer, employees, and suppliers will follow the procedures.

There are two key branches of ethic which are descriptive ethics and normative ethics, they are two different point of view which is important to understand. Descriptive ethics is more about describing, characterizing and studying the morality of people, organisation, culture or the society. Whereas Normative ethics is more apprehensive of providing and defending the moral system, such as disciplines and actions which is treated to be right or wrong decisions (Carroll, Brown and Buchholtz 2018).

Business ethics is important as there is two type of ethics, being ethical and being unethical. Ethical behaviour is where there are benefits to the organisation by attracting customer to the products this will bring sales and profits. Working to stay with the organisation. Unethical behaviour by contrast, this may damage the business’s reputation and make it less appealing to stakeholders, profits could fall as a result (Business Case Study, 2019).

Ethical in organisation many differ as small business has less employees which the code of ethics will differ from large business. Large business has more employees and stakeholders, having the code of ethic in place will benefit the organisation (Crane, 2019).

M&S has a Code of Ethics and Behaviours document which states about their Principles and Values. M&S wants all the employees to follow and understand the codes and the policies (M&S, 2021). 

According to Shanker (2021) mentioned the ethics starts from above of the organisation, which will be the owners and executives. Owner and executives shall not be considered to be seen as trustworthy and low in morals, employees will follow suit and will lack in ethics excessively.  

According to CIPD (2020) it is important for organisation to have ethical policy and practice as the organisation reputation is not based on the products or services, but its on how the values its relationships with its employees and stakeholders and the responsibility and accountability towards them. 

The benefit of ethical policy and practice at M&S following the code of ethics, maintaining and understanding employees and the stakeholders within and around the organisation. Ethical behaviour towards the customer and consumer giving the organisation the reputation. Employees will understand the right and wrong at the workplace, which behaviour is acceptable and not.

The disadvantage of the ethical policy and practice for M&S when unethical behaviour encounters which affects the brand reputation.  
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Sustainability term has been clarified and used in different ways. Sustainability means to operate in a way that may be maintained indefinitely. Sustainability defines to meeting the needs without any compromising. Understanding sustainability for an organisation is important to maintain work style which will not prevent any disturbance for the future generation (Silvius et al. 2016).  

Incorporating sustainability in the organisation is important for the environment but there is disadvantage to some organisation as following the standards may be complicated to choose the appropriate standards. Not many organisation can implement the sustainability which means the organisation reducing employees, leading to loss in productivity. It also may take time, paperwork and money to incorporate the standards (Muthu, 2016).


M&S corporates the Triple Bottom Line for the Policy and Practice. Triple Bottom Line is the three P’s People, Planet and Profits. Most organisation uses Triple Bottom Line, this does not improve the organisation performance this helps to manage the organisation sustainability (Mindtools, 2017). 

Policy and Practice of M&S determines reflection from the place, people and planet. As mentioned in M&S Plan A (2019), place - transforming the communities by completing programmes that aims the benefit of the economic, social and environment around their stores and beyond. M&S is in process of completing first phrase that includes 231 activities and 34 partners. People – Thinking about people’s health, by 2022 the food sales will be from healthier products. Bring products that is beneficial for the people such as reduces calories and plant based food products for vegetarians. Planet – Improving on packaging like recyclable, removing plastic packaging.  

Asda has opened a new sustainability store which is to reduce plastic strategy and promises the customer will not pay more for the greener environment. This store is for tester to see how it turns out. Refill stations which enable customer to shop without plastic wrappers, this is to reduce, reuse and recycle (Asda, 2020).
Both Asda and M&S reducing the packaging, but Asda has gone step head by opening the new sustainability store which encourage to reduce plastic. Both plans to reduce plastic packaging in the coming years.

Asda and M&S has been criticised by the ethical consumer for most of the categorises, as ethical policy and practice which was implemented but not being considered has failed the ethical (ethical, 2020).

To have an ethics and sustainability future M&S has Plan A, which is enables to have a positive impact on the wellbeing, communities and the planet through all that they do (M&S, 2021). Placing a Plan A will encourage the employees and the stakeholders understand the company where it is going.
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According to CQI (2021) ‘Quality management is about making organisations perform for their stakeholders – from improving products, services, systems and processes, to making sure that the whole organisation is fit and effective.’

Quality implies to how great something is associated to other related things (MBN, 2020a). Quality product or service is the main part of the business, selling the products to the customers (Indeed, 2020). Quality referring to organisation is how good the product is for the organisation to pass on to the customers. 

Quality Monitoring is essential to ensure that the product can be achieved in the given time frame (Unodc). Final product is tested to ensure it is safe for the customers.

Quality control is a process of inspection of the product, inspecting the quality of the product before and after (Aft, 2018). This process checks if there is any weakness in the products and identify to correct the measure.

Quality Assurance is attaining stability level of the quality in the products in order to retain customer trust and satisfaction. Most organisation does not have direct contact with the manufacturing the products, organisation normally buys and sells the product. To ensure the products are good for the customer organisation have a system of quality assurance checking the product are fit for selling (Varley, 2013).

Quality Management has four areas which are quality planning, quality assurance, quality control and quality improvement (MBN, 2020b).

Havleicek (2013) mentioned the four stage of qualitative trends in companies which are quality monitoring – consecutive control and testing of finished products, quality control, quality assurance – QMS models and total quality management – TQM models.

Most organisation has been implementing Dr William Edward Deming method. This method is to identify the products and processes that may not work. Deming method is four phases called PDCA cycle, Plan, Do, Check and Act. This method has been popular since 1950s and most organisation use it (MindTools, 2021). 

There are various quality models that can be implemented in the organisation, such as Deming’s 14 points, Philip Crosby and Joseph M Juran.

Deming’s 14 points is the fundamental concept of total quality management that helps organisation to improve the quality and productivity. As below it the table of the 14 points which an organisation can implement (ASQ, 2019).
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M&S aims to improve their quality for the better. M&S works closely with their suppliers to develop high quality products that only available at M&S. M&S operate thorough quality management systems with the suppliers. Product testing and on-site audits are the precaution principle that operates. The suppliers are required to meet the variety of quality, safety, environmental and social standards (M&S, 2020d). 
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M&S segmentation marketing has the varieties products which considers for all age groups, but M&S has been recognised as the middle aged shoppers. M&S has embracing the athleisure during the 2020 (Nazir, 2020).

M&S uses the marketing mix the 7P’s strategy to focus on customers and on the organisation. 
Products – M&S now has varieties products which will bring customer forward to buying one of the products. M&S is one of the top retail chain brands in the world based out of UK. M&S products are for all age groups from men, women and kids.

Price – As M&S sells their own in house brands the quality is premium. There are many competition M&S still follows competitive pricing strategy.

Place – M&S major business is in UK and has got more than 1000 operating stores in over 50 countries and UK has around 850 stores. M&S has began their business in India year 2001 which has 50+ stores. 

Promotion – M&S uses marketing strategy very carefully that it aligns with the advertisement with the digital marketing and in store. There is many ways M&S uses to promote by using their own website along with TV ads, mobile ads, print media and social media. M&S promotes to their loyal customers by offering special discounts for their season sales. Customer that has Sparks account, M&S will add points to the customer’s account on the basis of how much they spent on shopping.

People – M&S engages with employees by offering well paid salaries which is reviewed every year, discounts for the staff of 20% which can be used in store and online, holidays, bonus scheme, pension scheme and many more. M&S awards and give recognition to their staff for the hard work that is given to the organisation. M&S has Learning and Development programme available for colleagues (M&S, 2021cc). 

Process – M&S supplying the goods for the customer, obtaining a good relationship with the suppliers to produce the product to a standard, which then reaches the customers. From process of the product to selling the product M&S focuses on the quality, choosing the best for the customers and the organisation, this is for the clothing and food supplies (M&S, 2021dd).

Physical Evidence – M&S store appearance to attract customer from selling clothes, food and home products. Increasing in online shopping enables customer to order online from anywhere to be delivered.

Customer loyalty ladder is an orderly way to classifying an organisation into categories which there is five categories. Customer loyalty ladder benefits from identifying the potential customers who can stay connected with the organisation for long period and also become loyal to their brand (MBA, 2020). 

Customer loyalty ladder starts from the bottom which is Prospect and right at the top of the ladder is Advocate, customer gradually move up the loyalty ladder.

As for M&S customer loyalty they have 3 categories which is Acquisition, Retention and Loyalty. 
Acquisition is a prospective customer reassurance the customer of their choice. M&S does this by giving gift card which will give the customer little push which turns a prospect into a customer. 
Retention is where exiting customer tend to move back and fore with competitors, this I when the customer feels they are not being valued by the business. Showing the customer how important relationship is to the organisation.
Loyalty is when the customer is loyal to the business and become a brand advocate. Loyal customer given their opinion for the business will bring more customer to the business. Rewarding the loyal customer for their loyalty and giving recognition that they deserve (M&S, 2021). Customer will repeat buy for the organisation when they feel they are valued, when they are not valued, they will go elsewhere even to the competitors.
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In the investigation of M&S, the company has been incorporating the ethics policy and practice. The stakeholders and employees are implementing the code of conducts to maintain their relationship. M&S working towards sustainability by making changes to the environment going greener. M&S Plan A has showing what is happening every year to maintain both the ethical and sustainability. M&S hears what customer wants or needs, checking the quality of product before putting it for sales, checking is it safe for the customers.

M&S needs to improve in the clothing department, where incorporating fashion clothes for more younger age group.

[bookmark: _Toc67045083]4.0 Recommendations

A recommendation for M&S will be to incorporate more fashion for the younger generations, as M&S targets the middle age womenswear. Incorporating the younger womenswear will encourage the younger generation to shop at M&S which can benefit the company sales. As women’s like to wear clothes that are fashionable like everyday clothes, party clothes and occasional clothes.
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