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[bookmark: _Toc100918268]Executive Summary 
It discusses the operating strategies of Marks and Spencer that are useful in ensuring a stable position in the retail industry and their ability to continue their business operations in the market for a long time. It is a popular organisation, and the company produces a wide variety of products to meet the needs of customers and expand the business in the long term. This report discusses different theoretical frameworks to gain a clear understanding of the current state of the market. The company is well aware of the concepts of customer relationship management theory, and they use specific software to understand the level of customer expectations. The implementation of CRM tools has proven to be very beneficial for them to continue their business amid the pandemic. The report has presented the effectiveness of the Customer relationship management strategy from the organisational perspective of M&S. Customer Relationship management (CRM) underlines the strategy to manage the profitable long-term relationships with the customers. The purpose of CRM is to stay connected with the customers by streamlining the process and also to improve profitability. The complex market demand and frequent change in the taste and preferences of the customers requires an effective customer relationship management strategy. Currently, the companies used to analyse the 'customer touchpoints that include customer purchases, salesforce contact, satisfaction surveys, customer feedback, payments etc., for maximising the customer loyalty. 
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[bookmark: _Toc100918269]Introduction
This report will discuss the operational strategies of Marks and Spencer that are very useful to secure a stable position in the retail industry, and they are able to continue their business operations for a long time in the market. It is a popular organisation where the company has produced a wide range of products that can satisfy the customers and they can expand the business for a long time. This report will discuss different theoretical frameworks to make a clear idea about the current scenario in the market. The company is very aware of the concept of customer relationship management theory, and they have used the specific software to know the expectation levels of the customers from them. The implementation of the CRM tools is proved highly beneficial for them in terms of continuing the business in the pandemic situation. 
[bookmark: _Toc100918270]Brief introduction about the chosen organisation
Marks and Spencer is a popular organisation in the retail sector. The company has offered a wide range of products according to the choice of the customers and secured a steady position in the market. The organisation has secured its position in 1463 locations. In the last financial year, the company has generated a revenue of 9155.7 million pounds, and its operating income was 30.7 million pounds. M&S started its operations the business in 1884, and currently, the company has 959 stores across the UK. The organisation has used different promotional strategies. They have a strong presence on the social media platform, where they have maintained strong communication with the customers. The customers have the option to share their personal reviews and thoughts on the basis of the promotional strategies and products of Marks and Spencer. It has helped the company to make improvements in the products and make innovations with the help of existing resources. The company has offered an online food delivery service with the help of a joint venture with Ocado (Thompson & McLarney, 2017). 
The organisation has an active board that is ready to build a sustainable business with the help of profitable growth and consistency and ensure that they can take the responsibility to fulfil the accountability to the stakeholders and the shareholders. M&S has developed an effective business strategy that is very important to deal with the sustainable retail challenges today and tomorrow. All the employees are very committed to developing a sustainable future by creating a model that has enabled the customers to make a positive impact on communities and wellbeing. The organisation has developed brand loyalty, and it has focused on quality, service, innovation and value (retail.economictimes, 2021). The main mission of the company is to develop aspirational quality that is highly accessible for everyone with the help of depth and the range of products in the market.  The company has distinguished its clothing ranges into perfect and classic ranges and Autograph range. The company has decided to target its customers through age, income, social class and gender. Marks and Spencer have overhauled their marketing strategy from the last financial year, and they have concentrated on product and made investments in social and digital instead of advertisements on the television. The organisation has launched their new slogan, "Spend it well" (Beaudry, et al., 2020). It has represented a radical departure from its brand. The company has concentrated on luxury. The elements have helped to make this brand very unique. It has helped to maintain its position in the retail sector for a long time. This brand has devoted itself to convincing its customers that they are an organisation that is worth paying for more. The covid pandemic has hampered the business operation of this company like others. The officials have decided to close down their 17 stores. It has made a significant impact on 1045 employees since they lost their jobs during the pandemic situation. 
[bookmark: _Toc100918271]Introduce the key marketing theory or theories
In this section of the report, it will discuss different theories that are very useful to make a clear idea about the current scenario of the company. The organisation has adopted these theories for the betterment of the upcoming future. 
Marketing mix
This framework has helped the brand secure its position itself competitively in the market and achieve its goals in the business. 
Product:  M&S is a world-renowned retail chain brand. The organisation's product portfolio covers a wide range of men's and women's products. It offers products for women, including clothing such as blazers, cashmere, jeans and linens. The footwear section includes boots, loafers, and heels. The company mainly sells its own brands, not other international brands. In addition to this, the organisation also donates to those who need money and lose their jobs (Shaw, 2020). 
Price:  The company follows a competitive pricing strategy in its product portfolio marketing mix. This organisation has its own brand of clothing. In general, these own brands are priced between the medium to high categories due to their premium quality. The organisation follows a competitive marketing strategy because customers have many options to choose from because of their premium quality. M & S, along with other established players in this sector, faces a high level of competition with online retailers. Apart from that, the company has followed a seasonal dynamic pricing strategy as it offers product discounts to attract more customers (Edwards, 2018). 
Place:  It is an international brand with over 1,000 stores and operations in over 50 countries. The company's main business has about 850 stores in the UK. The company has its own official website where customers can place orders through the digital platform. It provided an international shipping option for limited products.
Promotion:  The company decided to choose its marketing strategy very carefully to align with digital and in-store strategies. The brand emphasises providing a common message in each communication medium. The organisation successfully promoted the brand in front of a large customer base using its own website. The organisation used mobile advertising, print media, mobile advertising and other social media campaigns. The organisation has promoted its special loyalty program "Sparks". It has added special points to users' accounts based on the purchase amount. After that, bonus points help with future purchases. In addition to this, the brand has made digital marketing and online advertising an important part of its marketing strategy.
Ansoff matrix
It is a strategic marketing tool that is related to the business strategies and highlights different options that are open in front of the organisation if they are looking forward to increasing their margin of profit.
Market penetration is a growth strategy for the products in the market. Marks and Spencer are looking forward to increasing its market share the increasing the prophet margin in the existing products with the help of new marketing strategies. Market development is a growth strategy to develop new markets for the existing products. The main objective of the company is to find the best way to penetrate the new international markets (Indartono & Wibowo, 2017).
Product development is another growth strategy for the new products in the existing market. Marks and Spencer have developed the new products and launched them in the current market to capture a high market share. Diversification is a growth strategy for the new products for the new market. The organisation has launched new products for the new markets in terms of expanding the business in various markets. It is an important growth strategy since maths suspenser is available to know the preferences of the customers and design their products to capture a large market share of the new market.
Communication mix
The communication mix involves different tools that are very important for the companies to communicate with the new and potential customers. It could be possible with the help of social media, advertising, direct marketing and websites. The successful campaigns of the organisation have considered all the elements of the communication mix. It will highlight all the elements of the communication mix.
Advertising: It has covered all the avenues where Marks and Spencer have paid attention for their messages to be broadcasted in front of the customers. Radio and television are the most effective advertising tool since most customers prefer this media to listen to all the details of the companies. Television has been confined in front of the brand with deep pockets. In the world globalisation era, the digital age is coming with affordable online tools like social media advertising and PPC. Successful advertising campaigns of Marks and Spencer are motivating and creative instead of annoying the customers.
Direct marketing and digital marketing: The emergence of digital is not just bringing online shopping and social media. It has provided a whole new way to continue marketing. It is very cheap, and it can be used correctly and effective instead of broadcasting to the masses by using TV or radio. The main benefit of direct marketing is its targeting approach. So it is very important to do the most accurate market research for the customers. It is very attractive to the market since the results can be directly measured in Marks and Spencer.
Public relations: It has turned the brand messages into different stories that can appeal to the media and their target audiences. It can amplify different strategies, news and campaigns for creating a positive view of Marks and Spencer with the help of partnerships with journalists and newspapers. The main concept is to separate the stories that the organisation is thinking to be developed into an effective public relations strategy. A positive campaign of public relations has revolved around a public interest as well as the current events that can be connected to a service and product (Hussain, et al., 2018).
Personal selling: It has included representatives, brand ambassadors and salespeople who can promote the business of Marks and Spencer in front of the large customer base. With the help of knowledge and communication skills, the main objective of the organisation is to inform and encourage the customers to buy or try the product or service.
Sales promotion: It has created limited-time deals or promotions on the products of Marks and Spencer to increase the sales for a short term period. It has included prices, coupons and product samples. When the company has conducted a sales promotion, it is very significant to consider how much it costs and whether the volume of sales can make up for the lost revenue. The marketer is thinking about whether it can build brand loyalty or attract one purchaser. Marks & Spencer has used loyalty cards that are a recent addition to the sales promotion, and it has added different factors like brand loyalty and customer retention. It is an important way to collect valuable customer data on purchasing habits and behaviours.
Stakeholder map
It is another theoretical framework that can access the level of stakeholders and their influence on marks and spencer. This grid has highlighted the actions that have been taken by the organisation. 
High power, high interest: It has highlighted fully engaging people and making the greatest efforts to satisfy the customers and other stakeholders. 
High powerless interest: The organisation has put enough work into these people to keep them satisfied.
Low power, high interest: it is very significant to inform all the stakeholders of Marks and Spencer and ensure that no major issues are involved in the regular activities of the workplace.
Low power, low interest: It is very important for the organisation to monitor all the people and ensure no excessive communication is there (Hiršová, et al., 2018). 
[bookmark: _Toc100918272]Application of an appropriate level of critical understanding of the quality process (relating to customer service) in the workplace
Marks and Spencer observed their satisfaction in various shops, and it increased by an average of 23 per cent after the global licensing of client services and the international examination of the programme. The operating manager has experience with client requirements, and he seeks to put client services before operations. It covers 20 different languages. It was decided to invest in a new view of the client approach, and the software application was motivated by the desire to obtain comprehensive information about clients in business. The team members worked very hard to include basic customer satisfaction questions and to exchange messages on customer receipts in the store to start receiving feedback that could be analysed. The organisation offered discounts and vouchers to meet clients and take a survey. This platform used a synopsis of the company's POS system. The organisation has a discount code where they can access the discount and close the loop. The online survey asked customers to read how satisfied they were with their shopping experiences. The survey evolved into a mixture of open and structured comments. In the past fiscal year, M&S received more than three lacs pieces of customer feedback. Process changes have been made to gather sufficient feedback from customers. The data was captured and analysed in the preferred language for a given site. Marks and Spencer rolled out the technology at 24 international locations and broke the 400-store mark in February. The organisation got an average of 23% of customer satisfaction for launching this program, and it had a huge impact on increasing the customer base. The enterprise has always been that repeat customers in this market can spend 83% more when they come back. 
The organisation recognises that women's clothing brands are targeting 50-year-old demographics in the UK in different parts of the world. Customer feedback allows the team to trigger a refurbishment program that directly leads to problems in setting up rooms in six Hungarian stores. The feedback is that the storeroom isn't clean, and the store manager worked very hard to solve the customer's problem (Khan, et al., 2019). The organisation developed a design guide for how employees recommend outfits to customers and hung suggested outfits in fitting rooms. As a result, Marks & Spencer raise their ratings by 7% each year to match the room experience (CMO, 2018). 

[bookmark: _Toc100918273]Critical analysis of the internal and external factors that influence the organisation's quality system and customer control 
The marketing environment encompasses all the factors like customers, stakeholders, suppliers, Government activities, and macro-factors that influence the organisation's operation and marketing decisions. Moreover, the impact of the external and internal factors on the business decision-making process can be analysed with the PESTLE and VRIO analysis. 
PESTLE analysis is the strategic assessment framework that helps to document the impact of the external factors on the marketing decisions and business operations. In the context of Marks & Spencers' (M&S) in the UK, the following external factors can be analysed with the help of the PESTLE analysis. 
· Political factor: The political stability and consistent decisions of the Government are the determining factors that influence the marketing decisions of the organisation. In the perspective of the UK, the Brexit formation has influenced the business operation of the M&S due to unclear immigration policies for the EU workers. However, the role of the UK Government is significant in controlling the discrepancies created between the EU and the UK in terms of trade deals. The UK Government has reduced the interventions to boost the investment of the UK-based retailers. Furthermore, the Brexit-EU trade deal to control the tariff and quota-free trade operations can be observed by the UK Government (EC, 2020). Therefore, M&S can undertake key decisions related to marketing and business operations due to the supportive role of the UK Government. 
· Economic factor: The economic fluctuation after the outbreak of the COVID-19 pandemic has influenced the business turnover of the retailers. Currently, the inflation rate of the UK has reached 6.2% in the year 2022 from 2.5%. Furthermore, the decline in the household spending of the people, around £1,462 per household, has a significant impact on the business turnover of the organisation (Mintel, 2020). However, the retail sector is a significant source of employment in the UK that has provided job opportunities to 2.5 million people. Therefore, in considering the current economic situation, M&S has to improve the service quality and product durability to attract more customers. 
· Socio-cultural factor: The frequent change in the taste and preferences of the people has an impact on product development and marketing strategies. The cultural shift among the customers has an interrelationship with the purchase consideration of the customers. Currently, M&S is emphasising product development by considering the current customer choices. Moreover, the introduction of the add-on services of the M&S, like free delivery, secured payment gateway, and eligibility to return the product within 35 days, can be observed from the business strategy of the M&S (Davey, 2020). However, the shorter product life cycle of the products of the retailers has increased the procurement, development and marketing costs. Therefore, ongoing change in the taste and preferences of the people has a direct impact on the decision-making process of the organisation. In the context of M&S, the diverse product portfolio includes clothing, home division, food products, cosmetics, fashion accessories, gifts and flowers. The product assortments of M&S are developed to satisfy the current taste and preferences of the customers. 
· Technological factor: Technological factors like the rapid evolution of the technology and proliferation of the internet have influenced the business decision-making process of UK-based retailers. From the study, it has been spotted that the outbreak of the COVID-19 pandemic has enhanced the value of online retail sales in the UK. More specifically, online retail sales have reached up to 120 billion pounds in the year 2021 (Cheung, 2020). Moreover, the retailers across the UK have observed booming online sales that accounted for a 31% increase in the year 2020-21. The UK has evidenced the highest smartphone penetration, around 79%, in the year 2021. Therefore, the retailers like M&S have prioritised the 'omni-channel' distribution framework to support the continuous sales flow from the different sales channels. The omnichannel distribution is mainly the multi-channel approach undertaken by the organisations to support the customers' purchase consideration by implementing multiple sales channels. Under the multi-channel approach, the return orders and new orders are managed efficiently. The customers of M&S can check their order status, delivery information, and return and refund process through the omnichannel distribution network. 
· Legal factor: The legal compliances and factors are compulsory for the organisations that are operating in the UK. For example, the Data Protection Act 2018 is one of the initiatives undertaken by the UK toward the General Data Protection Regulation (GDPR). Under the legal compliances, the retailers or other organisation has to make sure that the information collected from the customers must be stored lawfully, transparently and fairly. Therefore, M&S can optimise the data collected from the customers stored in the secured system to restrict the unlawful usage of the customer's personal data. Furthermore, the Consumer Protection Act 2015 has been implemented in the UK to protect the customers against the products that are poor and expired (Gov.UK, 2020). The display of expired products in the stores can fetch high penalties. Moreover, the consumers are also protected from the business that wants to exploit them by adopting unfair business practices. In the Consumer Protection Act 2015, the specific terms and policies related to the transactions, repairs, delivery and refunds are mentioned clearly. 
· Environmental factor: The rise in the level of pollution and climate change issues has influenced the UK Government to undertake sustainable measures. M&S has implemented 'sustainable fashion' by focusing on the movement and processes that are used to transform fashion retail towards greater ecological integrity as well as social justice (Hollister, 2021). Sustainable fashion is used to promote the environment and social responsibility. M&S, as a responsible brand, has prioritised sustainable business practices from the phase of sourcing and product development. Under the sustainable business practices, M&S has formed a partnership with the suppliers that are also following the ethical and responsible business practices. The comprehensive policies, Code of Practices, and guidelines to meet the minimum requirement of the suppliers are considered under the sustainable business policies of M&S. Moreover, M&S used to source the 100% sustainable cotton through responsible business practices and persuaded the customers to consume the delicious plant-based proteins.
VRIO analysis is an analytical tool that helps to evaluate the resources of the company for achieving a competitive advantage (Lynch, 2019). The VRIO framework is used to assess the organisation's resources and capabilities. Moreover, the internal factors related to the organisation can be analysed with the implementation of the VRIO analysis. 
· Valuable: M&S is one of the trusted brands on the high street that focuses on the responsibility of reassuring the customers about the product safety and quality. Furthermore, the integrated supply chain is one of the key strategic moves that has enhanced the reach and availability of the products (Parnell, 2020). 
· Rare: M&S used to source the seafood products from the certified suppliers. Currently, M&S is selling seafood under the 100% own brand portfolio. M&S is one of the significant retailers that have formed a partnership with the WWF Seafood Charter (M&S, 2021). The responsible sourcing of the seafood is one of the customer-centric activities that have enhanced the goodwill of the brand image. Moreover, M&S is a member of the Global Sustainable Seafood Initiative (GSSI) to ensure the confidence among the consumers in consuming the seafood. Recently, M&S has taken the membership in the Sustainable Seafood Coalition (SSC) to implement a holistic approach toward sustainability. 
· Imitable: M&S has the trademark to protect Intellectual property. In the year 2021, M&S filed an intellectual property claim against Aldi in the UK high court (M&S, 2020). The legal actions are undertaken by M&S to protect the three trademarks of the birthday cakes. The cake is part of the partnership formed by M&S with the UK-based cancer charity. Therefore, a targeted approach to protect the brand can be observed from the legal actions of M&S. 
· Organisation: M&S has prioritised the 'omni-channel' distribution framework to support the continuous sales flow from the different sales channels. The omnichannel distribution is mainly the multi-channel approach undertaken by the organisations to support the customers' purchase consideration by implementing multiple sales channels. Under the multi-channel approach, the return orders and new orders are managed efficiently. The customers of M&S can check their order status, delivery information, and return and refund process through the omnichannel distribution network. 
	Resources
	Valuable
	Rare
	Imitate
	Organisation
	Competitive Advantage

	Integrated supply chain function of M&S
	Yes
	Yes
	Close substitutes 
	Yes
	Unused competitive advantage 

	Market Positioning
	Yes
	Yes
	Complex market demand 
	Yes
	Sustainable competitive advantage  

	Management team
	Yes
	Yes
	No
	Yes 
	Strong Competitive advantage 

	Brand Awareness 
	Yes
	Yes
	No 
	Yes 
	Sustainable Competitive advantage 

	Financial resources 
	Yes
	No 
	The compatibility with all rivals can be observed 
	Sustainable Financial status 
	Temporary competitive advantage 





[bookmark: _Toc100918274]Critical Evaluation of developing and maintaining good customer relationships
Customer Relationship Management (CRM) underlines the strategy to manage profitable long-term relationships with customers (Freytag, 2018). The purpose of CRM is to stay connected with the customers by streamlining the process and also to improve profitability. The complex market demand and frequent change in the taste and preferences of the customers requires an effective customer relationship management strategy. Currently, the companies used to analyse the 'customer touchpoints that include customer purchases, salesforce contact, satisfaction surveys, customer feedback, payments etc., for maximising the customer loyalty (Kotler, 2019). The objective of customer relationship management is to integrate customer-centric information to build stronger customer relationships. 
The customers are classified into four groups that are strangers, butterflies, barnacles and true friends. Moreover, the groups are formed by focusing on two dimensions that are projected loyalty and potential profitability. 
[image: ]
Customer Relationship Groups 
Source: https://marketing-insider.eu/ 

· Butterflies: In this group, the customers are profitable but not loyal. Moreover, such a group of customers possess a good fit between the company's offering and customer needs (Neti, 2017). In terms of action, the company has to enhance transactional satisfaction. The customer touchpoints of the organisation need to be strengthened to trigger the profitability level of the organisation. 
· True Friends: The customers in this group are the prospective customers of the organisation as they reflect high potential profitability and projected loyalty. As a part of the CRM strategy, the organisation has to maintain consistent communication. Moreover, the benefits and offers designed for such groups can create customer delight. 
· Strangers: In the concerned dimension, the customers are not profitable as well as loyal. The company has to persuade the concerned group of customers for more transactions to enhance the potential profitability and loyalty (Kingsnorth, 2019). Moreover, further investment in such a group of customers is not required. 
· Barnacles: The concerned group of customers shows a limited fit between the offerings of the organisation and customers' needs. The customers in this group are loyal but not profitable. The organisation has to persuade the customers to increase their basket value to enhance profitability. 
M&S has appointed a data science agency as a part of the ongoing programme of change. The CRM has been emphasised by the M&S to enhance customer understanding as well as insights. Moreover, the personalisation in the loyalty programmes has been focused on as a part of the CRM strategy to form deeper relationships with the prospective customers. The objective of the CRM strategy is to drive customer engagement. 
In terms of benefits, the CRM can enhance the profitability of M&S in the following ways: 
· A better understanding of the customers: The customers are the key revenue driver of the organisation. The marketing process begins with the understanding of the needs and wants of the customers (Fulgoni, 2019). The role of the CRM is to fetch the customer insights for a better understanding of their current taste and preferences. 
· Better Segmentation: Segmentation is the process of classifying the customer segment by focusing on the bases that are geographic, demographic, psychographic, and behavioural (Peter, 2015). It is the CRM strategy that helps to formulate the customer-marketing campaigns for the customers based on the segmentation bases. 
· Customer Retention: CRM is an effective strategy to find and nurture potential new customers. Moreover, the existing customers can be retained with the help of the CRM strategy. The CRM strategy will help the organisation to reach out to those customers that can drive profitability. 
On the contrary, the challenges related to the Customer Relationship Management are as follows: 
· Costs: The cost related to the implementation of the digitalised CRM tools can be observed (Yasmin, 2019). Furthermore, the digitalised tools require frequent maintenance and eventually increase the business operational costs. 
· Recruitment challenges: The CRM tool requires potential talent to implement and retrieve customer-centric data. Therefore, hiring candidates that can ensure effective CRM implementation is a challenge. 
· Lack of Customer Participation: The customers sometimes ignore the feedback surveys of the organisation in the post-purchase phase (Young, 2019). Therefore, the lack of customer engagement and involvement can create a barrier to retrieving the actual customer-centric data for implementing the CRM strategy. 












[bookmark: _Toc100918275]The role of the relevant marketing (service) theories/models/methods to analyse the customers' experience of an organisation
Customer Experience underlines the impression of the customers of a brand based on the overall buyer's journey (Brassington, 2019). The Gartner Customer Experience (CX) Pyramid underlines the framework that helps to understand the determining factors used to separate the most powerful customer experience from the rest. 
[image: ]
Customer Experience Pyramid, Source: https://www.businesswire.com/
The pyramid is used to find the most powerful CX based on the aspects that are as follows: 
· Ways to trigger the customer experience
· The effort of the customers
· The completeness of the possible solution 
· The role of the emotion and change in the perception driven by the experience 
In accordance with the CX pyramid, the following five stages can be utilised by M&S to drive the customer experience. 
· Stage 1 (Communication): M&S has to furnish the information by utilising the right channel at the right time. Social media platforms can be a cost-effective alternative to delivering information to customers (Chaffey, 2019). The clarity in the information can help the customers to understand their current needs and wants. 
· Stage 2 (Responsive): M&S has to ensure that the customer service is responsive and addresses the customer's query/issues in an efficient way. The role of an effective CRM strategy is required at this level to fetch the customer-centric data to enhance the responsiveness of the organisation. 
· Stage 3 (Commitment): In the third stage, M&S has to listen, understand and solve the customer problem efficiently. The extent to which the customer's queries and issues are resolved can be analysed from the commitment stage of the CX Pyramid framework. 
· Stage 4 (Proactive): The fourth stage of the CX Pyramid framework is used to reflect the proactiveness of the organisation in attaining the customer queries and issues (Bala, 2019). M&S need to confirm that the customer service team can resolve the needs of the customers in a proactive way. The proactiveness of the organisation can ensure a positive customer experience and drives Customer Equity. 
· Stage 5 (Evolution level): The last stage of the CX Pyramid framework reflects the superior value proposition to the customers in creating customer delight (Chaffey, 2018). M&S has to ensure that the customer can feel better and safer in purchasing their products.  

[bookmark: _Toc100918276]Conclusion 
To conclude, the report has presented the effectiveness of the Customer relationship management strategy from the organisational perspective of M&S. Customer Relationship management (CRM) underlines the strategy to manage the profitable long-term relationships with the customers. The purpose of CRM is to stay connected with the customers by streamlining the process and also to improve profitability. The complex market demand and frequent change in the taste and preferences of the customers requires an effective customer relationship management strategy. Currently, the companies like M&S use to analyse the 'customer touchpoints that include customer purchases, salesforce contact, satisfaction surveys, customer feedback, payments etc., for maximising customer loyalty. 
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