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Executive Summary:

Mark & Spencer is a major British multinational retailer that offers a range of clothing, home, and food products. The company has a strong reputation for quality and customer service, and has implemented a number of initiatives to improve its CRM practices.
However, the company has also faced challenges in terms of maintaining strong customer relationships in the face of increased competition from online retailers and a changing retail landscape. To address these challenges, Mark & Spencer has implemented a number of strategies, including investing in technology and data analytics capabilities, and adopting a more personalized approach to customer communication and service.
Overall, Mark & Spencer has made progress in improving its CRM practices, but there is still room for further improvement. By continuing to invest in technology and data analytics, and by adopting a more personalized approach to customer relationships, the company can further strengthen its customer relationships and drive business success.






1. Introduction

In recent years, M&S has faced increasing competition from both traditional retailers and online marketplaces, and has faced challenges in adapting to changing consumer preferences and behaviours. As a result, the company has been looking for ways to improve its Customer Relationship Management (CRM) practices in order to better meet the needs and expectations of its customers.
One area of focus for M&S has been the use of technology and data analytics to personalize the customer experience. By collecting and analysing data on customer preferences and behaviours, the company hopes to be able to tailor its marketing and product offerings to better meet the needs of individual customers. M&S has also invested in improving its online presence, with a focus on creating a seamless and convenient shopping experience for customers.
In addition to technology and data analytics, M&S has also been looking at ways to improve its customer service and support. This includes investing in training and development for employees, as well as implementing new customer service channels such as live chat and social media support.


Total Quality Management (TQM) and the SERVICEQUAL model are both approaches that focus on continuous improvement and customer satisfaction. TQM is a management philosophy that seeks to achieve continuous improvement in all aspects of an organization, including products, services, and processes. It emphasizes the involvement of all employees in the quality improvement process and aims to identify and eliminate defects and variability in order to achieve high levels of quality. The SERVICEQUAL model, on the other hand, is a tool that is used to measure and improve the quality of service in an organization. It consists of five dimensions of service quality (reliability, responsiveness, assurance, empathy, and tangibles) and is often used to assess customer satisfaction and identify areas for improvement.

Both TQM and the SERVICEQUAL model can be beneficial to organizations like Mark & Spencer in terms of improving customer experience. By continuously improving processes and services, an organization can increase customer satisfaction and loyalty, leading to potential bottom-line benefits such as increased sales and profits. In addition, Customer Relationship Management (CRM) efforts, which focus on managing and improving the interactions between a company and its customers, can also contribute to an excellent customer experience and ultimately benefit the bottom line. For example, a company that effectively uses CRM techniques such as personalized communication and targeted marketing can build strong, long-term relationships with customers, leading to increased customer loyalty and repeat business. Overall, the implementation of quality processes such as TQM and the SERVICEQUAL model, as well as effective CRM efforts, can help organizations like Mark & Spencer improve the customer experience and ultimately drive business success.


2. Company Context

Mark & Spencer (M&S) is a major British multinational retailer that offers a range of clothing, home, and food products. The company was founded in 1884 and has grown to become one of the UK's leading retailers, with over 1,000 stores in over 60 countries.
One potential CRM problem that M&S may be facing is a lack of personalized customer experiences. This may be due to internal factors such as a lack of investment in technology or data analytics capabilities, as well as external factors such as increased competition from online retailers that are able to offer more personalized shopping experiences. This problem may be evident in online customer reviews, where customers may express frustration with a lack of personalized communication or recommendations from M&S.
Addressing this CRM problem could have a number of benefits for M&S. By improving its ability to personalize customer experiences, the company may be able to increase customer satisfaction and loyalty, leading to increased sales and profits. Personalization may also help M&S differentiate itself from its competitors and drive customer loyalty. Additionally, by investing in technology and data analytics capabilities, M&S may be able to gain a deeper understanding of customer needs and preferences, which could help it to tailor its marketing and product offerings more effectively.
    Overall, addressing the CRM problem of a lack of personalized customer    experiences could help M&S improve its customer relationships and drive business success.

Here are a number of internal and external factors that have contributed to CRM problems at Mark & Spencer based on costumers online review:
Internal factors:
· Limited investment in technology and data analytics: Mark & Spencer has historically underinvested in technology and data analytics, which has limited the company's ability to effectively analyse customer data and personalize its marketing and service efforts.
· Limited integration of CRM across departments: Mark & Spencer has struggled to effectively integrate its CRM efforts across different departments and channels, leading to a fragmented customer experience.
· Limited customer insights: Mark & Spencer has limited insights into customer behaviour and preferences, which has hindered its ability to tailor its marketing and service efforts to the needs and preferences of its target customers.
External factors:
· Increased competition from online retailers: The rise of online retail has increased competition for Mark & Spencer, as customers have more options for purchasing products and services.
· Changes in consumer behaviour: There have been shifts in consumer behaviour, with more customers opting for online shopping and greater price sensitivity. These changes have challenged Mark & Spencer's traditional retail model and have required the company to adapt its CRM efforts.
· Economic downturn: Mark & Spencer has faced challenges due to economic downturns, which have led to reduced consumer spending and increased price sensitivity. This has impacted the company's ability to drive sales and maintain strong customer relationships.

3. Models Review
For this point, I will analyse and review the following CRM models, covering the relevance of the models, strengths and weaknesses.
Critical review of CRM value chain analysis:

Customer Relationship Management (CRM) value chain analysis is a tool that is used to identify and analyse the various activities and processes that contribute to the creation of value for customers in a company's CRM system. The CRM value chain consists of three main categories: primary activities, support activities, and enabling activities (Payne et al., 2002).
Primary activities refer to the core activities that directly create value for customers, such as marketing, sales, and service. Support activities, on the other hand, are activities that support the primary activities, such as logistics and supply chain management. Finally, enabling activities are activities that enable the primary and support activities to function effectively, such as information systems and training.
One strength of CRM value chain analysis is that it provides a comprehensive view of the various activities and processes that contribute to customer value, allowing companies to identify areas for improvement and optimization (Payne et al., 2002). By analysing the CRM value chain, companies can identify bottlenecks or inefficiencies in their processes and work to address them, leading to improved customer satisfaction and loyalty (Payne et al., 2002).
However, there are also some criticisms of CRM value chain analysis. One concern is that the model may be overly simplified and may not adequately take into account the complexity of real-world CRM systems (Buttle, 2004). For example, the model may not adequately capture the impact of external factors such as market competition or regulatory changes on customer value (Buttle, 2004). Additionally, the model may be too narrowly focused on the activities and processes within a company, and may not consider the broader context in which the company operates (Buttle, 2004).

Another criticism of CRM value chain analysis is that it may not adequately address the issue of customer retention and loyalty (Buttle, 2004). While the model focuses on creating value for customers, it does not necessarily address the issue of how companies can maintain long-term customer relationships and build customer loyalty (Buttle, 2004).
    In conclusion, while CRM value chain analysis can be a useful tool for   identifying and analysing the various activities and processes that contribute to customer value, it is important to recognize that there are also limitations and criticisms of the model. Companies should consider a range of other approaches and frameworks in order to effectively manage customer relationships and build customer loyalty.
Critical review of (IDIC):

The IDIC (Infinity, Diversity, Inclusion, and Continuity) model is a conceptual framework that was developed by Gene Roddenberry, the creator of the Star Trek franchise. The model is based on the idea that the universe is infinite and contains an almost limitless diversity of life, cultures, and experiences. It promotes the idea of inclusion, whereby all beings are valued and treated with respect, and continuity, meaning that all beings have the right to continue their existence and evolution.
One strength of the IDIC model is that it promotes a vision of a more inclusive and harmonious future for humanity. By valuing diversity and promoting inclusion, the model encourages individuals to embrace differences and work towards a more equitable and just society (Roddenberry, cited in Star Trek: The Next Generation, 1987). This aligns with the principles of social justice and equality, which are important values in many societies today (UN General Assembly, 1948).

However, there are also some criticisms of the IDIC model. One concern is that the model may be overly idealistic and may not be realistic in terms of the challenges and conflicts that exist in the world today (Banks, 2001). For example, the model's emphasis on inclusion and harmony may not adequately address issues of power dynamics and systemic oppression, which can create barriers to true equality and justice (Sen, 1999). Additionally, the model's focus on the infinite nature of the universe may be seen as naive or simplistic, as it does not take into account the complexities and uncertainties of the world and the limitations of human understanding (Krauss, 2012).
 Another criticism of the IDIC model is that it may be overly broad and lack specificity in terms of how it can be applied in practice (Banks, 2001). While the model's values are noble and aspirational, it may be difficult to translate these values into concrete actions or policies that can effectively promote diversity, inclusion, and continuity (Banks, 2001).
In conclusion, while the IDIC model offers a compelling vision of a more inclusive and harmonious future, it is important to recognize that there are also limitations and criticisms of the model. To effectively promote diversity, inclusion, and continuity, it may be necessary to consider a range of other approaches and frameworks that take into account the complexities and challenges of the world today.




4. Model Selection and Application 
Analyse and justify of IDIC:

The IDIC (Infinity, Diversity, Inclusion, and Continuity) model could potentially be applied to address an IDIC problem in a company like Mark & Spencer in order to improve customer relationships and maintain them on a 24/7/364 basis.

One relevance of the IDIC model for Mark & Spencer is that it aligns with the company's values and mission. Mark & Spencer has a long history of promoting diversity and inclusion, and has implemented initiatives such as its Plan A sustainability program, which aims to create a positive impact on people and the planet (Mark & Spencer, 2021). The IDIC model's emphasis on diversity, inclusion, and continuity aligns with these values and could help the company to further embed them in its CRM practices.

The potential benefits of applying the IDIC model to address an IDIC problem at Mark & Spencer include improved customer satisfaction and loyalty. By valuing diversity and promoting inclusion, the company may be able to create a more inclusive and welcoming environment for customers, leading to increased customer satisfaction. In addition, by focusing on continuity, the company may be able to build long-term customer relationships and drive customer loyalty. This could ultimately lead to increased sales and profits for the company.

However, there may also be challenges to applying the IDIC model to address an IDIC problem at Mark & Spencer. One challenge may be the need to adapt the model to the specific context of the company and its customers. The IDIC model is a broad and abstract concept, and it may be necessary to identify specific actions and practices that can effectively promote diversity, inclusion, and continuity within the company's CRM system. Additionally, there may be challenges in terms of implementing and scaling the model, as it may require significant resources and changes to organizational culture and processes.

Overall, the IDIC model has the potential to be relevant and beneficial for addressing an IDIC problem in a company like Mark & Spencer. By promoting diversity, inclusion, and continuity, the model can help the company to improve customer satisfaction and loyalty and drive business success. However, it is important to recognize that there may also be challenges in terms of adapting and implementing the model, and it may be necessary to consider a range of other approaches and frameworks in order to effectively manage customer relationships on a 24/7/364 basis.
The potential benefits of using IDIC (Infinity, Diversity, Inclusion, and Continuity) and CRM value chain analysis in a company like Mark & Spencer:

IDIC:
· Improved customer satisfaction and loyalty: By valuing diversity and promoting inclusion, a company can create a more welcoming and inclusive environment for customers, leading to increased customer satisfaction and loyalty.
· Enhanced reputation: By demonstrating a commitment to diversity and inclusion, a company can enhance its reputation and appeal to a wider range of customers and stakeholders.
· Increased innovation: By promoting continuity and embracing diverse perspectives and experiences, a company can foster a culture of innovation and continuous improvement.
CRM value chain analysis:
· Improved customer value: By analysing the various activities and processes that contribute to customer value, a company can identify areas for improvement and optimization, leading to increased customer satisfaction and loyalty.
· Enhanced efficiency: By identifying bottlenecks or inefficiencies in its CRM processes, a company can work to address them, leading to increased efficiency and cost savings.
· Enhanced decision-making: By providing a comprehensive view of the CRM system, CRM value chain analysis can help a company make more informed decisions about its marketing and service efforts.


They also meet the marketing mix, also known as the 7Ps, a framework that we learned about in week 2, that is used to analyse and plan the marketing of a product or service. It consists of seven elements: product, price, promotion, place, people, process, and physical evidence.
Product: This refers to the goods or services that a company offers to its customers. It includes considerations such as the features, benefits, and branding of the product or service.
Price: This refers to the amount that a customer must pay in order to acquire the product or service. It includes considerations such as pricing strategy, discounts, and payment terms.
Promotion: This refers to the various methods that a company uses to communicate with and persuade customers to purchase its products or services. It includes considerations such as advertising, sales promotions, and public relations.
Place: This refers to the locations and channels through which a company distributes its products or services to customers. It includes considerations such as distribution strategy, distribution channels, and logistics.
People: This refers to the people who are involved in the marketing of a product or service, including customers, employees, and stakeholders. It includes considerations such as customer service, employee training, and stakeholder relations.
Process: This refers to the systems and processes that a company uses to deliver its products or services to customers. It includes considerations such as order processing, delivery, and customer service.
Physical evidence: This refers to the tangible elements of a product or service, such as packaging and branding, that can be used to communicate the value of the offering to customers.
The 7Ps of the marketing mix are often used as a tool to help companies analyse and plan their marketing efforts. By considering each element of the mix, companies can better understand the needs and preferences of their target customers and develop marketing strategies that are tailored to meet those needs.

There’s the communication mix and it’s importance as well,   a framework that we learned  about in classroom, which is used to analyse and plan the communication efforts of an organization. It consists of four elements: advertising, personal selling, sales promotion, and public relations.
Advertising refers to the use of paid media, such as television, radio, or print, to communicate with target audiences. It is often used to increase awareness of a product or service, build brand identity, and persuade customers to purchase.
Personal selling involves the use of face-to-face or telephone communication to persuade customers to purchase a product or service. It can be used to build relationships with customers, provide information and support, and close sales.
Sales promotion refers to the use of incentives, such as discounts, coupons, or contests, to encourage customers to purchase a product or service. It is often used to drive short-term sales and increase brand awareness.
Public relations refers to the use of communication to build relationships with stakeholders, such as customers, employees, and the media. It includes activities such as media relations, corporate social responsibility, and event management.
The communication mix is important because it allows organizations to effectively communicate with their target audiences and achieve their marketing objectives. By considering each element of the mix, organizations can develop a comprehensive communication strategy that is tailored to the needs and preferences of their target audiences.
One strength of the communication mix theory is that it provides a framework for analysing and planning communication efforts in a systematic and comprehensive way (Belch & Belch, 2012). By considering each element of the mix, organizations can identify the most appropriate communication channels and tactics to use in order to reach their target audiences and achieve their marketing objectives (Belch & Belch, 2012).
However, there are also some criticisms of the communication mix theory. One concern is that the model may be too narrow and may not adequately capture the complexity and diversity of communication efforts (Tellis, 2017). 


Importance of relationship marketing

Relationship marketing is a approach that focuses on building long-term, mutually beneficial relationships with customers. It is based on the idea that maintaining strong, ongoing relationships with customers can lead to increased customer loyalty, satisfaction, and advocacy, which can ultimately drive business success.
For a company like Mark & Spencer, relationship marketing is likely to be an important aspect of its overall marketing strategy. M&S has a long history of focusing on customer satisfaction and loyalty, and has implemented a range of initiatives such as its Plan A sustainability program and its M&S Bank to build long-term relationships with customers (Mark & Spencer, 2021).
There are several reasons why relationship marketing is likely to be important for Mark & Spencer. One reason is that it can help the company to retain customers and reduce churn. By building strong relationships with customers, M&S may be able to reduce the likelihood of customers switching to competitors, leading to increased customer retention and loyalty.
Another reason is that relationship marketing can help to drive sales and profits. Research has shown that loyal customers are more likely to make repeat purchases and to spend more with a company over time (Reichheld & Sasser, 1990). By building strong relationships with customers, M&S may be able to increase the frequency and value of purchases, leading to increased sales and profits.
Finally, relationship marketing can help to build and maintain a positive reputation and brand image. By delivering high-quality products and excellent customer service, M&S may be able to create a positive brand image in the minds of customers, leading to increased brand loyalty and advocacy. Overall, relationship marketing is likely to be an important aspect of Mark & Spencer's overall marketing strategy, as it can help the company to retain customers, drive sales and profits, and build a positive reputation and brand image.


5. Recommendations

Here are a few recommendations that could be derived from the application of CRM principles to help resolve potential CRM problems at Mark & Spencer:
a. Invest in customer data analytics: One potential CRM problem for Mark & Spencer could be a lack of personalized customer experiences. By investing in customer data analytics, the company can gain a deeper understanding of customer needs and preferences, which can help it to tailor its marketing and product offerings more effectively. This could lead to improved customer satisfaction and loyalty.
b. Enhance customer service: Another potential CRM problem for Mark & Spencer could be a lack of effective customer service. By enhancing its customer service efforts, the company can improve its ability to address customer inquiries and complaints, leading to increased customer satisfaction and loyalty.
c. Develop a customer loyalty program: A customer loyalty program can help Mark & Spencer to build long-term relationships with its customers and drive customer loyalty. By offering rewards or incentives for repeat purchases, the company can encourage customers to return and increase sales. 
d. Enhance the online shopping experience: With the increasing shift towards online shopping, it is important for Mark & Spencer to ensure that its online shopping experience is seamless and user-friendly. By investing in technology and improving the functionality of its website, the company can improve the customer experience and drive sales.

Foster customer relationships through social media: Social media can be a powerful tool for building and maintaining customer relationships. By engaging with customers on platforms such as Facebook and Instagram, Mark & Spencer can foster a sense of community and build loyalty.


6. Conclusion

   In conclusion, this report has analysed the CRM practices of Mark & Spencer, and identified potential areas for improvement. One key issue that the company may be facing is a lack of personalized customer experiences, which may be due to internal and external factors such as a lack of investment in technology and data analytics capabilities, and increased competition from online retailers.

The report has outlined the potential benefits of addressing this CRM problem, including increased customer satisfaction and loyalty, which could lead to increased sales and profits for the company. By improving its ability to personalize customer experiences and tailor its marketing and product offerings, Mark & Spencer may be able to differentiate itself from its competitors and drive customer loyalty.

Overall, the key benefits of addressing the CRM problem at Mark & Spencer would be improved customer relationships and business success. By investing in technology and data analytics capabilities and focusing on personalized customer experiences, the company may be able to create a more positive and rewarding customer experience, leading to increased customer satisfaction and loyalty.
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