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Executive Summary 
As a major company in the UK and internationally, Marks and Spencer, (2021) (M&S) have spent an obscene amount of money pleasing millions of customers around the world. Maintaining their loyalty and customer experience has altered in the technological form, to diversificate the customer satisfaction and needs. Using technology and getting inside the psychological shopping experience of their customers, finds many pathways to sell thier items maintaining quality of product in a sustainalble manner and providing honest and ethical services.  
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Introduction
This report has been requested by CEO Steve Rowe of Marks and Spencer (M&S) on the 19th March 2021. 
Nicola Bennett from market research department has complied this report to analyse the customer relationship management (CRM) and investigate customer experiences within the company based on their ethical and sustainability policies they have in place. 
The purpose of the report is to critically implement a greater understanding of the variety and quality that is, marketing, customer experience and loyalty.
Researching models and theories through other companies alike, articles throughout time of technology progression and reviews on reliable websites has helped to elaborate the psychological effects that CRM has on stakeholders and M&S. 
Evaluating marketing materials such as segmentation, loyalty ladders, the marketing mix and the CRM life cycle has given constructive and useful finding’s in strengths and weaknesses at M&S to progress the company further. 













1.0  Main Findings 
1.1 Orgainsation Background 
Marks and Spencer (M&S) is a leading British  retailer, they have been consistent since 1884, selling quality food, clothing, homeware and providing international products to over 1400 stores across 57 countires. Having secured solid connections and providing great customer service around the world, M&S also provide financial services including all banking, insurances and lending facilities. 
1.2  Stakeholders 
According to Adam Hayes (2020), a shareholder, also known as a stockholder is a person, company or institution that owns a share of company’s stock (equity). Stockholders gain the benefits of a successful business of rising stock valuations, financial profits and dividens or, they can risk a loss to the invariable price drops that provide a loss to their share. Depending on economic change and international markets communication will relfect on the shares fluctual range (Hayes, 2020; M&S, 2021).
Bizconshesh (2018) presenter says, a stakeholder is anyone with an interest or influence on a business, internally there are owners, shareholders and employees, externally there are customers, suppliers, the community and the government (Bizconsesh, 2018).
The investor in a company or an individual who invest capital with aims to making a profit, may provide loans, buy shares, guarantee to pay creditors or contribute with labor. Market Business News (MBN), (MBN, 2020), claims that being a customer/consumer, defines as a person or organisation purchasing one or more items for personal or business use. Consumers are known as the end of distribution chains (MBN, 2020).






1.3  M&S and International Trade
M&S (2021) trade internationally and have fully embarked rationalisation and have repositioned their programmes and products to broader markets. Starting from World War II, exporting british goods to the USA in helping financing war efforts and maintaining profits (M&S, 2021).
By Keeping M&S localised develops sustainable market share and promotes competion. In 1948 the chain of rationalisation attached in Switzerland, Belgium, Sweden, Australia, New Zealand, Canada, and South Africa.
Stevens (2021) commented, M&S have dramatically increased online offering to the international buisness and has been successful with 75% sales increase, M&S trade as purely online retailer for over 100 countries by 2017.
But amid the new programme in place from 2019 and upto 2020 the sales had fallen due to economical change and shop doors closing, M&S have had converstaion to close over 100 stores all over the world, sales had been falling by 2.3% as pre tax profits were, losing around £523.2 million. BBC News (2019) claim there was poor stock availability for clothing and homeware, but food profits have increased and reports of opening bigger better food stores may be the way forward in the future (Stevens, 2021).












2.0  Customer Relationship Management (CRM) 
2.1 Advantages
“CRM …an enterprise- wide business strategy designed to optimize profitability, revenue and customer satisfaction by organizing the enterprise around customer segments, fostering customer-satisfying behaviours and linking processes from customers through suppliers.”
(Gartner Inc, 2021, page unknown)
Customer Relationship management (CRM) is a progression of collaboration and dealings with past, present and future clients/customers within an organisation.
It is an essential part of business which provides sales, marketing, customer services and expectations. With business and technological area developing rapidly, maintaining consistent and positive relationships with customers can be very busy and very demanding. Using up to date and efficient technology such as CRM provides prioritising, organising and categorising customer’s needs appropriately that will help maintain fundamental experiences and profits (Top5CRM, 2021).
Buttle’s (2008) research shows CRM was first mentioned in the 1990’s, the term was used in software, technological and usually internet organisations in order to help manage their marketing, customers, sales and services to improve their performances further (Customer relationship Management, Buttle, 2008, p.4).
Conick (2020) says it is used to approach potential business, customer interaction, analysing and managing different strategies which helps nurture the present and future aspects of the company and its stakeholders. By increasing sales, revenue, profits and customer satisfaction, CRM is an effective way of building trust in customers and consumers upon receiving positive relationships and loyalty (Conick, 2020).
“Saying, “I don’t have time for CRM.” is like saying, “I don’t have time to look at my GPS app because I am too busy trying to figure out the best way to get from here to there.” (Darnell, 2021).


2.2 Disadvantages of CRM   
“One reason why CRM is at a standstill and why so many companies are failing to see a return on their CRM investment is that, because of its celebrity, the Label ‘CRM’ has been loosely (and often incorrectly) applied to anything that suggests customer centricity.” 
(Newell, 2003).
According to Commerce Mate (2018), the disadvantages of having CRM systems will be a costly effect to set up and to maintain.   
With any CRM systems, specialised and qualified staff are essential to keep the software up to date and running accordingly. All staff will need to be trained and have appropriate understanding of the systems before working with them, this demands large efforts from the organisation, this is time consuming and very costly for M&S(2021), due to regular training required. 
Whilst CRM eliminates human involvement to the software installed and automatically takes care of itself, impacts on human engagement will suffer. A high percentage of customers would prefer human contact and service excellence, face to face or over the telephone, rather than through technology.
Commerce Mates (2018) stress, the software can cause major drawbacks due to the insecurity of data that is collected and stored through CRM. 
CRM data can be obtained by third party companies, sensitive data may get into the wrong hands causing major security breach, annoyance calls or emails to customers. The data collected remains in a centralised location, which has a threat of being hacked or lost by someone.
 Staff need to ensure that data is attached to system’s appropriately and accurately to avoid any manipulation in the figures (Commerce Mates, 2018-2021).






2.3 Customer Loyalty 
M&S (2021), believe in listening to their customers and getting to know their personal shopping experience. As the world rapidly changes, its need to communicate and deliver quality service demonstrates mutation of circumstances in various directions. Listening to people and proactively ensuring that relevant changes are accommodating in communities can maintain a trusting and cohesive relationship.
By protecting their customers loyalty, and with over 6 million members to date, M&S (2021) reward system is a great way to give something back. 
Whilst customers use their loyalty cards, innovative systems use marketing strategies and email alerts to the customer. Providing, information on sales or lowered prices, mapping out customers spending passions in order to predict future purchasing behaviours, often, feedback will be requested from M&S (2021) requesting honest information on accuracy, service excellence and how they can improve (M&S, 2021).
According to Retail Technology (2021) the service of the new Starcount (2021) CRM software has paid for itself in the first four months. It helped with efficient workload management and communication between staff, customers and suppliers. Since, agents have a step ahead to address customer needs more effectively, online sales had an inclination of 8.2% in 2018 (Retail Technology, 2021).
Peel (2003) article says that, CRM is not just about the technology itself, but about how M&S engage with its customers, vendors, suppliers and stakeholders. It is a suitable communication procedure to ascertain future profits standards and stock control. The goal insight is to increase profit and gain customer satisfaction and reach high quality of communication between all (Peel, 2003).






3.0  Investigating Customer Relationship Experience
3.1 At M&S
MarketLine (2015) report claims, building relationships with big companies is M&S’(2021) way of proving they are strong and adaptable, in 1985 M&S Bank (2021) was introduced and working alongside HSBC Group (2021) to draw in the loyal customers and non-customers to provide better rates of banking and excellent customer service. Many names and amendments were given to the new bank over the years which include, M&S Bank(2021), M&S Financial Service (2021) and M&S Money (2021), this would supply customers with trust and faith in the company knowing it was expanding in the right direction, eligible and secure enough to assist with banking needs (MarketLine, 2015).
According to Top5CRM, (2021) customer satisfaction levels, increased revenue and sale levels have improved since the system has been updated in 2018, with all contacts of customers new and old, the system will recognise all departments collaboration to help communicate proficiently. 
Integrating with internal and external sources such as emails, announcements, marketing and customer confidentiality maintains high security protection in the system and for M&S quality and satisfactory (Top5CRM, 2021).
However, according to Thomas (2002), they found reduction’s in profits after the new system was released, productivity levels were expected to fall for a maximum of 3 months, but further reductions over many months had seen dramatic loss and complaints due to the system being incompetent to track customer enquiries. Customer service had suffered which left negative feedback and reviews, leaving M&S bruised from the decline in quality and satisfaction reports. This had detrimental effects to the organisation and stakeholders, it made employees feel inadequate and customers feeling that M&S are no longer trust-worthy (Thomas, 2002).
With trading reports from January 2020, claim there is strenuously low trade in the food and clothing department since 2016, even with strategic efforts made, there is underlying issues that are not being researched (Nazir, 2020).




According to Bricci, Fragata and Antunes (2016), the key to customer retention is satisfaction, having developed the satisfaction of customers over the years, it is always an activity base to progress from. Demonstrating loyalty and effectively monitoring increased customer satisfaction has reduced complaints.
“It is considered that trust allows lower transaction costs and promotes long term relationships, and it is a driver of success of strategic alliances.”
(Bricci, Fragata, and Antunes, 2016, p.173)




















3.2 Ethical 
‘Ethical is knowing the difference between what you have a right to do and what is right to do’.
(Stewart, date unknown)
BBC (2021) define ethical as a term for principles that govern certain types of behaviours, including conducting activities within M&S.  Moral principles supporting a specified group or ethics affect how people and managers run their departments or businesses in general, how they treat and lead employees, it is used to bring out the good in communities, within people’s lives and business cultures.
Ethics form character, habits and demonstrates rights and responsibilities. It helps define right and wrong attitudes, so managers and leaders make appropriate, positive and improved decisions within the workplace for employees and their customers (BBC, 2021).
Establishing great relationships with customer’s form bonds and personalises their shopping experiences,  stakeholder’s have enormous power to influence business value, customers know exactly what they want from M&S, for M&S knowing what their customers and members are looking for then they can find that quality of relation with them to continue proof of excellent customer service experience.
Being ethical is key part of the ‘Plan A’ environmental policy at M&S, showing acts of support and commitments in listening to stakeholders and working with the locals in certain geographical areas can identify objectives and solutions (M&S, 2021). 
M&S have procedures set out to help charities, schools and advertising goodwill messages to their public. The aim of having a progressive approach to communities will help form collaboration and unite members from all areas (M&S, 2021).



According to Jain (2021) even though M&S (2021) and other business ethics are a form of professionalism, disadvantages of ethics apply everywhere. Ethical problems can begin with lack of integrity when employees do not show or embrace fairness and honesty, they may intimidate others have a conflict of interest and have a breakdown in communication if the leadership doesn’t follow protocol. The company itself may have external problems with investors, suppliers etc and have a negative relationship with them which can impact on the quality of services. Bribery, discrimination and misleading job advertisements continue to happen (Jain, 2021).
Evidence of these behaviours are, by Baker (2010) revealed that M&S suppliers were underpaying India workers to make branded items, forcing them to work overtime and leaving their children unattended, they were forced to work more than 16 hour days and under the minimum pay, M&S, NEXT and Gap were on the case immediately, but aroused much suspicion and trust issues with their consumers (Baker, 2010).
Researching into Starcount (2021) and considering it is one of M&S major expensive partners with technology, the staff reviews on Glassdoor Inc (2021) appear very poor with how unethical their working experience has been and also how their structures change so frequently and not given through communication,  not many employees are able to keep up. With micromanagement so behind that it was impossible, it hindered any employee development. One reviewer claimed that there was a lack of transparency, too much egotistical senior members with bullying traits and passive aggressive comments. Another stated that the work- place was very dysfunctional with unclear direction and worried about the staff turnover in a short amount of time (Starcount, 2021).
According to Colley, (2021) bad business ethics covers different behaviours and actions that can interrupt the law. Damaging the confidence of customers and employees. Business ethics is often a fine line between behaviours, dishonesty and negligence, by making poor decisions or damaging practices with those that are truly unethical, may damage a company and its reputation (Colley, 2021).



3.3 Sustainability 
A quote from Brundtland report in 1987 says
“Understanding how to meet the needs of the present without compromising the needs of future generations, to meet their own needs.” 
(The Federal Council, 1987, p.8.)
Sustainability is to maintain and ensure long term existence in a business or nature, sustainability has a capacity to endure and constantly maintain itself by preserving and reaching its own goals (Weisser, 2014).
M&S have created sustainable value to last for future evolution of their business, the plans are to update regularly and reflect on previous impacts that the company may have had and to try and foresee any issues in the future (M&S, 2021).
Delivering Long term value to stakeholders is M&S priority, considering views of the customers, employees and shareholders and wider consumers, 2019/2020 was the process of the next step of Plan A, which was in process of delivering positive and beneficial strategies and programmes in place, but along with other business’ M&S (2021) did not see the Pandemic coming.
M&S (2021) were not ready for the impact that Covid-19 had on them just like many other business around the world, but they did have some fighting spirit, according to BBC News (2020), some M&S stores may have to close temporarily, the 136-year-old firm said clothes sales have suffered.
But it added: "M&S has served customers without cease through two world wars [and] terrorist bombings and we are determined to support customers now" (BBC News 2020).
However according to the Guardian (2020), M&S (2021) seem that their company is being challenged at this difficult time, the sale of clothing and homeware has slumped by 24.1% and there was a major change in what shoppers were buying but this meant a loss of £87.6 million loss in the company (The Guardian, 2020).
Currently Plan A, is in action up to 2025 with three pillars which include wellbeing, community and the planet whilst continuing to use strict sustainable  policies that have been in place for over 20 years and advocating fir policies to reform and improve further. (M&S, 2021). 

Rowe, Chief Executive (2018) reports that having major disruption to the retail sector has shifted focus to online shopping, price and importance of service. The rising usage of automation, technology and customer personalisation has no shortage of challenges, continuous transformation of social, ethical, and environmental values is the foreseeable future (Rowe, 2018).
 





















4.0 Asda’s Loyalty in Comparison 
Investigating ASDA (2021) and finding out if their ethical approach has similarities to M&S (2021), shows negative responses to shoppers.
ADSA (2021) provide communities with Psychological and Physical schemes, charitable donations, holding community fundraising events in areas and low price experiences and rollbacks for their customers in each store, but there is no personal connection with stakeholders or customers with their shopping experience and loyalty factors are withheld from the public eye.
 According to Trustpilot (2021) and Asda (2021), a recent loyalty member scheme was put in place. Using a ‘cash back bonus scheme’ when shopping online, unfortunately shoppers were left disappointed being made unaware of the scheme, and losing out, leaving them to shop elsewhere and leaving negative feedback (Trustpilot, 2021).
With no advertising, promotional effort or personal engagement with the public, demonstrates unsatisfactory customer loyalty, this is proving that Asda’s (2021) inadequate CRM system is in need of replenishment.
However, it is understandable that no other loyalty scheme has been in place due to the low- cost products, internally ASDA offer the pathway to employment for future generations and ‘Create change for the better schemes. But ASDA (2021) are not personal when it comes to their deliveries, loyalties and giving back personally.
However, it is understandable that no other loyalty scheme has been in place due to the low- cost products, internally ASDA (2021) offer the pathway to employment for future generations and ‘Create change for the better schemes. But it is evident that ASDA (2021) are not personal when it comes to their deliveries, loyalties and giving back rewards to ascertain customer relationships.





5.0 Quality Management System 
British Assessment Bereau (2018) defines quality management system (QMS) as a commitment and process,that companies use to reassure potential clients in creating services and quality products within predifined standards, also known as International Organisation for Standardisation (British Assessment Bereau, 2018).
ISO is internationally recognised for its popular quality that has undergone continuous revision. An adequate QMS warrants a business that is delivered to a consistently high standard, measuring improvemnts appropriatley and efficiently (British Assessment Bereau, 2018).
Using QMS has many positive points such as:
· Consistency
· Reduction in failures
· Pre-qualifications for new businesses
· Evidence-based change
· Continual improvements 
· Customer Satisfaction (British Assessment Bereau, 2018)
M&S have QMS in place that uphold present and future plans to maintain quality of products and to fullfill customers expectancies. QMS is a systematic approach to quality of products sold within the company (M&S, 2021).
 A Plan, Do, Check and Action programme was introduced by Edward Deming (1950) in the early 1950’s. Deming (1950) firmly believed that managers are responsible to maintain the quality of products, as the responsibility does not lie with the workforce or the operator’s level. He also believed that if employees worked within a company that use QMS, employees will feel performances will be impacted, as employee training and support would not be sufficient if systems are in force (Wiley, 2012). So, it is down to manager to implement ongoing training and support within the company and upskill in areas of development.




 5.1 Total Quality Management 
According to Sherice Khan (2015), as competition gets harder, it is essential to provide quality to customers. Having involvement of everyone within the company will bring unity and a solid approach, therefore meeting customers’ needs and requirements will be easier and satisfactory. With management taking appropriate measures to train and support employees with clear instructions will create commitment, positive control and quality service (Khan, 2015).

5.2 TQM Principles
[image: ]
Khan, (2015)
Khan (2015) asseverates that TQM has its limitations, they can be time consuming, costly and incoherent for training and resourcing. Making sure customers are put first and listening to their feedback for their continuous improvements and lastly, participating all staff in courses, training and activities to fulfil the companies’ objectives (Khan, 2015).


According to De Feo and Fearon (2018) based on management approach and ensuring customer satisfaction is analysed specifically, Juran (1986) uses a 80/20 Pareto Principle, defines tasks by using visual representations.
Juran (1986 states if 20% effort is used to perform quality and satisfactory service and products, 80% will be aimed at for results in profit and satisfactory. Using a Pareto analysis leads a project team focussing on the vital few areas that are signalling issues or probable causes that the management and team trying to improve (De Feo and Fearon, 2018; Juran, 1986). 




















6.0 Main Buisiness Activities
M&S engage with thier public community to form a profit, using econimical activities and operating in stock, trade and financial investments (Investopedia, 2021). Chairman Archie Norman’s strategic report (2019) states M&S, like most companies in similar trade commit to transorming their business to ensure fullfillment and potential of all brands and distributing long term profits, growth and sustainability within its organisation (Norman, 2019).
6.1 CRM Life Cycle 
Understanding the importance of the CRM lifecycle is essential according to Techtarget (2021). Seeing the lifecycle as a whole and not in segments is vital for businesses. Leaving out the Retention part of the cycle will undo all the remaining, Reach, Acquisition and Conversion (Techtarget, 2021). 
[image: ] 
(Techtarget, 2021)






6.2 Touchpoints
In 2018, technology systems had a major transformation programme (Starcount, 2021) designed specifically to research and sustain stakeholders and consumers data analysing product and feedback information. With the updated version of the 2002 system underway, M&S (2021) feel more customer focused, flexible and providing faster personal communication than ever before using:
· Website advertising 
· Social media and Live chat
· Direct messages to your phone
· Letters 
· Community Poster/ Newspaper articles (M&S, 2021).
Using Starcount (2021) for pioneered data and segmentation to reveal the mindsets of customers and understand their values and needs. Their new ecosystem has brought to life a new generation to organising, advertising and the marketing, helping customers to connect with M&S emotionally and meaningfully and is currently part of their five-year transformation plan (Starcount, 2021). 

6.3 Balance Scorecard Model
Balanced Scorecard Institute (2020) demonstrates that the balance scorecard 
strategic planning and management system. Organisations use this model to 
· Enhance financial profitability
· Communicating what accomplishment’s, they are trying to meet 
· Prioritise projects, products and services 
· Measure and monitor targets 
· Get a balanced view of performance
Using this model illustrates discipline and strategy in a way to connect all forms of planning and management (Balanced Scorecard Institute, 2020).



6.4 Segmentation
The Economic Times (2021), definition of Segmentation is to divide marketplaces into parts or segments, which are seen as definable, accessible, actionable and profitable. If it has growth potential, a company would find it impossible to target the entire market, due to cost, time and efforts. (The Economic Times, 2021).
 M&S (2021) have the mass of customers who can be identified and targeted with reasonable cost and time. They have been segmented into certain groups such as:
· Demographical
· Social Class
· Ethnic Groups
· Gender
Whilst these categories are invested in individual segments, M&S (2021) invest more in the demographical segment. According to Progressive Grocer (2021) statistics show that from the age of 37 plus, sales are high, and from the age of 50, are the influencer of grocery spending and look for the quality in what they purchase (Progressive Grocer, 2021) .












6.5 Loyalty Ladder
Raphel and Raphel (1995) Journal and Consuunt (2021) claim that supermarkets will create loyal customers and profit by taking the customers up the Loyalty Ladder.
They demonstrate the five steps in order to reach the goal. 
The five steps are:
1. Prospect – People who have heard about the Company from a friend, but has never shopped there.
2. Customer – A person who shops for a specific or special item or a for a reduced price, but doesn’t shop consistently.
3. Client – A regular customer who will buy day to day items, such as groceries, homeware and toiletries regardless of price.
4. Supporter – Loyal customer that have connections with their brands and products, forgiving mistakes or defects.
5. Advocate – Client who actively recommends the product or brand to others and who speak positively about the organisation (Raphel and Raphel, 1995). 
Reidhheld (2001) believes that loyalty cannot be addressed with CRM programmes or technological strategies, no databases or measurements and rewards systems will ever be greater than the deeds, decisions and practices within an organisation of outstanding loyalty (Reichheld, 2001). 
“The greater the loyalty a company engenders among its customers, employees, suppliers and shareholders, the greater the profits it reaps”. (Reichheld, 2001)







6.6 Marketing Mix – 7P’s 
Two Teachers (2019) YouTube channel claim that the 7P’s model is a great way to acknowledge if the business is doing well. There are seven area to analyse and see ifrom customers point of view. According to Oxford College of Marketing (2021) they believe that using the 7P’s as a planned approach to marketing helps to set up a strategy of objectives that need to be achieved.
Defining the tactics in to the 7P’s are:
1. Product – Referring to what quality products companies are producing 
2. Price – Getting the right price of products to cover costs to generate a profit
3. Place – The physical place where customers make the purchase, having the physical place or online presence
4. Promotion – Appealing product at a great price. Communicating and making awareness about the about the product to the buyer.
5. People – Interacting with customers, processing enquiries and helping them with their purchases, being experienced and knowledgeable about the item.
6. Process – Creating a chain of efficient steps to ensure positive experiences have been had by the customer.
7. Physical Evidence – Customers needing reassurance about the quality of product before purchasing, having professional surroundings and reviews, uniforms will hold valuable evidence.
The 7P’s are used to get into the minds of customers, Business knowledge source.com claims that the marketing mix is a way leading the business to unprofitable objectives. They say that focus should be on the shareholders rather than the 7P’s of marketing (Business Knowledge.com, 2021).







6.7 Monitoring, Assurance and Control 
A report from HM Treasury (2012), states that Assurance is for those responsible for delivering specific objectives or operation in a workplace. Assuring that performance is monitored, risks identified and seeing that objectives are being achieved. Sometimes culture can get in the way of monitoring on a day to day basis.
Companies are not presently required to examine or audit their quality control assurance systems (QCAS) in order to reduce the chance of defective, and sometimes dangerous, products or services from being sold to their customers (HM Treasury, 2012).

Burke, Polimeni and Basile (2020) say that, companies must also manage the quality of their products and services to be competitive in the consumer marketplace. Global supply chains also necessitate a reliance on product quality. To enhance and ensure quality, companies should have an appropriate, cost-effective QCAS (Burke, Polimen and Basile, 2020).
M&S (2021) provide open and honest comprehensive information regarding their trade. They have certain requirements in place in order to meet standard regulations to packaging, pesticides, Non GM NanoTechnology and codes of practice (M&S, 2021). 











7.0 Conclusion
Reflecting on the extensive research and bringing all theories together provides enough evidence to illustrate the strengths and weaknesses of M&S’ customer experience.
M&S have consistency in their appetite to impress and remain loyal in the fact of personal shopping experience and the quality of produce they sell. By highly maintaining the products from international suppliers, shows positive belief in the suppliers and the items that are sold. Monitoring and controlling shipments of goods is following strict sustainable sourcing policies and being proactive of any mishaps. Their ethics are tight with moral principles supporting how management treat and lead employees, it is inspired to bring out the good in communities, within people’s lives and business cultures. 
The way M&S use CRM systems is demonstrating illusive behaviours and providing loyalty rewards in the process. 
The CRM system is certainly playing its expensive part in target marketing, it has abolished vital aspects of engagement in face to face contact and customer- employee interaction. M&S invest segmentation to the demographic areas and target ages from 50 and above, which can be difficult for the older generation to be technologically equipped and a majority not having the knowledge based around emails, online and social media. This can lead to missed communication and opportunities for customers to see quality sales and promotions and missing out their deserved rewards.
M&S embark on meeting objectives and use touchpoints and total quality management for strategic and visual selling techniques, but unless branches are open for customers to see for themselves, it is inessential and deplete for certain areas of targeting.






8.0 Recommendations 
The course of action recommended is to maintain using CRM software to help promote the Millenial generation. The older segmentation category prefer someone they can communicate with face to face, to serve them and tell them about new sales or promtions. 
Majority of customers from this category have basic technology understanding so having meet someone face to face makes their customer experiences extra special. Showing appreciation for their custom plays a magnificent part of them returning, targeting the older with notifications and pop ups marketing is not something they may appreciate as much as the younger generation can.
The younger generation and diversity of their needs could bring great business if tailored to them and mainting touchpoints in this area. Categories of products, clothing and homeware could become competitive, continuing to use online sales providing customer relationship management is modernly explored to different genders and ethnicity. Joining cooperations with the latest and upcoming fashion trends with all latest products can highlight M&S further therefore, giving everyone access and the same oppurtunities. 
Being bold, innovative and bringing diversity and inclusion to all, will benefit stakeholders, suppliers and shareholders internally and the economy exernally.
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