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Executive Summary
In the following report, there has been discussion on the meaning of Customer Relationship Management along with the experience of the customers in Marks and Spencer’s. Furthermore, there have also been discussions regarding the different quality models that help in improving the customer relationship. The benefits of the CRM in targeting the customer and segmentation have also been viewed. The strength and the weakness of Marks and Spencer’s were analysed along with recommendations to the company on improving the service. CRM has a significant assurance in the organisation, which is responsible to ensure that the customer bonds are getting stronger because of which the organisation is being able to produce better profits.
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Customer relations and Management (CRM) is the process through which the organisation can monitor the interaction with the customers and clients (Guha et al., 2018). In the following report, it will be discussed the meaning of the term CRM and how it has been affecting Marks and Spencer’s along with the investigation of the CRM experience in Marks and Spencer’s with comparison to another similar industry organisation in consideration with two factors, namely the ethical and the sustainability. There will also be discussions based on the theories of CRM that will help in having the efficiency of the organisation. It will also be witnessed on the different benefits of the CRM and the roles that they play in the segmentation, targeting customers, loyalty ladder and marketing mix. Marks and Spencer’s is a retail company that was established in the year 1884 by Michel marks. The organisation is headquartered in London, employed more than 85000 employees, and has earned revenue of 100 million in the year 2020. It mainly deals with the clothing and appeals for men, women and kids and is currently serving globally. The organisation is registered under the London stock exchange (marksandspencer.com 2021). 
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Customer relationship management is the process through which the interactions between the organisation and the customer. The CRM is responsible for the issues and the difficulties that are being faced by the customer (Dewnarain et al., 2019). CRM is one of the major tools that is helping the organisation in identifying potential customers. In the modern-day, the CRM is maintained by cloud computing software that ensures that the customer data, analytics and the actions that have been made by the customer is visible (Tikku and CBSA, 2020). The system also helps in ensuring that the sales are being tracked so that there can be better insights made on the purchasing analytics of the. The sales expertise need to ensure that they are updating every piece of information in the CRM through which the seniors can understand the issues and the challenges that they have been facing (Cambra-Fierro et al., 2017). CRM helps in managing the sales and the marketing of the products and services. It has been now converted into a system that can be accessed anywhere. 
It promotes the sales technique and provides the details of the existing customer through there can be easy access. The following are some of the features of CRM that affects the organisation in many ways. 
Lead Management- This feature helps in ensuring that the potential leads are being converted into the proper sales prospects. There can be anything that would be needed in converting the sales such as the information of the customer and the preferences (Idzikowski et al., 2019). The field sales employees are responsible for ensuring that they are updating the information of the customers on the system through which the seniors or the lead generation department can try further to get the sales converted. In Marks and Spencer’s, the lead generation is similarly followed and ensured that there are authentic details of the customers (campaignlive.co.uk, 2000) 
Contact Management- This helps in storing the information of the customers such as the name, address and phone details through which approaching the customer becomes easier. This also stores the details of the products that the customer has desires to purchase (Polona and Iztok, 2018). Marks and Spencer’s has ensured that the employees are strong the personal preferences of the customers in the system through which better offers can be provided on the particular products that they want to purchase. 
Email integration- Marks and Spencer’s has ensured that the organisation is increasing the advertisements through E-mail marketing and which is directly associated with the CRM. The software ensures that the different accounts can be linked with the software which would allow the organisation to send promotional messages to the customers. The CRM helps in ensuring that the marketing of the products is also being done. 
Proposal Management- Often the customers expect to see a quotation regarding the different products and the services through which they can understand the structure of the cost. The CRM also helps in ensuring that the management of the quotations is being done appropriately. In marks and Spencer’s, the customers are given priority because of which the organisation can well understand the needs and demand of the market(computerweekly.com, 2021). It ensures that all the customers are given competitive pricing because of which there is a loyal customer base being created. 
Workflow Automation- This is one of the major features of CRM. This stage ensures that the operations in the sales and the marketing are being controlled by the system (Gannage, 2019). The application ensures that the timely reminders and the actions that need to be taken in context to a customer are being shown to the user so that they can take appropriately enhance the application and can approach the customers. 
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Marks and Spencer’s being one of the largest organisation in the retail industry in terms of organisational profits and the workforce. The need for having a better customer experience is evident. The organisation thrives to ensure that the customers are getting one of the best forms of the products which are helping them to meet the expectations of the customers. It has been witnessed that Marks and Spencer’s is best in terms of providing the customer with the buying experience and also manages to deliver the supreme quality of the products to the customers(marketingweek.com, 2021). In Loyalty magazine, Marks and Spencer’s stated that it has changed the strategy by which it would be providing the customer with the buying experience(retailtimes.co.uk, 2021). In the year 2016, there were many forms of the outlines of the plans which ensured that the customers are being handled diligently by which the customers because loyal to the organisation (fashion united.UK 2021). 
In a recent conference the head of the customer experience, John Hetherington stated that the use of the Voice of customers was extremely necessary for the organisation which resulted in the upliftment of the sales and boosted the efficiency in the organisation(retailtimes.co.uk, 2021). This ensured that the customers are getting what they wish to wear. The feedback and the requisitions received by the organisation from the customers were analysed and insights were formed which helped in forming the new strategies by which the customer can have a better experience. 
Ethics
The deontological theory of ethics states that the action of morality should be based on the correctness and the wrongness of the actions themselves. Marks and Spencer’s is operating in more than 30 countries with around 400 stores for which they need to ensure that all the process is being done efficiently. The organisation often has adopted misleading advertisement which triggered a threat among many people. As soon as they realized the issues, they had changed their marketing policy and ensured that only the correct information is being provided to the people. This includes different cultures and different minds that expect things differently. Hence, Marks and Spencer’s had put out a certain form of the questionnaires to the customer through which they can understand the depth of the demands and provide as per their choice. Apart from this, the need to being extremely ethical while raising the customer experience was equally important. They had ensured that the process of identifying the issues and the challenges of the customer could be done through common protocols and there is no way any breaching of the personal information of the customer has been done.
 They also ensure that all the customers are being benefitted from the service and they provide. Customers trust the organisation despite the unveiling prices and the ill product quality. however, the organisations need to understand that the fact that without the customers the organisation stands nothing. Hence, it is important to ensure that there is no way by which any misleading information is being disclosed to any of the customers. Often in the Marketing or the promotion of the products, Marks and Spencer’s had used some form of misleading information that resulted in violence among the customers. After 2016, Marks and Spencer’s ensured ethical ways of promoting the products and gained a loyal customer base by the end of 2019 which is why the organisation had won the Loyalty Magazine Awards. Marks and Spencer’s has stated that the employees are signing the code of conduct and are not involving themselves in any act which is against the company protocols. Customers have become much informed and aware of the products and the services that Marks and Spencer’s has been dealing with because of which there is no scope of proving fake information’s to the customer. 
Marks and Spencer’s has ensured that the customers are getting to know about every single detail of the organisation because transparency is being maintained in the organisation. Once the customer understands the process that is followed by Marks and Spencer’s, the trust is gained by them and they become more loyal to the brand which also helps in increasing the customer experience(marksandspencer.com, 2021). However, the ethics of H&M is quite stable but is not as strong as the policies of Marks and Spencer’s (hmgroup.com, 2021). It uses certain emotional appeals that are not ethical however; the organisation still has been using that to gain a huge number of potential customers.  H&M has faced any form of ethical allegations for the customer. Since employees are the most important part of any process, they should be given equal importance while they are under the process of manufacturing. In H&M, the employees have alleged that the organisation did not pay the promised wage to the employees because of which many of them were forced to leave the organisation. H&M was given the transparency index of 71 per cent as they still have a prominent gap in providing proper labour conditions. the number of the forced labour in the organisation was equally high which also had a negative impact. All of these factors have led to the diminishing of the brand image of the organisation and results in poor trust of the customers in the brand.  
Sustainability 
The three pillars of sustainability are people, profit and the planet. This means that the people are being reserved and taken care of which is helping the organisation to grow. Profit means that the organisation should ensure that there is consistent growth in terms of monetary increment. Planes are the environment that needs to be saved from excessive pollutions. Sustainability of H&M, it can be stated that the organisation has well managed to cope up with the changing environmental challenges and ensured that recycling of the clothes is being done(hm.com, 2021). The policy stated that if any individual wants to purchase clothes and brings old clothes, then there could be a discount on old clothes. This step has ensured that customers are being given hefty discounts on the products and because of this, the number of sales is also increasing and the environment is being saved largely. 
The sustainability plan of Marks and Spencer’s is a bit different from what the H&M does. The organisation is engaged with Plan A strategy focuses on these three pillars by reducing its operational cost and serving to the environment through less waste generation and creating more employment for communities.  It has ensured that the manufacturing and the production of the goods are done in such a way that durability is uncompromised. The usage of eco-friendly products like nylon and cotton is done because of which there is many brand values associated. The organisation has also suggested that it would be reducing all the chemical and hazardous elements from their production by 2020 by which the world can be made greener. The brand has also ensured that it would be reducing plastic contamination soon. All these factors have been helping the organisation to increase the positive experience of the customers and consumers have now become more aware of the environmental demands and the need for change. 
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The following are some of the models that help in measuring the customer relationship experience of an organisation. 
Shewart cycle 
This is a management tool that is used to understand and improve the product and process of the organisation, which follows a 4-step configuration (Veres et al., 2017). This is also known by the name of the PDCA cycle. The following are some of the steps that are followed by the organisation.
· Plan- This refers to the planning of an opportunity and ensuring that a change is being done after identifying the opportunity. Marks and Spencer’s ensured that they are shifting the process of packaging and converting from plastic to paper bags which will help them in becoming more sustainable(thegrocer.co.uk, 2021). However, the organisation would be incurring a lot more cost.  
· Do- This is the process where the change is happening and it is being measured in a small number of people to find out the response. Marks and Spencer’s started using eco-friendly material for the clothes which increased the number of customers as everybody wants a sustainable clothing option. However, the number of options available reduces largely. 
· Check- This is the step where the responses are measured on a large scale and the way it has affected the customers. As discussed that the number of customers was increased after the organisation claimed to change the processing policy. Marks and Spencer's ensured that the effects are being measured on a large scale that further turned out to be positive. However, certain customers preferred older designs and quality because of which they had to leave the customer group. 
· Act- This is the last step that ensures that the organisation is successfully managing to bring the change in a wider scope. This means that majority of the process globally needs to be improved if the change was a success on small scale. In the case of Marks and Spencer’s, it was witnessed that the change had increased the customer buying experience as they started getting goods that are more durable and does not harm the environment. However, people were not much satisfied with the quality of the new products. 
All of these acts help in ensuring that the CRM of the organisation is improving as there is a certain form of the steps that are first planned where the list of the potential customers’ needs to be addressed. This allows the organisation to plan systematically for the products and strategies the process through which the customers can be provided better goods. All the factors ensure that customer are having a better buying experience and the customer relationship is improving largely.  
Total Quality Management
In this method, an organisation ensures that the customer is satisfied in the long-term relations (Pambreni, 2018). 
[image: ]
Figure 1: Total Quality Management Model
(Source- Luburić, 2014)
· Customer focus- Every organisation thrives to ensure that it is understood the needs and the demand of the customer, which will help in making and developing the products (Zeithaml et al., 2018). Marks and Spencer’s ensured that it is taking care of the customers because of which the customers often get the latest updates on the discounts. However, customers often do not wish to receive promotional messages and might become disloyal customer. 
· Leadership- This step ensures that the working environment is progressive and competitive at the same time. Marks and Spencer’s follow a transactional leadership style where the punishments and rewards are given based on the performance. This ensures that the employees are always motivated to provide a quality product to the customers. Often employees are unable to understand the work, which leads to punishment and reduced motivation among the individuals. As a result, they fail to provide customer needs. 
· People involvement- Organisation ensures that employees are always engaged in the activities of the organisation. In Marks and Spencer’s, the employees are the only source of increasing the market share, which states the reason behind the assessment of the performance is crucial for the organisation. The performance of the employees might get down because of many issues of management, which can result in improper client servicing. 
· Systematic approached- The importance of providing the employees with a piece of brief knowledge about the task will ensure that they are using all the resources and completing the assigned task. Marks and Spencer’s takes care of the employees well and also ensures that the job role is being explained well so that the efficiency of the employees can be increased (Abbas, 2020). However, some of the employees can be slow learner and might make mistakes that will impact negatively acquiring customer experience. 
· Constant Improvement- Every organisation ensures that improvement is a constant process that is being addressed in the organisation (Mukhopadhyay, 2020). Marks and Spencer’s has ensured that every change that they want to make is happening slowly but with a continuous process because of which the customers get to see new things every time. However, many customers wish to see old products and with the same consistency. If the organisation is failing to provide that then the relationship between the customer and the organisation would be reducing. 
· Decision Making- This is one of the major approaches that can be counted by any organisation. This ensures that the business decisions taken by the organisation are being appropriately addressed in the business operations. In Marks and Spencer’s, the decision is taken along with the investors and the key people of the organisation so that better strategies can be formed. However, there can be conflicts while taking decisions, which would lead to forced decisions and might negatively, affect the customer’s choice. 
Total quality management helps in ensuring that the organisation is adequately working in strengthening customer relations with the organisation. Certain systematic steps assure that the organisation is growing. Certain factors like people involvement and proper decision making ensure that the needs of the customers are being better understood and developments are then being made. 
Crosby’s Quality Theory
Phillips Crosby explained the theory and he stated that the key to good quality is the conformance to the requirements, prevention, zero defects and quality and price of non-conformance. 
· The definition of quality is conformance to product and customer’s requirements- Every customer is keen on knowing the probable ways by which the service can be improved (Sunarsi et al., 2019). In Marks and Spencer's, the quality of the product matters the most based on which the pricing is fixed. However, the quality of the product can be less while the cost can be high. 
· Prevention is the system of quality- Every organisation needs to ensure that waste reduction is being done properly so that the resources can be fully utilized. In Marks and Spencer's, the waste management is appropriately done which helps in maintaining a strong value (Ting et al., 2019). However, there can be still certain waste produced which cannot be recycled and might affect the relationships with the customer, as they want sustainable clothing material and also want environmental protection. 
· Zero defect should be performance Standard- This means that the quality of the products should be high all the time which will also help in strengthening the customer bonds. Every customer in Marks and Spencer’s wants a proper product that provides great quality. However, providing superior quality in less price may lead the customers to think about the actual quality provided (Afthanorhan et al., 2019). 
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Task 4
The benefits of CRM may be discussed in context to M&S as follows:
Segmentation
Market segmentation may be referred to as making the heterogeneous market into a homogenous one based on behavioural, geographic, demographic and other (Dolnicar et al., 2018). The utility of CRM for market segmentation may be discussed as follows:
Age: CRM may be used by the organisation to sell their products based on the age of the consumers through effective data analysis (Zhang et al., 2018). It helps the companies to take information from their database and promote their products and services to meet the demands ad needs of their customers. M&S has reformed its kids' section to develop everyday fashionable clothing for the young customers of the company. The company has used its CRM strategy to analyse the preferences of the kids and their parents (corporate.marksandspencer.com, 2021). Therefore, it has introduced colourful clothing for the kids and reduced reliance on formal clothing.
Gender: CRM for the companies to sell their products and services based on the preferences of every gender (Dolnicar et al., 2018). M&S has targeted its female consumers that resulted in the growth of the company's business in the women wear and lingerie section. The section has witnessed a growth of 40 per cent that reflects the company’s success in targeting female consumers effectively (financialexpress.com, 2019). 
Geographic: The location of consumers is effective measures to determine their preferences and needs (Camilleri, 2018). The CRM databases of the companies are effective for determining such demands. M&S has over 1000 stores in the UK and more than 400 stores al across the world (statista.com, 2020). The company uses different promotional strategies to appeal to the consumers of several locations with its CRM strategy.
Targeting customer
CRM is used for targeting customers of diverse choices, preferences and needs with CRM databases that are effective in analysing the choices of different consumers (Romppanen, 2021). The consumers may be targeted by the organisation based on their age, location, psychology or otherwise (Nadube and Didia, 2018). M&S targets the consumers of the age group 30 to 55 for whom the company design products based on the preferences of each age group. This results in the rise of the sales of M&S every year. The sale of M&S in 2019 was over £10billion, which is targeted to give a further boost by the company (statista.com, 2020). 
A loyalty ladder
The customer loyalty ladder is a tool to classify the consumers of an organisation into five categories based on the association of the consumers with the company (Ann and Anyanwu Ahamefule, 2018). It helps the companies to identify their loyalty of the consumers effectively. The five categories of customer royalty ladder are as follows:
Suspects:  Such consumers are generally aware of the company but have to purchase anything form it. Therefore, they are the potential consumers for a company. CRM helps to identify the suspects for helping the company to approach them.
Prospects: These consumers are engaged in constant purchasing from the company and therefore, must be kept satisfied. CRM helps to identify such consumers and analyse their preferences and issues.
Customers: They are the first time purchasers for the companies and therefore, CRM may help the company to keep the customers satisfied through measures like extending discounts, coupons and others to appeal to them.
Clients: Such consumers engage with the company frequently and therefore can boost the business of the company largely. CRM may help the consumers build up loyalty and for their engagement through measures like special offers and discounts. 
Advocates: Such consumers are engaged frequently with the company as well as give positive feedback about the company to their acquaintances. Therefore, a CRM database may be used to identify the advocates and extend them with special benefits for improving the brand image and business of the company. 
M&S extends its offers and discounts on its every product to appeal to the suspects, prospects as well as customers. The CRM of the company has resulted in the successful promotion of the company and its sales by proving the consumers with benefits. Moreover, the company provide special discounts on luxury items like clothing and home decors to attract clients and advocates (marksandspencer.com, 2021). This helps the company to improve its sales and brand value largely. 
Marketing mix
The 4Ps of the marketing mix are the factors to market services or goods in the market. CRM may help the companies to appeal to the consumers and enable the company to analyse the preferences of the consumers based on the four factors (Ikechi et al., 2017).
Product: It refers to the services or goods sold by the companies. CRM helps the companies to identify the potential preferences of good by the consumers. M&S sells products based on the changing preferences of the consumers that range from fashion, styles, colour and others. 
Price: This factor enables the companies to have a competitive edge over their consumers as reasonable pricing appeals to the consumers more. The CRM databases help the companies to understand the pricing that their consumers prefer (Thabit and Raewf, 2017). M&S has kept high prices for its products that reduce the affordability of its products.
Place: Place of selling the products is an important determinant for its marketing strategy. CRM helps the companies to understand the potentially profitable paces (Shamsudin et al., 2019). M&S has set up its companies mostly in metro cities and tier 1 cities that attract more number of consumers (corporate.marksandspencer.com, 2021). Besides, the company has over 400 stores across the world that improves the distribution of the products effectively (corporate.marksandspencer.com, 2021).
Promotion: This factor determines the marketing strategies of the companies. CRM helps the companies to analyse several factors, as pace, preferences, demands ad needs of the market that helps the companies adopt effective strategies. M&S advertises its products and services as fresh, innovative and good quality products are sourced. It uses smart media and CRM plan to boost its advertisements during events like Christmas (thedrum.com, 2020). Such strategies have made the company unique and given a competitive boost over the rest.
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Task 5
The strengths and weaknesses of the M&S CRM system may be discussed as follows:
Strengths
M&S utilises its CRM strategy effectively to segments its customers and consumers base on age, gender and geographic location. The company provides products for every age group, although it mainly targets the consumers of the ager group of 30 to 55. It provides its products for both male and female consumers based on the demands of the consumers. The products of the company have experiences higher sale in female products, which increased the company's overall profits.
M&S implements its CRM strategy successfully to target consumers, thereby achieving a higher number of consumers every year. The target base of the company belongs to the age group of 30 to 55 for whom M&S provides preferred designs and products. The company also uses discounts and offers on the high demanding products to appeal to the consumers of such age group. Therefore, the CRM strategy is utilised by the company effectively to achieve its goal. 
Weaknesses
The pricing of the company’s products is considered to be high by many consumers (Kienzler and Kowalkowski, 2017). Therefore, M&S has not successfully implemented its CRM strategy to understand the demands and needs of its consumers for a lower price (Bolton and Shankar, 2018). The company puts most of its products under a luxury price range that reduces the affordability of the products. 
The company has failed to utilise the CRM strategy effectively as it does not update the designs of its clothing and footwear according to the preferences of the consumers. M&S has been accused of selling clothes that are boring and conservative for the newer generation (bbc.com, 2020). Therefore, it fails to appeal to most of the young customers. 
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The following recommendations may be considered by M&S as follows:
M&S may follow an effective and reasonable pricing strategy to appeal to consumers of every financial background. For achieving this, the company may analyse its CRM database to identify the preferences of the pricing by its consumers and the backgrounds of its regular customers. This would enable the company to identify the preferable pricing range. The company has adopted a strategy called the Re-Marks-able value campaign to highlight its low pricing decision. This may be given a fillip by publishing it more on social media to appeal to the consumers and debunk the opinion that it is an expensive brand. M&S may use a CRM strategy to analyse the peak time of the business that appeals to most of the consumers. The identificiation of this will help the company to reduce the prices during that period to satisfy the consumers and retain their loyalty (Kumar and Reinartz, 2018).
 M&S may use a CRM strategy to update its designs as per the demands of the consumers. For achieving this, it nay utilises its CRM database to analyse the feedbacks of the consumers that would enable it to identify the issues that the consumers are facing with their designs. This will help M&S to introduce the preferred designs. Updating the fashion and style will help the company to remain at par with the trends and give a competitive advantage over its competitors. The company upgrade its designers and appoint new designers with a wide knowledge of the latest trends in the market (Kinnett, 2017). It may take feedback from its customers on social media about the kind of clothing or footwear they would prefer from the company. M&S may introduce fashionable clothes based on a sustainable quality top appeal to the customer. This can be effect, as more than 80 per cent of the consumers prefer sustainable clothing (forbes.com, 2020).
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