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Executive Summary 
The report aims to analyse the key issues faced by M&S food related to the customer relationship. To manage better customer experience the Marks & Spencer Food should do exclusive event arrangements, and run targeted promotional campaigns for retaining the old customers rather than focusing on getting new ones. It not only supports the establishment of better customer relationships but also helps to forecast demand and plan accordingly to fulfil the requirements of the targeted customers. However, the company needs to handle sensitive data responsibly to avoid any kind of issues regarding privacy protection. Compliance with the GDPR is also essential to avoid biased data and maintain the trust of customers in the company.
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[bookmark: _Toc214650381]1. Introduction
This document assesses the impact of the Customer Relationship Management (CRM) strategies of Marks & Spencer (M&S) Food on the sustainability of customer relationships and the effectiveness of the organisation as a whole. M&S Food, the dominant player in the UK market, offers customer engagement, loyalty, and ethical behaviour as its main strategies. These practices make M&S Food a perfect case study for CRM effectiveness. The report consists of four major parts: a summary of M&S Food's history and its position in the market, a discussion of relationship marketing supported by data, an in-depth assessment of its CRM strategy and the sustainability practices linked with it, and lastly, the conclusions along with suggestions aimed at creating and maintaining long-term customer loyalty and thereby, positive performance outcomes.


[bookmark: _Toc214650382]2. Organisational Overview
Marks & Spencer (M&S) was established in the year 1884, and it was initially known as a penny bazaar in Leeds. The founders of this organisation, namely Michael Marks and Thomas Spencer has started their food division in the year 1931. After that, the company expanded a lot through its innovative practices. It has incorporated the ‘cold-chain’ process for the management of fresh chicken in the year 1960. After that, it introduced packaged meals that are ready-made. Two main aspects of this company that helped to manage its reputation are its quality as well as innovation (marksandspencer, 2025a). 
A good market position is held by this company within the premium sector. In the year 2025, the food sales of this company reached to almost £9 billion, which can be considered as the two third of its total revenue. The market share of this segment of M&S has increased by 3.8% and it is accountable for the remarkable profitability of this business group (marksandspencer, 2025b). The mission of this business group is to offer high-quality, innovative food services to its customers, and it has set the vision for becoming the most trusted retailer. 

[bookmark: _Toc214650383]3. Data and Customer Relationships
As per Kotler and Armstrong (2020), Data collection, data analysis, along evaluation are significant for building better customer relationships. The role of data collection is to gather essential information about the customer's choices, preferences. Simply gathering feedback from the customers, the M&S can comprehend the needs of the customers. The company has already integrated the data collection process to evaluate the current requirements of the customers and identify the product trends. Through its loyalty program, M&S Club, it can be able to check the purchase histories of individual customers. Haque (2025) highlighted that, it is effective enough to get data about the targeted consumer interactions. Besides this, conducting direct surveys and raising questions about the product quality, ethical concerns, and customer issues can be helpful to determine key areas for improvement (Malhotra, 2020). Another significant way for data collection is digital tracking, which includes checking and analysing the web interactions by the customers. It provides significant data about the customer behaviour and their preferences by simply tracking the post views, clicks and purchase rates. 
As per Theodorakopoulos and Theodoropoulou (2024), Data analysis is also a significant step to transform raw data into determining the key target consumers and checking the market trends, purchase patterns of the consumers. Businesses like M&S can make informed decisions regarding product development and process improvement (Odionu et al., 2024). Data plays an important role in offering the company insights into the greater picture of customers and information regarding what they actually value. The M&S can rely on the customer data, instead of assumptions, to make informed decisions. 
Structured Data collection method has been utilised by Marks & Spencer for gathering real-time information related to the customer shopping habits and their choice, and lifestyles. They use multiple tools for this matter, such as loyalty programs, mobile application interactions, along with the records related to the online purchase history information about behavioral data. The digital social media channel and the browsing activities of the website of Marks & Spencer also play a crucial role in having comprehension of the customer choices. The company can understand which product can attract the most attention from the target consumers and the ways of responding to promotional advertisements. The company can be able to determine the demand patterns and address the product changes as per this. After the collection of data, the company analyses it to turn it into a meaningful comprehension. The consumer feedback, along with the frequency of the earth purchases, are the factors that are classified by the company while deciding the customer groups and aligning them with the social needs. It makes it easier for the company to design personalised offers.
Based on the data, the company can also recommend products to the customers as on their past choice history. As per Tiutiu et al. (2025), the concept of customer relationship management is widely supported by these methods, as it increases customer lifetime value. Identification of the loyal customers and their contribution to making the business valuable can be determined through this. Such techniques should be implemented by other similar organisations to build long-term relationships with the customers and for the improvement of customer retention. Another aspect of it is data evaluation, which means assessing whether the current customer relationship management strategies are effective or not. In this matter, Marks & Spencer needs to review the customer satisfaction score and check the engagement levels on various social media channels. The activities regarding the loyalty programs are also examined by this company to measure the success related to the decision-making. The areas of improvement are also identified in this process. 
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[bookmark: _Toc214650385]Segmentation, Targeting and Positioning (STP)
Kotler and Armstrong developed the STP model, which denotes segmentation, targeting and positioning (Asy’ari and Winarno, 2025). It offers a structured framework for understanding the type of customers or determining the loyal consumers for any organisation (Matosas-López, 2024). According to this theory, segmentation means selecting a smaller group among the broad market based on specific characteristics, lifestyle as well and behaviour. Companies can differentiate the different customer needs because of that. As per Aaker and Moorman (2023), Targeting, on the other hand, is the selection of segments that are potential to be attracted by the company’s product based on the profitability, size and accessibility. For the Marks & Spencer food items, premium quality product seeks convenience. Positioning, on the other hand, means placing the brand as a desirable image in the eyes of customers (Eslami et al., 2024).
M&S Food employs demographic, psychographic and behavioural variables for market segmentation (Li et al., 2023). The company's main target group is made up of middle to upper-income consumers who want and can afford to buy the best and most convenient ethical food. In psychographic terms, it targets the segment of consumers who are very conscious of their health and the environment and who consider food as part of their lifestyle and wellbeing. In terms of behaviour, it attracts customers who are already loyal to the brand and who expect to receive personalised service and high-quality products by using the Sparks loyalty program. M&S presents itself as a high-quality and reliable British food retailer that provides ethically sourced, innovative and sustainable products. This positioning not only brings M&S closer to the consumers but also sets it apart from the price-oriented competition by focusing on value through quality, trust, and environmental responsibility.
[bookmark: _Toc214650386]Market Differentiation via Marketing Mix (7Ps)
According to the 7P’s marketing mix framework, including product price, place, promotion, people, process and physical evidence, is effective to help organisations in creating customer value (Prasetyawan et al., 2025). For the support of the customer relationship management strategy, Marks&Spencer's food well applied the framework. The product quality of Marks& Spencer's food is good and differentiates itself from its competitors. It offers fresh as well as British-sourced ingredients to make the manufacturing process innovative. It offers ready-to-eat meals, and its offerings include premium services. Seasonal products that are limited edition, along with the plant-based items also included in the product offerings of this company.
Value-based pricing strategy has been followed by the company. It means the pricing of the products demonstrates product quality and accounts for Ethical sourcing. The company decided to follow such a strategy so as not to compete with the competitors by offering low-cost products. As per Barbera (2025), the higher prices are a symbol of premium quality in comparison with the mainstream supermarkets. For the enhanced loyalty rewards of this company, which are effective enough to offer discounts. A strong omnichannel distribution channel has been focused on by the brand. M&S products can be sold online through the Ocado partnership, and this system supports the demands of the modern customer groups.
The promotional tactics of this company mainly rely on emotional branding to create a connection with the consumers. Social media promotion, email marketing, along the Sparks application are used by the company to share effective information with the potential customer base. Moreover, the campaigns run by the organisation help to get the customer's attention effectively. 
M&S employees deliver excellent services to make the customers happy, and all the staff are trained so that they can handle the food products, maintain hygiene and offer excellent consumer service (marksandspencer, 2025a). Smooth customer journeys have been ensured by the company for maintaining efficient delivery of products. Online procedures are also effective enough to make the browsing, ordering process convenient for the customers (Islam, 2024). The company also maintains its physical environment, packaging and store presentation to demonstrate its reputation in the eyes of the customers. The store layouts are also kept clean,and the packaging systems are maintained with hygiene standards. 
[bookmark: _Toc214650387]4Cs marketing model
The marketing strategy of this business group works closely with the 4C’s model, which includes Customer Solution, Cost, Convenience and Communication. As per Sulaj and Pfoertsch (2024), this marketing framework is also essential for maintaining better customer relationships. M&S offers food product that meets the requirements of the targeted customers based on their lifestyle, and it is linked with the customer solutions. Customers also have a comprehension that the company uses value-based pricing and consider its premium quality for a high price. Online facilities and maintained physical stores offer convenience to the customers. Communication channels are also open where customers can interact with the brand through social media channels, Sparks application and others. 
[bookmark: _Toc214650388]Ethical and Sustainability Practices
The sustainability program of M&S Plays has a crucial role in managing CRM strategy. The sustainability program followed by the company has the target to reduce the environmental impact and source materials for product manufacturing ethically. Besides that, as per Leal Filho et al. (2024), the companies are also focusing on supporting the community following their social responsibility. These strategic initiatives related to corporate social responsibility differentiate the company from its competitors, as modern consumers are becoming aware of the sustainability requirements (Sheridan, 2019). Marks & Spencer sources their product materials from farms and selects their suppliers by testing their standards. Clear regulations related to the animal welfare worker rights are also maintained by this company. A clear levelling system is also followed to run the business with fair trade policies, and all these strategic initiatives help to build customer confidence. The company is also trying to reduce carbon emissions through its practices and enhance its use of energy-efficient resources. It has also taken the initiative for the reduction of food waste.
[bookmark: _Toc214650389]Customer Centrality and Loyalty
The customer loyalty letter model emphasises that customers shift from being prospects towards advocates by getting a reference from the brand (Buttle, 2019). Marks & Spencer offer their customers a personalised shopping experience along with the Sparks reward. It also offers consistently good quality food products and maintains communication with its consumers so that they can feel recognised as well as valued. The framework of customer lifetime value is also significant to consider in this matter. Understanding the main factors that are valuable for the customers is essential for Marks & Spencer to retain its loyal customers. 

[bookmark: _Toc214650390]5. Conclusions and Recommendations
In order to fortify eco-friendly customer relationships and loyalty for a long time, M&S Food needs to improve its AI-powered personalisation by incorporating predictive analytics through the Sparks loyalty app to provide real-time, custom-made offers. It is necessary to broaden youth engagement, mainly by raising the company's presence on new platforms like TikTok and cooperating with food and lifestyle influencers. 
Furthermore, making sustainability transparency via digital dashboards and proper labelling would be a way to trust the ethically minded consumers. Lastly, turning loyalty programmes into games with sustainability challenges and rewards could make customers come back to buy again while supporting M&S Food's environmental and social responsibility goals.
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