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Executive Summary
Marks and Spencer have a great quality of products at a very reasonable prices, by introducing a Customer Relationship Management system and the new Sparks card helping to keep existing customers loyal along with attracting new customers. The company should introduce more ethical and fashionable clothing lines, this could help to gain the younger generation to shop at Marks and Spencer. The company should change suppliers that are not ethical to suppliers that are, then Marks and Spencer would achieve a higher ethical score, showing customers that they are ethical in all departments, and other named brands.   
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1.0 Introduction 
This report was request by CEO Steve Rowe and was compiled by Angela Dolphin, M&S’s Customer Service Manager. The purpose of this report was to examine and evaluate the success of Customer Relationship Management (CRM). Given the fast-moving changes of the contemporary world, M&S faces greater competition and challenges. The availability of online shopping has made it much easier for customers to shop around and search for alternatives, this has attracted a high customer base for other online retailers such as ASOS and Bohoo. Customer needs 
There is also heavy competition when it comes to fashion, when compared to the likes of Primark, Zara and H&M, shoppers now more than ever, seek affordable and stylish clothes. The food department also faces heavy competition with customers having options to shop at Waitrose, Aldi or Lidl. Moreover, CEO Steve Rowe, has rightly acknowledged that the business culture of M&S has been largely bureaucratic and too corporate, thus, it is hoped that this report will help establish areas for changes and development. 

This report has referenced secondary research through online journals, books, credible newspaper articles and websites and has been requested to be submitted by 19th March 2021. 
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[bookmark: _Toc66814345]2.1 Organisational Background 

Marks and Spencer (M&S) started as a Penny Bazar, operating in Leeds in 1884 (Marks and Spencer, 2021). Michael Marks initially used the slogan “Don’t ask the price, it’s a penny” to reflect its enterprise. In 1894, Michael joined forces with Tom Spencer, and this is when the business started to excel. Between 1920 and 1940, the business changed course to suit the needs of the customer and as such, they started to sell essential items including underwear. Since then, the Bra has become its most pop-ular and iconic product (Marks in Time, in.d). In November 1930, M&S opened its flagship store in London. A year later, they opened a food department, selling canned goods and fresh food. By the 1970s, the business had established itself and gained a reputation for ‘British quality goods’, sourcing most of their products from within the UK. In 1998, M&S became the first UK retailer to earn over £1bn in pre-tax profit (The Guardian, 2008). However, between 2000 and 2004, M&S was on the brink of disaster, experiencing a prolonged sales slump and facing the prospect of takeover by Phillip Green (Marks in Time, n.d). 
 
Currently, M&S is recognised as one of Britain’s leading retailer. Over the last 129 years, M&S has expanded from a single market stall to becoming an international multi-chain business. Under the M&S brand model, M&S run a family of businesses, ranging from food, clothing, and homeware, with focus placed on offering quality based products. Although mainly based in the UK, M&S operate in 57 countries with 1,487 stores and 35 websites across the world. They employ over 83,000 staff, overseeing 32 million customers (Marks and Spencer, 2019). In September 2020, the retailer joined forces with OCADO, paying them £750 million for 50% of their retail business. This meant that M&S would now be offering online-grocery delivery (BBC, 2019).  

The internal stake holders of M&S include staff, management, owners, and shareholders. The external shareholders include customers, suppliers, competitors or substitutes and the public (Marks and Spencer, 2019). In terms of its profit margin, since the outbreak of Covid-19, as of 26th September 2020, the store chain made a loss of £87.6 million, this is in stark contrast to the £158.8 million profit made at the same time in 2019. In the six months before September 2020, sales were down by 15.8%, largely impacted by low sales of clothing and homeware. However, the retailer reported strong growth in its joint venture with OCADO, seeing a 47.9% rise in sales and improvement in profitability. Furthermore, like for like sale increased by 2.7% from its Simply Food stores (BBC, 2020). In terms of M&S’s market share, starting from the 12-week period leading up to April 2020, they had a share of 3.1 of the UK’s grocery market, a reduction of approximately 0.2% from 2017 (Statista, 2020). 
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2.2 Benefits and Disadvantages of a CRM system 

[bookmark: _Hlk66262303]Customer Relationship Management (CRM) refers to a management strategy that combines information technology (I.T) and marketing (Zamil, 2011). I.T companies often use the term CRM to explain the software’s that are used to aid the marketing, selling and services of the organisation (Buttle, 2006). The meaning of good customer relationship management is to present a single image of the company, through all channels the customer can use to interact with the company and retain a single image of the customer that is shared across the business (Berry and Linoff, 2000). A CRM is applied successfully when it helps the business profitably provide market offerings to customers that offer value, for a lower price compared to its competitors or provide the same relative cost to competitors (Elfving and Lemoine, 2012 cited in Beheshtifar and Dalili, 2018). Included in CRM schemes, there are bonus and loyal programmes, value offers and deals, social media messaging, Internal blogging, web dynamic pricing, service quality programmes, personalised advertising and web communities as way to create interactive buyer-selling relationships (Nguyen, 2012). 

Phan and Vogel (2009), state that an effective CRM system contains organised customer information which is used to personalise the needs of each customer by differentiating products and services. This according to Galimi (2000, cited in Beheshtifar and Dalili, 2018), increases customer loyalty and satisfaction. Some of the benefits of a CRM system is that it is good for attracting new customers, resulting in higher sales and more profit, it also enables
better management: management of customer interactions, managing potential and completed transactions. Moreover, a CRM system can forward the knowledge to hold long-term relationships with customers (Pal-Dhaka and Nahar, 2014) and can collect and analyse data, in a timely response, leading to effective communication and service to the customer (Beheshtifar and Dalili, 2018). 

However, given the rising concerns of privacy in the storing of customer information and customer tracking system, favouritism towards customers who bring the most profit, hidden surcharges and dynamic pricing are all linked to CRM. With reference to fairness, Amazon’s test of dynamic pricing for example, backfired, customers found that the company were selling DVDs at different prices to different customers (Nguyen and Mutum, 2012). As Feinberg, Krishna and Zhang (2002, p.28), state: “few things stir up a consumer revolt quicker than the notion that someone is getting a better deal.” The fact that other customers receive better deals, causes dissatisfaction (Wagner, Thorsten and Thomas, 2009). It is argued however, that customers want and need different services and products (Bull and Adam, 2011). Therefore, in the absence of thorough consideration of equality and fairness when providing services to customers, companies risk long-term failure (Nguyen and Mutum, 2012).  
 
When exploring the benefits of CRM to the customer, a CRM system offers personalised marketing to customers which involves one-to-one interactions. This means that the customer is able to directly express what they are looking for and the company can match their requests. For example, Nike uses the Product Recommendation tool, where the customer answers questions about themselves and about a particular product, a shoe for instance. The product recommendation system then shows the customer what shoes are right for them (Nwakanma, Jackson and Burkhalter, 2007). According to Nwakanma, Jackson and Burkhalter (2007), relationship marketing enables a company to anticipate what customers want; they can analyse popular interests, tastes and needs. They can use this knowledge, which may not be available for individual customers to predict what may appeal to them. This is useful for the customer as they may have a general idea of what they want but the actual product may not be known to them. Therefore, relationship marketing helps a customer gain exposure to a product that reflects their needs that they may not otherwise been aware it existed. 

According to Persigehl and Vermeer (2019), CRM touch points refer to communication between the company and the customer that both individually and collectively impact the customer experience. These touch points are effective for accumulating data on the customer’s needs, wants and personal information. Touch points can range from email, post, telemarketing operations, kiosks, stores, advertising, call centres etc. (Eckerson and Watson, 2000, cited in Chen and Popovich, 2003). M&S have transformed their services and increased their revenue by integrating CRM touch points. This included efficient I.T integration, ecommerce systems, a new contact-centre and an upgraded website. This made it easier to track deliveries and for faster handling of enquiries. They did this by using the Genesys platform which enabled the company to connect all touch points together to provide a 360-dgree customer view (Retail Technology, 2018).  M&S has also partnered up with doddle to provide simpler online returns from M&S throughout its simply food stores. Previously, customers could collect their orders from the simple food stores but only return at the larger M&S stores. The Doddle solution offered customers a more convenient and easier service to collect and return their order in one place. This increased customer satisfaction, as 97% of customers responding to a survey expressed that they would use the service again and more frequently (Walker, 2018). In 2018, as part of its five-year transformation plan, M&S partnered up with Starcount – a data science company as a means of establishing future customer buying patterns. It is intended that the new partnership will provide better insight and understanding of the customer by customising M&S’s loyalty and CRM initiatives, one of which includes its Sparks Card scheme. Starcount will use technology to map out customer preferences to analyse customer buying behaviours (Man, 2018). 
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2.3 Ethics
The term ‘ethics’ derives from the Greek work ‘Ethikos’ meaning character or custom. Ethics is seen as a form of social science as it deals with people and is based on standards of right and wrong (Joshi, 2016). In its simplest form, ethics is referred to as moral principles, it is related to what is good for people and society and is regarded as moral philosophy. Littré (2004 cited in Lavorata and Pontier, 2005) defines ethics as “the science determining the distinctive characters of rightness and wrongness in human behaviour” (p. 3). However, ethics is also defined as “the theory of a just life, fair actions, ethos, fair behaviour and fair habits” (Koslowski 1998, cited in Lavorata and Pontier, 2005, p. 3). 
Amongst philosophers and ethicists, approaches to ethics have changed over time. Aristotle for example suggested that ideal behaviours were actions leading to the end goal of eudaimonia, referring to increased levels of well-being or happiness. 18th century philosopher, Immanuel Kant on the other hand, regarded ideal behaviour as practicing one’s duty. Kant saw well-being as being treated with dignity, having the ability to think rationally and having the freedom to practice autonomy. From a philosophical perspective, ethics is a systematic approach to analysing, understanding and establishing issues of right and wrong. However, ethical directives are not always clear cut as people differ in their views of what is right and what is wrong. This had led people to believe that ethics is based on opinion. As such, it is important to have a basic understanding of theories, approaches, principles and codes of conduct that been used throughout history, so that ethical issues and dilemmas can be successfully identified and applied through sound reasoning (Rich, 2020).
Ethics are divided into three areas: metaethics, normative and applied ethics. Meta ethics focuses on the origins and meaning of ethical principles. Normative ethics is concerned with moral judgement plus the criteria of what is right or wrong and applied ethics looks at controversial topics e.g., animal rights and people rights (BBC, in.d).

M&S work hard in respecting culture and ethical beliefs, so that customers can be sure that all brand products are produced in an ethical way. M&S code of ethics and behaviours set high standards to strengthen the culture of the business. All employees are expected to maintain these high standards, ensuring honesty and integrity throughout. In maintaining their customer promise of ‘enhancing lives everyday’ M&S aim to ensure that labelling of all products is clear, honest and as accurate as possible. M&S welcome feedback from customers and try to act on the feedback to provide better service. Commitment is placed in dealing with complaints as fairly and professionally as possible and any personal data of customers are held responsibly, securely and confidentially (M&S, in.d)

[bookmark: _Toc66814348]Piccolo et al. (2010) found in their research study that by implementing ethical values, it can promote and enhance employee performance, increase the reputation of a company, boost customer confidence, thereby increasing customer loyalty and benefit society. According to Accenture Strategy’s Global Consumer Pulse research, six in ten young consumers under the age of 30, now actively seek out a company’s ethical values before purchasing their products (Schaverien, 2018). Implementing ethical conducts can therefore attract a wider customer profile. However, some of the disadvantages of adhering to ethics is that it can reduce the freedom to maximise the company’s profits. For example, companies often benefit from running factories in developing countries, reducing running costs and pay lower wages, thereby maximising their profits. With ethical practices in places, this would not be the case. Moreover, it is time consuming; policies need to be put in place and practices continuously need changing and evolving alongside legislations (Piccolo et al., 2010). 
2.4 Sustainability 
The concept of sustainability emerges from forestry, where it was referred to as not harvesting more than the forest could produce in new growth. The term ‘Nachaltigkeit’ (sustainability in German) was originally used for this meaning in 1713 (Kuhlman and John, 2010). Shrivastava (1995, p. 955) defines sustainability as “offering the potential for reducing the long-term risks associated with resource depletion, fluctuations in energy costs, product liabilities, pollution and waste management”. However, the most used definition is referenced in the Brundtland World Commission report (1987). The term was defined as “the development that meets the needs of the present generation without compromising the ability of future generations to meet their own needs”.

Sustainability is explained by the processing of managing the company, by considering three different aspects: economic, social, and environmental which can be referred to as the triple bottom line. In 1999, the United Nations Secretary (UNS), General Kofi Annan announced sustainability innovation known as the UN Global compact, encouraging strategies and operations, with a universal principle  
on human rights, labour environment and anti-corruption by taking action that would progress societal goals (Bose, 2018).  Environmental sustainability is when integrity is maintained, the planet’s environmental systems are balanced, and natural resources are consumed by humans to an extent where they are able to replenish themselves. Economic sustainability is where human communities across the world could maintain their independence and have the resources that they need to meet their needs such as financial needs etc. Social sustainability is based on the principle of universal human rights where essentials are attainable by all individuals and have access to sufficient resources so that they are able to keep their family secure and healthy. Healthy communities are led by fair leaders who ensure that labour, cultural and human rights are respected and protected from being treated unjustly (University of Alberta, n.d).
M&S’s values are based on ‘Inspiration, Innovation, Integrity and in Touch.’ These values are placed as the building blocks of the company as it helps to ensure that they are doing things right. Under M&S’s code of ethics and behaviour, it is noted that the company complies with legislations in the countries they operate, working professional to the highest standard and maintaining honesty and integrity, collaborating with suppliers and third-party agency to inform and maintain ethical standards and seeking guidance for best practice. Marks and Spencer Group LPC are supporting the dignity, wellbeing and human rights for all employees and workers in the extended supply chain, along with the communities where the company operate. M%S have committed to respecting international rights, with principles and guidance within the principles on human rights and the company’s culture. The company’s policy is well-informed by the International Bill of human rights, international labour organisation (ILO). It includes the declaration on fundamental principles and rights to work, along with rights to children, the business principles, UN women’s empowerment principles along with Global Compact. The company also has policies in place to identify and preventing or reduce human rights (Corporate Marks and Spencer, n.d)     
In 2017, M&S launched its new sustainability Plan called ‘Plan A 2025’. The plan is an ethical and eco programme which aims to support 1,000 communities and assist 10 million people live healthier and happier lives and transform M&S into a zero-waste enterprise. The three-pillar plan considers customers and employee wellbeing and caring for the planet. Some of the plan’s aims consist of ensuring M&S packaging are recyclable; ensuring that all major raw materials used are from sustainable sources; ensuring that half of all food sale comes from healthier products and raising £25 million for charities supporting mental health, loneliness, dementia, heart disease and cancer. Other sustainability practices of M&S include sourcing cotton from sustainable farming such as using water more efficiently and cutting down on chemicals; using recyclable bottles to produce swimwear; placing ‘Shwop’ boxes instore to encourage customers to recycle clothes; reducing carrier bag usage; using responsibly sourced wood in furniture; being committed to becoming a zero-waste business by 2025 and using cruelty free products amongst many other practices (Corporate Marks and Spencer 2017).
Asda
Asda believe that the company has a responsibility in helping the world to become a better place, with a big challenge ahead for society and with demanding big changes. Asda is crating change for the better, by making a real difference to people lives and bringing together all the work that Asda is doing by helping to transform communities that Asda is a part of. The problem is a big one. By inspiring one person at a time together forming a chain reaction, creating real changes and making the world a better place (www.asda.com 2020).

Advantages  and disadvantages
Planet, helping the planet by using materials that are eco-friendly, such as recycling nylon, polyester and organic cotton, along with a recycling programme for customers, then the recycled cloths can be seen on Green peace Detox catwalk. Marks and spencer have a deadline to stop using hazardous chemicals. However, the company have let people down by not providing any specific target date. The company is also, to replace plastic with planet friendly alternatives.

M&S are good for the environment rating. However, there is still a long way for the company to go, we will after have to wait to see if the company can reduce hazardous chemical water and plastic use.

People, M&S brand has been certified good by SEDEX Members Ethical Audit. The result showed that Marks and Spencer were good with employees. The company are on a mission to be a leader in suppressing all modern-day slavery, and human trafficking.

However, the company are still operating in high-risk countries in Asia. These issues have not been addressed; hence the rating is not perfect.

Animals, overall Good on you gave M&S brand was certified good in how the company acts towards environment and labour policies.
Unfortunately, the rates for animals are the brands lowest rating at “it’s a start”. The company are still using leather, down and cashmere, without being clear about sources. 
However, the company do observe responsible wool standards with the use of wool Brown, (2018).

According to a report conducted by Ipsos MORI (2008) – a market research company, consumer ‘awakening’ to issues surrounding sustainability is happening. This has impacted shopping habits, 50% of online shoppers have stated that they have changed the way they shop by now considering environmental and social issues. 79% of customers are altering their buying preferences based on sustainability such as preferring products with minimal packaging (Capgemini, 2020). Retailers have caught onto this trend and have adapted by raising awareness and interest on sustainability issues. However, one of the main barriers to sustainable behaviour by customers is related to pricing. It is argued that a sustainable lifestyle comes at a cost, as retailers become more responsible and seek sustainably sourced products, prices on such products are likely to go up and fall on the customer (Ipsos MORI, 2008). 

Another report conducted by Capgemini (2020) research institute, states that customers associate positive emotions such as feeling ‘happy’ when purchasing sustainable products, indicating the potential of driving customer experience and loyalty. 77% of retailers have stated that actions taken to support sustainability have increased loyalty by 63%. Retailers have also seen an increase in revenue and there is a considerable opportunity to attain market share based on the increasing patterns of consumers changing to sustainable practices. Approximately 69% of organisations found an increase in brand value and 68% noted improvement in rating of environmental and social governance (ESG). 

Asda
Asda have opened a ‘test and learn’ store to find way to reduce plastic and to encourage customers to reuse and refill, by getting customers to fill up their own containers, which will include Asda own brands (corporate Asda 2020).

2.5 Quality

Definition of Quality
Practitioners and academics widely use the term quality, there is no definition which there is a general agreement since different definitions of quality are appropriate, with many different circumstances. Quality has been defined of excellence Tuchman,(1980). Garvin, (1984) describes five basic approaches, the transcendent approach, product base, manufacturing based, value based, and the user-based approach.
Approaches have been adapted refined and expanded to define quality.
With the limitations of defining quality, if an attribute is desired then the product would be of high quality.
Defining is to meet the customers’ expectations and is then considered the most complex definition of quality also, being difficult to measure (Forker 1991 Reeves and Bender)
Quality Monitoring
In our day's customer service is a must it is an increasingly important factor, nurturing positive customers loyalty. CRM system is a tool to use in Quality monitoring by using CRM and gathering all data on the customer can insurer then to serve the customer on all wants and needs. There are still businesses that are not monitoring or even managing the service quality in the companies contact centres. This is where interaction is between the company and the customer, it can make or break relationships. Listening to customers, by monitoring interactions asking the right questions. This is where analytics come into play for the contact centre. 
By monitoring quality across multiple channels, the company will learn from the customers interaction which will lead to better decision-making service and process.
Quality monitoring is a strategic process more than a tactical one then there will be improvement of the customers experience, then the customer will become loyal. The company then will make more profit (hqts 2020).    
Quality Control 
Quality Control and Quality Assurance are not the same, at M&S. Quality control is defined as making sure and maintaining by inspecting, testing, and sampling products at different points of production and ensuring that the products are of a good quality, ethical, and fair price for the customers. Marks and spencer are practicing ethical virtues by making sure that all products and foods come from reliable suppliers treating people and animals the right way. Then the planet will survive for the future, along with keeping things legal. This is where third bottom line is used    
Quality Assurance is to make the quality of the product responsibility of everyone along with being designed to ensure a quality product. Total quality management (TQM) is the companies culture committed by always improving quality of products. Along with all employees knowing their roles and the products. Customers must always come first, by having great customer service systems providing effective service, along with the customers wants and needs and being economic for the customers and the company (corporate.marksandspencer.com 2020).
2.6 Segmentation 
M&S are transforming the company to a family accountable business. Although M&S are family-oriented company, there is still a drawback with the 18/30-year-olds. To attract the younger generation the company have been advertising fashion on social media with Facebook, Twitter and Instagram, hoping to attract the younger generation to shop in stores. Along with Holly Willoughby modelling and wearing Marks and Spencer fashion. 
It seems to be the older women 50 plus who mainly shop at Marks and Spencer, with their mother shopping in the company and them following suit.
Segmentation (psychographic) M&S are opening shops in countries where population is high, there are shops in Malaysia and four retail shops in Kuala Lumper there is a population of 1,627,172, that is a good strategy to open shops in high population areas or in higher living standard areas (Jokinen 2016).
Stake position where M&S operating there are many factors that can affect the outside environment. The company are in a very competitive environment,
The segments that the company have is food, clothes, home and beauty products, there are many competitors in all these segments, the company is very sensitive to technological, social economic factors.
The core values of M&S are quality goods that is priced at a good value and customer service being next to none, the company are always under attack from competitors. Other competitors such as Next, Burtons, Top shop with trendier clothing, and then there is the food chains, Tesco and Sainsburys (Hanno 2018).
Environment Sustainability: when ecological ethics is maintained environment systems all over the earth there must be balance where natural resources can replenish themselves, when natural resources are consumed by humans.
Economic Sustainability: Independence with having human communities around the globe. Such as a secure source of livelihood with independence and resources that are needed financial or other, meeting their needs. Economic systems are intact with activities being available to everyone.
Social Sustainability: all people should have universal human rights, with necessities being attainable by all. With having access to enough resources to keep families in what is needed. With communities secure and healthy. Healthy communities have respect with labour and culture rights, then all people are protected from discrimination (What is sustainability 2019). 
Segmentation for some customers.
With M&S using customer relationship management and the sparks card, they know most things about which customers are loyal along with the customers need and wants, enabling the company what the best customers are up to. The thank-you programme offering 20% off home, clothing and beauty products, giving great value for the customers, and more profit for the company (Valentine 2020). 
        
2.7 Loyalty Ladder
M&S have said goodbye to the old sparks card, which was confusing for some customers.
M&S have launched the New Sparks Loyalty Card, by downloading the M&S app, there is also a physical card in stores that can be picked up. The new sparks card is a reward for customers, the customers will have a chance to win their shopping for free along with little treats plus the company will donate to the customers charity whenever the card or app is used.
The more the customer use the card, there is a greater chance that the customer has of winning the treats, all treats can be found in the Sparks account, at the checkout if the customer has won a free shop the total will show zero. If the customer as won a e-gift-card, a member of the sparks team will inform the customer (Marks and Spencer 2020).
It is worth everyone signing up for the Sparks card as anybody can win the treats, e-gift-cards and free shopping, which in turn can recruit new customer and helping existing customers up the loyalty ladder.
Percy Pig is very popular with customers with gifts including Jam-packed hampers, jars, and soft cotton bedding (White 2021). 
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3.0 Conclusion
Marks and Spencer have great quality products at a fair price, on all three products, food, clothing, and beauty. The companies own brands are produced in an ethical way, even so they are still using other suppliers that are not ethical on other branded products. M&S ethical score could then become higher.
With the company using (CRM) customer relationship management along with the new Sparks card, finding all the customers’ needs and wants and then able to direct the customers to what they want, along with enticing new customers. 
Segmentation, the company must entice the younger generation, by having more ethical produced fashionable clothing.    
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4.0 Recommendations
Marks and Spencer should change suppliers of other name brands products to ethical, for the company to have a higher ethical score. Along with Sparks card and Customer Relationship management the company could keep exciting customers loyal also, attract new customers.
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