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Task 1 
Introduction
The experience of the customer is directly related to the performance of the business organisation which is also considered as the effect of the satisfaction value of the customer and the feeling about the different services and products of the company. Experiences of the customers include the way interactions are done and what the customers think about the performance of the companies.  Moreover, the impact of the global pandemic situation can be observed on the performance of different companies across the world. It also negatively impacts the experience of the customer and the relationship management of the customer of the business organisation.
According to the given assignment, the selected business organisation which is based out of the United Kingdom is Marks and Spencer. Elaboration on the use of different marketing theories will also be done to make an understanding of how the company will make its customers satisfied. Engagement of customer requirements and customer relationships will also be illustrated. With these discussions, it will become easy to elaborate on how Marks and Spencer will make their work easy for the customers and the challenges they might face in doing so.
Overview of the company
Marks and Spencer is a British retail corporation which has various chains of retail markets for clothing and fashion brands. The company was founded around the year 1884 which means it has a total of 138 years of experience in this business industry. The founder members of the business organisation are Michael Marks and Thomas Spencer on which the name of the company was established. The company consists of around 1463 stores in 19 countries with 39 different names. The total number of employees working in the organisation is about 78,000 and the total revenue as of 2022 was $ 9155 million.  After Lockdown Walmart changed its performance a lot which made its customers notice their work. Marks and Spencer CO. has changed the shopping experience of customers by providing them digital access to their website. Now the company is mainly focusing on digital performances and using online tools to be unique and lure more customers.
Marketing mix
Through an integrated strategic effort about the price, product, place and promotion e-commerce and retail enterprise maintain a strong position in the industry which are:
Product- Marks and Spencer’s main product is retail service but it also provides on-demand digital content streaming services concerning house brands like Great Value and Sam’s choice (RAKHMONOVA, 2020). They can attract customers by providing effective, convenient and efficient services. After covid-19 customers are more quality-oriented so to boost the sales they need to meet the expectations of customers rather than focusing on marketing strategies.
Price- Marks and Spencer is using the Everyday Low Price pricing strategy and the objective of it is to attract huge customers though they are having thin margins and low selling prices to stay competitive in the market and make a profitable business.  The retail enterprise needs to make adjustments in the pricing models to be responsive to the marketing trend. According to the book on cross-culture marketing by Kaynak, the concept of cross-culture marketing provides the information and the strategy for increasing the boundary of the market in the global aspect. With the help of cross-cultural marketing, various strategies and the specific steps of marketing are provided for increasing the market acquisition level of the company and also for targeting the entire market sector with appropriate methods.
Place- For the marketing mix element Marks and Spencer uses an intensive distribution strategy in which all the stores and e-commerce websites provide the same varieties of goods and services and similar functions in their operations (Nikbin et al. 2021). After covid-19 customers are mainly buying goods online so the retail business needs to enhance their speedy delivery to reach its target market around the world. To do this, they need to build their immediate delivery stations nearby 1-2 km from the customer’s place for speedy delivery. This will help them to supply to more customers and attain a wider market share.
Promotion- Marks and Spencer need to make sales promotions in the form of discounts and special deals which will help them to attract more customers (Petrovska et al. 2019). They use personal selling at their stores where sales personnel convince the customers to try package deals and new products. Moreover, they also engage themselves in charity programs where they inform their investors and customers regarding the strategies, policies and programs they are involved in. 
Ansoff Matrix
To understand the role of the growth-oriented focus of the Marks and Spencer towards its success we need to look at the Ansoff matrix which are:
Market penetration- Marks and Spencer has a strategy of cost leadership and trying to offer products to customers at the lowest cost. To penetrate the market this strategy is trying to offer the lowest possible prices for their products and services (Jindal et al. 2020). The company is not focusing on niche markets to provide good quality products and charging premium prices for their products but it's trying to penetrate numerous markets which is the sole reason to keep the prices low.
Market development- Marks and Spencer is focusing on developing a new market as there are limitations on market penetration. The penetrated market goes towards the cutthroat competition after a certain point which is harmful for the organisation. The company is trying to enter both developing and developed countries to capture the market as the density of the population is the major criterion for a country.
Product development- In the Marks and Spencer development of the product is not limited to the inclusion of products but the company is also conducting massive campaigns to make its new products successful in the market (Chellappan, 2021). They are spending huge amounts on research and development to know the taste and preferences of the customers and adapt the improvement in the product line.
Diversification- The company possesses a strong financial base which is assisting in diversification into numerous businesses and industries. The company is entering into different businesses to make huge profits and also to bear the loss of a particular industry. They are entering different industries keeping in view the reliance of companies on the financial segments.
Communication mix
Communication is the tool which helps the company to communicate with their customers and understand their potential. This could include social media, Packaging of products, websites, exhibitions and advertising. According to the book Communicating with customers by Forsyth, the author provides information related to customer communication and its impact of it on an organisation. Effective communication with customers involves building responsibility with the customers, creating a report after the communication with the customer and also managing the feedback and complaints of the customer for the benefit of the company.
[image: ]
Figure 1: Communication Mix of Marks and Spencer
(Source: Mouzas and Ford, 2018)
Advertising: Marks and Spencer are using social platforms more than usual which made the customers get to know about their performance. The company also connects to their customers 24*7 and takes their feedback to maintain its performance in future.
Sales Promotion: The company has started using temporary campaigns for the people who are far away from their stores. This will help them to increase their product demands and boost their sales. The company has also started free trials and discounts on its products which will influence more customers to come to their outlets (Isac and Remes, 2018). In this way, Marks and Spencer will be able to calculate their performance related to their customers and make a proper customer base.
Public Relations: Marks and Spencer want their customers to respond to help them with their services. There are some strategies which the company also prefers using besides customer feedback and these are: providing information and proper responses, the company also runs a helpline service in which people can call any time and consult with their problems.
Personal Selling: Due to the rise of Covid, Marks and Spencer has started digital meetings with their clients (Anastasiu et al. 2020). In this meeting, the company staff will directly talk to the customers and understand their problems. This will help the company to understand what their customers want and what they need to do to maintain a suitable working procedure. 
Direct Marketing: Direct marketing through digital platforms has helped the company to maintain a special bond with customers. The company has directly started marketing due to the unhealthy financial position of the customers due to the pandemic. This helped the customers to directly purchase products from the company.  
Porter's five forces
Porter’s five forces theory within Marks and Spencer shows the implication of comparative rivalry and competition intensity within the industry. This helps the company to explore strategies and manage its performance and analysis competition within the market.
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Figure 2: Porter’s Five Forces Theory of Marks and Spencer
(Source: Zhang et al. 2020)
Competitive rivalry: Competition within the retail industry is intense. Some compete with Marks and Spencer to take up their performance. Marks and Spencer comprises a strong force of external factors which define the competitive rivalry within the environment. Being one of the big retail companies it somewhat becomes easy for the company to perform within the market. However, with the growth in competition Marks and Spencer is also increasing its performance.
Bargaining power of the buyers: Marks and Spencer do not face much bargaining power from the customers within their environment (Martadisastra et al. 2021). Being the population of customers higher makes it harder to perform and weakens the customer’s bargaining power. The hotel industry is common which makes it harder for companies to increase their performance without much effort. The weak diversity of buyers makes it hard for the customers to properly impose buyer powers within the company.
Bargaining power of the suppliers: The buckling power of the suppliers consists of weak intensity within the industry. Large firms like Walmart may easily affect buying power of suppliers. As per the conditions, Marks and Spencer sometimes experience the force of proper branding power of suppliers. These suppliers do not reduce the prices of the products told to the company as they have demand in the market (Cichosz, 2018). Individual suppliers do consist of a very minimum influence on the retail company and some suppliers compete for the limited space within the little industry. However, the high availability of supplies makes it a bit hard for the suppliers to impact the growth strategies of the company like Marks and Spencer.
The threat of substitutes: Marks and Spencer provide different varieties of services and products for which there is no substitute. So this may become good for the company however there are some products and services which have substitutes and may affect the performance. However, the external factors with a low variety of substitutes make it hard for the consumers to move away from the availability of the products from Marks and Spencer. There are some products available which are sold at a low cost in other companies making the customers go there. In this case communication of the external factors needs to be perfect as this will help the company to perform.
The threat of new entrants: Marks and Spencer must need to address the intensity of the threat of any new entrants. New companies within the retail industry may easily perform without much problem even in the presence of big companies (Mclean et al. 2018). The small companies mainly enter the market to compete on convenience, speciality and location. However, it is hard for the small company to make a brand but their performances make it hard for the high companies to maintain their performances. The cost of establishing a new retail firm and running so are low in comparison and this makes it easy to enter the market.
Customers Relationship management
Customer relationship management theory also known as CRM is the new way which look at the involvement of integrating with the customers. The main goal of the theory is to focus on determining and satisfying the goals within the organisation and customer relationship. The establishment of rapport among the customers was also necessary for Marks and Spencer as because of the pandemic situation the company's revenue decreased (Bolton et al. 2018). Providing proper feedback and services to the customers is one of the main contexts that Marks and Spencer want to have. This is why it builds a digital meeting site for the customers where they can contact the supervisors of the company and post their feedback through calls and also texts. The book Essentials of CRM provides information on standardisation in the manufacturing process or the software aspect of the company’s technology for engaging a high number of customers to the company (Bergeron et al. 2004). The process of CRM is based on assumptions which is the dynamic process for understanding the relationship between the customer and the company and the overall environment.
Internal influences on the system quality and control for Customers
The internal impact of the proposed system on the quality and control of the targeted customer of the business organisation is achieved with the help of the marketing strategy of the business organisation, researching the different regions according to demographic aspects and collecting feedback and service from the people for understanding the market segment by the help of the internet. This method is not easy to implement on the internet algorithms but after implementing the system over the internet it was more efficient and effective than the normal traditional way (McColl-Kennedy et al. 2019).  The business organisation provides the product which is searched by the customer on the different platforms of the internet which helps the customer to get the potential product without even searching for it on the organisation’s website.
Externals influence the system quality and control for Customers
The external factors of the proposed system into the quality and control of the targeted customer of the business organisation is the system proposed with a foundation which is more than one billion in value and also supports the different philanthropic priorities of the consumer based on digital platforms. The majority of the system focuses on combining the different and extraordinary strengths of the business to provide appropriate ways to promote information and relevant data about the product and the mechanism through which the products are manufactured which helps to satisfy the buying experience and customer acquisition level of the company. The understanding of the targeted market segment is effective and the estimation of the levels of sales of the business organisation is appropriate and nearly equal to the actual level of sales.
Discussion 
As per the above explanation about the marketing mix which includes the 4Ps related to Marks and Spencer. As per the illustration, it can be said that Walmart wants to provide digital content streaming services to their customers which will help the company to increase its sales. Marks and Spencer are arising the Everyday Low Price pricing strategy and the objective of it is to attract huge customers though they are having thin margins and low selling prices to stay competitive in the market and make a profitable business. Considering the promotional aspect, the company is trying to provide discounts on their products which will lure more customers to buy their stuff (Witell et al. 2020). This has been perfectly analysisd by the company as this will not keep the customers away from the company. The marketing penetration strategy was used very well by the company to grow. Development of the marketing strategies of the company has been fluctuating every month post covid. The study also described the communication mix of Marks and Spencer which included advertising activities, personal selling, public relations, direct marketing and sales promotion. These aspects helped in analysing how the company has been performing to maintain its performances post covid. Marks and Spencer wants its customers to respond in to help them with their services. There are some strategies which the company also prefers using besides customer feedback. 
Findings 
After evaluating the different key competencies and major factors of the new marketing strategy of Marks and Spencer, here are the key findings which are that the pricing strategy and its objective of it are to attract huge customers though they are having thin margins and low selling prices to stay competitive in the market and make a profitable business. The company is entering into different businesses to make huge profits and also to bear the loss of a particular industry (Roy et al. 2022). This will help them to increase their product demands and boost their sales. The company has also started free trials and discounts on its products which will influence more customers to come to their outlets. The external factors with a low variety of substitutes make it hard for the consumers to move away from the availability of the products from Marks and Spencer. The majority of the system focuses on combining the different and extraordinary strengths of the business to provide appropriate ways to promote information.
Task 2 
Potential system for customer satisfaction and customer relationship
According to the operational manager of Marks and Spencer at the global level, implementing an appropriate system which is related to the value-driven concept for meeting the requirements of the customer after the global pandemic situation is an effective and practical technique for nature of the business. The significant changes in the value system that is integrity, service, excellence and respect (Rather, 2020). The factor of value is timeless in every aspect of the issue for resolving it in the best way possible. The main concept of the changes is to provide appropriate information about the overall operation of the business organisation and the safety procurement for better alignment with the needs of the customer and the requirements of the consumers of the company. The system is proposed with a foundation which is more than one billion in value and also supports the different philanthropic priorities of the consumer based on digital platforms. The majority of the system focuses on combining the different and extraordinary strengths of the business to provide appropriate ways to promote information and relevant data about the product and the mechanism through which the products are manufactured which helps to satisfy the buying experience and customer acquisition level of the company. The method of value-driven operations increases the satisfaction level of the customer concerning the safety and the measures through which the products are manufactured in the company value the customer engagement and relationship most (Bueno et al. 2019). As the company has an appropriate information optimization system through which it provides the description of the safety regulations which are carried in the organisation and it is also designed to enable the digital platform priorities majorly.
Application and implementation of the system 
The application of the system can be observed in most of the stages from manufacturing the product to distributing it to the customer. The application of the system drives the overall performance and operations in the best possible manner which increases the level of satisfaction of the customer which results in a high level of customer acquisition and effective relationship between customers and the organisation. This factor also enables the engagement of the customer with the company on social media and over the internet in various ways.
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Figure 3: Net Sales Worldwide of Marks and Spencer
(Source: Keiningham et al. 2020)
The implementation of the system increases the efficiency of the organisation concerning the distribution of the products to the different stores and outlets for reaching the customers’ requirements and meeting them in the appropriate conditions. After the modification in the value given aspect of the company, the new system applies to the operational and customer acquisition systems (Fulgoni, 2018). It also supports the customer relationship management for understanding the feedback and advice of the customer in the most appropriate way and if it is practical and realistic then it can be added to the new system for better engagement of the customer to the brand. The factor of digitalisation in the system increases the efficiency level and effectiveness of the customer engagement for increasing the brand value of the company even after the global pandemic situation.
Marketing theory for effective customer experiences
After the global pandemic situation, Marks and Spencer started the marketing strategy based on the demographic segmentation which operates according to the different demographic regions and criteria which are required to fill fuel for increasing the rate of satisfaction of the customer and also help in customer relationship management. According to this marketing strategy, the business organisation researches the different regions according to demographic aspects and collects feedback and service from the people for understanding the market segment with the help of the internet (Nikbin et al. 2021). This method is not easy to implement on the internet algorithms but after implementing the system over the internet it was more efficient and effective than the normal traditional way. It understands the mindset or purchasing behaviour of the customer and after that, it promotes those products which are searched by a specific customer with the help of an internet optimisation system. According to this process, the understanding of the targeted market segment is effective and the estimation of the levels of sales of the business organisation is appropriate and nearly equal to the actual level of sales. After that, the business organisation provides the product which is searched by the customer on the different platforms of the internet which helps the customer to get the potential product without even searching for it on the Marks and Spencer website (Jindal et al. 2020). The factor also works by providing offers and discounts on the searched product by the customer which increases the level of customer satisfaction and increases the purchasing experience of the customer on the website of the business organisation.
Benefits and opportunities of system 
The most important benefits after implementing the system into the business curriculum and functional operations of the various operations which are becoming more efficient and also the requirement of capital for operating these actions becoming lower compared to the previous time or before the global pending situation. It increases the level of customer satisfaction in the different demographic regions of the world and also strengthens customer relationship management in the big picture (Chellappan, 2021). As the level of customers increases, it also helps increase the levels of profitability and goodwill of the company which increases the value of the brand of the business organisation. With the help of appropriate methods of communication and understanding of the requirement and feedback of the customers, it supports the business organisation in slight changes in the different curriculums and functions of the business.
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Figure 4: Additional profits earned by Marks and Spencer
(Source: Isac and Remes, 2018)
 
The new proposed system also enables future opportunities for the business organisation by understanding the future requirement and purchasing behaviour in depth. The system approaches the core competency of the customer and also records the time duration of the customer for being on the website of the business organisation and also it records the specific time of the purchases. Due to this advancement in the system, it has to understand the future expectancy of the customer and also increases the customer's level of satisfaction with the product of the business organisation.
Weakness of the system 
Concerning the implementation of the new system into the different operations of the company, there are several weaknesses which need to be discussed and resolved in the coming source time. The new proposed system is time-consuming and also requires organisation  personnel engagement for appropriately operating the system (Anastasiu et al. 2020). The implemented system requires a significant amount of time to work accordingly and help the organisation for higher customer acquisition levels. The time requirement of the system is due to the fact of artificial intelligence operates after collecting a significant amount of information about the purchasing behaviour of the customers and also the demographic regions. Due to these facts the total time company requirement increases which are also considered to be a weakness of the proposed system of the business organisation.
Discussion 
After evaluating the different aspects of the system which is operated in the Marks and Spencer operations and functions here it is analysisd that the method of value-driven operations increases the satisfaction level of the customer concerning the safety and the measures through which the products are manufactured in the company value the customer engagement and relationship at most. The main concept of the changes is to provide appropriate information about the overall operation of the business organisation and the safety procurement for better alignment with the needs of the customer and the requirements of the consumers of the company (Zhang et al. 2020). The majority of the system focuses on combining the different and extraordinary strengths of the business to provide appropriate ways to promote information and relevant data about the product and the mechanism through which the products are manufactured which helps to satisfy the buying experience and customer acquisition level of the company. The modification in the value given aspect of the company and the new system applies in the operational and customer acquisition systems. It also supports the customer relationship management for understanding the feedback and advice of the customer in the most appropriate way and if it is practical and realistic then it can be added to the new system for better engagement of the customer to the brand (Martadisastra et al. 2021). According to the marketing strategy, the business organisation researches the different regions according to demographic aspects and collects feedback and service from the people for understanding the market segment with the help of the internet. The understanding of the targeted market segment is effective and the estimation of the levels of sales of the business organisation is appropriate and nearly equal to the actual level of sales. The business organisation provides the product which is searched by the customer on the different platforms of the internet which helps the customer to get the potential product without even searching for it on the Marks and Spencer website.
Findings
After evaluating the different key competencies and major factors of the new marketing strategy of Marks and Spencer, here are the key findings which are that the method is not easy to implement on the internet algorithms but after implementing the system over the internet it was more efficient and effective than the normal traditional way. The system approaches the core competency of the customer and also records the time duration of the customer for being on the website of the business organisation and also it records the specific time of the purchases (Cichosz, 2018). It understands the mindset or purchasing behaviour of the customer and after that, it promotes those products which are searched by a specific customer with the help of an internet optimisation system. The new proposed system is time-consuming and also requires organisation  personnel engagement for appropriately operating the system. The implemented system requires a significant amount of time to work accordingly and help the organisation for higher customer acquisition levels.

Conclusion 
Here it is concluded from the above section of the assignment is that the majority of the system focuses on combining the different and extraordinary strengths of the business to provide appropriate ways to promote information and relevant data about the product and the mechanism through which the products are manufactured which helps to satisfy the buying experience and customer acquisition level of the company. The company has an appropriate information optimization system through which it provides the description of the safety regulations which are carried in the organisation, and it is also designed to enable the digital platform priorities majorly. This factor also enables the engagement of the customer with the company on social media and over the internet in various ways.  The business organisation researches the different regions according to demographic aspects and collects feedback and service from the people for understanding the market segment with the help of the internet. The business organisation provides the product which is searched by the customer on the different platforms of the internet which helps the customer to get the potential product without even searching for it on the Marks and Spencer website. Due to this advancement in the system, it has to understand the future expectancy of the customer and also increases the customer's level of satisfaction with the product of the business organisation. It increases the level of customer satisfaction in the different demographic regions of the world and also strengthens customer relationship management in the big picture. Therefore, it can be said that the proposed system for the different business organisations is successful and completes the requirements of the customer which enables it for the business organisation.
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