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[bookmark: _Toc66376486]Task 1 
[bookmark: _Toc66376487]Introduction
The topic of CRM is important for the various organisations in recent times. It is gaining potential acceptance throughout the various industries due to its benefits and the ability to make organisations figure out the various demands of the consumer for products and services.
CRM or customer relationship management is an activity that understands its customer interaction using various data analysis tools to study customer behavior and preference. The Customer relationship management enables the organization to understand the customer activity and reaction to particular action or decision taken by the organisation. The CRM processes customer data from multiple sources like website traffic, direct communication through mobile applications (Dewnarain et al., 2019). Marketing and consumer sales data collected through the various social media platforms for further analysis. This allows the organization to connect and create its visibility in front of the potential customers and increases its sales. The Customer Relationship Management helps the company to identify its target audience and create marketing and sales campaigns accordingly. The term CRM was 1st introduced in the year 1970 but it actually gained popularity and became possible at a large scale only after the year 2000 with the internet boom. The CRM in today's world is highly advanced and developed with the use of various data analysis tools. Today CRM is not just used for sales but for the purpose of various activities like contact management, Sales management, workflow processes etc. It has become a tool for the various activities of the organisation to better understand the behavior with data and responding to the situation accordingly (Wali and Wright, 2016.). Customer relationship management has become an important part in defining and framing out the marketing and production strategies throughout the world.
[bookmark: _Toc66376488]The meaning of Customer Relationship Management at Marks & Spencer
The latest theory of Marks & Spencer’s on CRM focuses on the three main aspects of People, Product and Planet. It is very much focused on providing what the people want, which product and service will satisfy their want and how sustainable it is for the organisation and the world. Using these three pillars the organisation is building up its CRM strategy to cater better services and create better relationships with its customers. The organisation firmly believes that it can tackle the after effect of the Covid 19 impact and can gain a good market share by providing quality goods and services against its closest competitors in the market like TESCO, ASDA etc. The Marks & Spencer’s has spent enough time and efforts to understand the behavior of consumers after the Corona virus impact and prepared a new report for its upcoming strategy. The initial study shows that the consumer behavior is choice oriented regarding the shopping experience (Demo et al., 2017). The customer is ready to walk in and shop directly from the store but also likes the comfort & experience of shopping from any place and time at their preference. The company is now focusing to develop better experience at both the online and offline shopping platforms to attain advantage over its customer share in the market. The company has bagged a new delivery partner Ocado, for its online operations and better experience of consumers. The company bought a majority stake in the delivery partner company for this purpose. The company has a strong motive to change its product line up and offer new and improved products to the consumers as it has not been able to acquire any new market share in past few years (Tseng, 2016.). The CRM processes and strategies suggest that. This has been due to the lack of understanding and neglecting the changing preference of the consumer with time. The company has now shifted its focus on being a more consumer centric organisation and building better relationships with its customers.

[bookmark: _Toc66376489]TASK 2
[bookmark: _Toc66376490]Investigate CRM at Marks & Spencer with another organisation 
The CRM process has been extensively developed and created according to the requirements of the dynamic business environment of the retail sector of Marks & Spencer. The system enables the company to stay up to date with the latest trends and requirements. It is also focused on the proper sourcing and material acquiring process of the company in an integrated manner. Customer Relationship management has been developed in such a ways that it shows relevant data to the relevant users like sales and inquiry data to the sales manager, and stock data to the store manager and his team etc. In this context a comparison with it’s one of closest competitors Sainsbury’s (Ruivo et al., 2017). The CRM of Marks and Spencer’s is more reliable and convenient to understand from that of Sainsbury’s. The CRM process of Sainsbury’s lacks behind that of Marks & Spencer’s in many ways as it has been built with use of a little older technology and process. This can help the company gain competitive advantage over its rival in many ways if the process is implemented properly.
[bookmark: _Toc66376491]Ethical practices at Marks & Spencer’s 
The company has been trying and working to improve its ethical practices with help of its Plan A. However, the various surveys show that the company is still struggling to cope up with various ethical practices and policies related to the workers’ rights, human rights, factory planning, irresponsible marketing campaigns (Chan et al., 2018). The competitor Sainsbury’s is much more versatile and has a better image compared to Marks and Spencer’s in terms of managing people and their resources. The Sainsbury’s is perceived to be a more employee friendly and environment friendly organisation by the various researchers and even the actual consumers. The Plan A had to be launched by the Marks & Spencer to tackle recreate and re imagine this image in the view of its customers. This plan focuses on the 3 main goals to be improved and accomplished which are People, Product and Planet (Aliyu and Nyadzayo, 2018). This plan will help them to create a better environment for the people working in the organisation. The focus on the people will help to give a better experience to the workers which will enhance their productivity. The product part will focus on creating consumer friendly products which are more suitable and comfortable to the consumer needs. They will try to implement a more planet friendly production method and techniques that will be prepared keeping in mind the pollution norms and sustainable use of the natural resources (Vukšić et al .,2015). The product segments need to be improved to create a better experience for the consumer and more resources are to be directed towards the creation of new innovative products which is done by the rival brand Sainsbury’s.
[bookmark: _Toc66376492]Sustainability measures taken by the M&S 
Marks & Spencer has launched a new sustainability program that emphasizes on communicating its plans and targets to its employees and its customers as it has failed to do so in the past years. The company admitted that it is important for the customers and employees to understand its plans and vision as it will help improve the interaction between them. The CEO has commented that this policy will be a crucial implementation for the sustainability program of the company (Talón-Ballestero ei al., 2018). They have understood this and framed this policy after markets research and comparison and self-evaluation. The competitor Sainsbury’s follows this policy and always creates a communicative channel for long term sustainability and better relationship with its various components. This policy has enabled Sainsbury’s to create better customer and employee relations and operate successfully in multiple countries with its large food product range. The M&S has realized this feature from market research and is trying to communicate its policy and plans to the people through various channels and methods. It is promoting its focus on the workers in the organisation. The various products that transform lives and communities through innovation and the wellbeing and care of the planet through effective and efficient use of resources like reducing electricity consumption and better pollution control. In today's world sustainability is highly dependent on the trust that a brand can build in its consumers and workers (Navimipour and Soltani, 2016). This is now a part of the strategy of M&S to build trust among its various components to achieve sustainability in the market.

[bookmark: _Toc66376493]Task 3
[bookmark: _Toc66376494]Literature review using models and theories to improve CRM 
Customer Relationship Management is a process to ensure better customer engagement and effective route to enhance sales with help of better understanding of what and how the customer demands for a product in the market. It helps in ascertaining the liking, requirement and market gap that exists for a product. As per Zeynab Soultani (2016), information technology has created the CRM environment. It enables the companies to create and maintain profitable customer relationships by delivering the better customers experience and attaining the target of improved business relationships with the people. It is the most technically advanced effective and valuable method of creating better customer experience towards a brand. It can include various techniques like data mining, Data analysis, creating experience based on the customer feedback and regularly maintaining customer interactions (Chen and Wu, 2016).
As explained by Rahimi (2017), the CRM provides customer data and information and enables businesses to get fruitful information out of it. The CRM system helps in comparing various business plans and opportunities and chooses the appropriate out of it. It provides a database to ascertain the feasibility of any project and its relation with the current market scenario. It provides appropriate information for understanding whether a particular product has a demand and if it justifies the investment put into it to give actual return. The use of a qualitative approach should be made to fill in the gap of the consumer requirement and the manager's ability to perceive the data received from the Customer Relationship Management process. 
According to Nyadzayo (2016), The CRM process is very important to better understand the service quality of a product. It enables the brand to identify the service or product it is providing that is feasible for the customer or not. It focuses on the consumer needs and the value which the people demand. It makes the management understand the customer loyalty and create better customer engagement programs to retain and develop customer relationships with the brand and its products. It is also ascertained that customer loyalty is high when customer satisfaction measures are done with help of the CRM services.
As propounded by Krishna (2016), The Customer Relationship Management strategy is a core business process that deals with a plan that the brand employs to provide the customers what they actually demand for by giving goods and services which are liked by the majority of the consumers group. There have been many data mining techniques used in the past for the purpose of creating and understanding outcome from a critical CRM analysis. In the past few years these data mining and analyzing techniques have become so popular that most of the organisations are now implementing them in their CRM processes. The use of Artificial Intelligence is gaining pace in the recent years and also enables the managers to better understand and create the marketing and production strategies with the help of this new tool in the whole process. It makes the whole process very simple and easy to implement in the strategic framework of the company (Iriqat and Daqar, 2017).More time can be allocated to understanding new products and their culture in a particular region by automating the process of understanding and analyzing complex with use of automation software’s and programs. 
[bookmark: _Toc66376495]Task 4
[bookmark: _Toc66376496]M&S good practice benefits arising from the CRM engaging in the following activities: 
The benefits of a good and defined CRM system are immense in today's world. The system not only offers better interaction but also puts relevant data in one place for use by the various components of the organisation as per their requirement of the job role and strategy formulation. 
Segmentation: The Customer Relationship Management helps in the segmenting of various categories in terms of product range and the customers who require it. The segmentation done by M&S works very well for reaching the appropriate customers. The company segregates its various products according to the various customer demand and pricing of the product (Orenga-Roglá et al, 2016). This segregation helps the customer in finding the product in a better way and reduces time and effort which enhances the customer experience. It has implemented this strategy in both the online and offline segments for better effect of the policy. The segmentation also helps the company to better understand the demand for individual products and create and stock the various sales items accordingly (Chatterjee et al., 2020). The segmentation through CRM enables the company to understand and compare the product demand and requirement based on various factors like price, variety, quality and develop new items based on the understanding of the market gap for any product. It enables to segment the customers as per their age, gender, liking.
Targeting customer: The Company targets its customers through various marketing techniques with the data collected by the CRM system. It enables them to showcase the right product to the right customer. If someone is searching for a particular product this kind of targeting will help the customer find the correct product and will enable the brand to boost its sales in the market (Agnihotri, et al., 2017). The brand after studying the consumer behavior and taste may also introduce new products in the market which has a chance of being liked by the customer. A well-targeted CRM system sends Emails and messages to the consumer after it analyzes the purchasing pattern and power of the customer. This kind of targeted marketing gives the maximum customer retention and sales in the market (Harrigan et ai., 2015) Marks & Spencer’s have been practicing this technique and  also use this method to understand the market  while making its expansion to the various other countries. This strategy has also enabled the brand in creating a better display organisation and similar customer experience across its stores. The targeted customer CRM has enabled the brand in making more effective sales predictions and providing more value to the customers. 
Loyalty ladder:  Building a customer loyalty program is very important as these customers who account for repetitive sales are the most important people for the sustainability of the organisation. The organisation needs to understand various points as why the customer would be loyal and make continuous purchases from the same brand. There should be a continuous flow of good products supported by value for money deals for the customers to ensure loyalty from the consumer end. M&S has offered some good deals to its customers who have been loyal to the brand and gives regular updates on the various innovations and new range it is offering. The brand has certainly lacked interaction with the consumer and has been facing decline in sales due to this reason (Rodriguez et al., 2015). The brand should focus on communicating its values to the customers for creating a connection with the people. It needs to provide better and improved customer service which it has not been able to provide in the past years. M&S needs to create a loyalty program for its customer to show appreciation and connect in a better and deeper way with the customers. Customer feedback should be collected for developing a better and clearer CRM data platform.
Marketing mix: Marketing mix refers to the four P’s of marketing which are Price, Product, Place and Promotion. These are the basis of the marketing strategy for any company around the world. The large businesses around the world have built their CRM on the basis of these points as these are the crucial steps in understanding the need and ability of the consumer to buy a product. The price is the most important factor for any organization as it will decide whether the product will be able to get a good market share or not. Affordability is an important factor for the people before buying any product. The product itself is very much important for the sales and it depends to a great extent on the place where it is being sold for example: if the weather of a particular region is cold then clothes and food items relevant to that weather will be appropriate and will be able to get sold (Souri et al .,2020). The hot weather items no matter how good the quality will not be able to get good sales in the market. Similarly the promotion strategy needs to be built according to the value and type of product for the particular audience it targets. M&S has been popular among the people for selling good quality products across its various ranges of items but it has failed to adapt to new changes in trends and fashion which has impacted the growth of the company adversely. In terms of pricing mix the brand targets premium and mid-range customers but in recent days it has been criticized for charging different prices for the same product in physical and online stores. The delivery partner Ocado has also been criticized for this discriminatory pricing policy over the different orders. The company had to improve its place mix as also its competitors had online presence in the UK market. For this purpose the company bought a majority stake in Ocado for delivery partnership for nearly 750 million Euros. Marks & Spencer’s allocate a huge budget for its promotional activities across various channels for marketing itself (Shafique et al., 2015). The company used to spend heavily on Television and Press advertisements for promoting its various offers and sales but it has now cut down the budget for this channel by around 40 million Euros. The company has addressed the increasing use and trend of social media marketing and has decided to divert its resources and efforts towards the new channel to reach customers in the modern world.
[bookmark: _Toc66376497]Task 5
[bookmark: _Toc66376498]Discussing the strengths and weaknesses of Marks and Spencer’s CRM techniques 
In the light of the CRM techniques of Marks and Spencer discussed in the report, it is also necessary to highlight the strengths and weaknesses of the techniques that are currently in use. This can be used to identify the factors that drive the growth of the company and give it its competitive advantage or help in recognizing the weaknesses in the management system that hampers its performance in the market (Juanamasta et al., 2019). Through a detailed analysis of the strengths and weaknesses, the organisation can therefore concentrate on significant issues and make improvements in those specific areas. Strengths and weaknesses are usually based on the internal factors of the organisation; therefore it is important for the company to alleviate these factors for a better functioning of the organisation. The strengths and weaknesses of the customer relationship management of Marks and Spencer have been discussed below:
Strengths
1. Focuses on finding a profitable consumer base
The key strategy that has been implemented by the CRM of Marks and Spencer is to find a customer base that will ensure the profitability of the company in the future. This has been done by conducting widespread surveys throughout the years to know the requirements of the customers. They have also targeted a group of audience and provide products according to their needs (Kim and Wang, 2019). 
0. Gathering data about the customers and analysis of the data
Marks and Spencer’s is a renowned organisation in the British retail industry and has established a brand name in the international market as well (Bin-Nashwan and Hassan, 2017).This is because of the organization’s ability to invest ample time and resources to research about the present consumer base. The CRM team of Marks and Spencer’s value the opinion of their customers and analyse their feedback regularly to make necessary changes in the service provided by them. This strategy also allows them to have knowledge about the customer’s behaviour in the future and allows them to make necessary changes to keep them satisfied for more profitability.
0. Increasing the efficiency of sales
When a company knows the needs of the customers, it can provide the kind of services that are needed by them to keep them satisfied. This will further draw more customers towards the company and create a good brand name in the market (Kumar and Reinartz, 2018). Marks and Spencer’s has implemented this technique to create a loyal consumer base throughout the years, hence reinforcing their position in the market. This has helped the organisation maintain its sales and be consistent in a competitive market. 
0. Ensuring customer satisfaction
By applying good CRM techniques Marks and Spencer’s has created a loyal customer base whose feedbacks are always taken into consideration while making changes in the kinds of products. Therefore the customers are always satisfied with the services provided by the organisation. The company has also implemented the current technological advancements to ensure a hassle free shopping environment for the customers. These techniques have made the customers dependent on the brand to an extent that they will never choose another company over this (Yen et al., 2020).
0. Having prior knowledge about the potential consumer base
An effective CRM technique used by Marks and Spencer’s to have prior knowledge about their target consumers before launching a product in the market. This has helped the organisation in a very significant way and improved the brand name in the market. The organisation has been using business intelligence to retrieve valuable information about the customers and then perform a detailed data analysis to have an understanding about the needs of the consumers and their affordability (Kumar and Reinartz, 2018).  The organisation has thus developed products and set price ranges based on this gathered knowledge. 
Weaknesses
1. Overloading of  information that is not required
It has been seen sometimes that the CRM of Marks and Spencer’s have been consuming a lot of time in the segregation of the collected data. The overload of unnecessary data in the system can lead to a lot of confusion within the team and negatively impact the performativity of the team as a whole (Javed and Cheema, 2017). This can slower the decision making process of the management and might in turn decrease the profitability of the organisation in potential projects. 
0. Inability to succeed with newly collected data
The CRM of Marks and Spencer’s are often seen to be putting a lot of focus on collection of data from the potential consumers of the company. However, this can negatively impact the profits of the organisation in the long run, as focusing on the pre-existing data is also highly beneficial for the company and a huge amount of money is dependent on the analysis of those data (Santouridis and Veraki, 2017). 
0. Implementation of cultural changes
The CRM techniques used by Marks and Spencer’s will only be effective if proper cultural appropriation is implemented among the frontline workers of the organisation. These are the people who are constantly in direct contact with the consumers so it is important to train them accordingly as they can directly influence the behaviour of the customer base (Folteanet al., 2019). 
0. Lack in the definition of organisational activities
It is the utmost responsibility of the CRM to segregate the activities and create a proper timeline for each activity to maintain the productivity of the workspace. The CRM of Marks and Spencer’s has failed to do so in several instances which has created disruption in the organisation, further affecting the customer relationships of the company (Dewnarainet al., 2019).Therefore, the management should pay careful attention to the employee productivity, data analysis and maintain coordination in the work environment. 
[bookmark: _Toc66376499]Recommendations about the improvements that can be made in the future
The weakness of the CRM of Marks and Spencer’s has the capability of ruining the brand image of the organisation in the near future. Therefore, the company should pay careful attention to these weaknesses and work towards changing the existing strategies to improve the profitability of the company in its future projects. The following section contains the strategies that can be used by Marks and Spencer’s to ensure improvements in the future and they are as follows:
1. Cost Leadership
This can be an effective strategy in improving the future sales of the company, by implementing new CRM techniques. By monitoring the costs of production of its products, Marks and Spencer’s can also lower its sales and service cost (Foltean et al., 2019). This will work in the favour of the customers who are always negotiating for cheaper cost of products and help in attracting more customers to the organisation while retaining the customers who were always dependent on the brand. This CRM technique ensures in fostering a valuable relationship between the customer and the organisation. By making a loyal customer base over the time, the organisation can also cut back the costs required for client management. This process also allows the management to analyse the amount of turnovers that the company would be making from each of its consumers. 
0. Customer Acquisition
The organisation should be able to develop effective marketing strategies to acquire a certain amount of customers and also make sure that they are able to retain these customers in the future. Innovative marketing strategies would also give them a competitive advantage over the other similar organisations in the domestic and international market (Santouridis and Veraki, 2017). Therefore this method should be used by the CRM of Marks and Spencer’s to sustain in the retail business in the future. 
0. Retaining the Customers
The company can retain the existing customer base by implementing effective CRM strategies. This would be extremely beneficial for the company’s progress and would help the brand to expand and penetrate in the retail market. Marks and Spencer’s can do this by up-selling its product and by also providing a good service (Javed and Cheema, 2017).
0. Cost Reduction
The consumer base is always on a lookout for lower costs of products and by cutting down the cost of production and minimising the use of expensive marketing techniques, the organisation can gain a competitive advantage over the other organisations in the retail business (Yen et al., 2020).
0. Customer recognition
The brand should serve the customers on the basis of their needs as this would allow the customers to develop a relationship based on trust and loyalty so that they feel valued. This can be done by providing the customers with the right product to satisfy the customers regularly and cater to their needs (Juanamastaet al., 2019).
[bookmark: _Toc66376500]Conclusion
For a business to flourish in the industry, it is important to pay careful attention to its relationship with the customers. Customers have a massive amount of control on the profitability of the company and therefore it is important for organisations to cater to their needs. Marks and Spencer’s has managed to sustain its position in the market with the help of these market strategies and it can continue to do so in the future by improving its existing weaknesses in this area. 
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