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Customer Relationship Management (CRM) is a compilation of different technologies, strategies and practices that a company uses for management and analysis of customer interactions and data throughout the lifecycle of the customers. The aim of CRM is to enhance customer retention and financial growth. CRM also helps in improving customer service relationships. CRM systems sums up customer data from various channels, or contact points, between the company and the customers, that could include the website, live chat, marketing materials, telephone and social networks of the company. Headquartered in London; Marks and Spencer is one of the leading retailer brands of the UK (Juanamasta et al., 2019). It specializes in selling food products, clothing and home products and most of the products are of its own brand. Marks and Spencer has been in the industry for over 127 years; it operates in 43 countries with the employee strength of 78,000 people. It has achieved 700 sales points in the UK and it has more than 360 international stores. 
[bookmark: _Toc66385491]Customer Relationship Management (CRM) at Marks and Spencer
Marks and Spencer has been recognized as the most trusted retailer brand of Britain for the second year in a row. The reputed brand image and CRM is there behind its success. It mostly sells the range of products of its own-label. This strategy helps the organization in gaining reputation as well as boosting trust among its customers (Hassan et al., 2015). All the retailers share direct contact with the customers and they use management information systems by using the information and data from direct feedback, loyalty cards to cope up with their development of new products to customer needs. The relationship of the organisation with its stakeholders is important for ensuring the organisational sustainability for a long term. Marks and Spencer operates its stores without any facility of manufacturing and the competitive advantage of the organisation and the growth of this organisation highly depends on its relationship with various stakeholders. 
Marks and Spencer has various stakeholders such as customers, suppliers, employees, government, community and all of them have significant contribution to the success of this organisation. The organisation minutely focuses on customer satisfaction and loyalty. To increase customer satisfaction; it always offers improved quality and value products. Customers can purchase the products from stores and online mediums. The organisation has developed an application for the purpose of product purchase and customer assistance. Marks and Spencer always produce high products with latest fashion, it helps the organisation to facilitate a loyalty based relationship with its customers. Suppliers are one of the most important stakeholders of Marks and Spencer and they have the greatest contribution to the growth of the organisation. It makes sure that the quality product and timely delivery must be available to the customers by the suppliers. The organisation ensures that the suppliers are highly trained and aware of the highlighting factors of its products. 

 
Pros and Cons of CRM 
There are a number of pros and cons of using CRM at Marks and Spencer- 
Pros:
· The CRM systems used in Marks and Spencer are able to collect data automatically by integrating social media and web search. These systems save a huge time of the sales team and the sales team can focus more on sales. 
· The good CRM systems manage the relevant information and data in an organised manner. So, it becomes easy to find where the sales repetition needs to be done. 
· By having all the data centralized; CRM helps the sales and marketing team for the collaboration and stay at the top of the market deals (Kumar and Kumar, 2014). 
Cons:
· Sometimes a lot of irrelevant data stored in CRM can be of no use to the company. 
· CRM software comes at a higher subscription cost most of the time and without the proper set up the total set up can be difficult to the employees of Marks and Spencer.

[bookmark: _Toc66385492]Contribution of CRM in building trust and customer satisfaction

Every successful business organisation offers positive customer experience. Using CRM helps a business to be in market competition and increase the business profitability as well as customer satisfaction. 
· Good CRM helps Marks and Spencer to communicate daily with its customer base that result in great customer experience. The CRM system helps the company by sending daily emails to the customers regarding offers and promotions and new products. It also helps to track the activities of the clients, purchases and conversions and helps to send right messaging texts on special days of the customers such as birthday and anniversary. 
· The central database of the CRM system of Marks and Spencer helps gather all the information of a customer regarding contracts, service, purchases and more. Current and potential customers could use the social media, phone or email to contact the company. (Das and Mishra, 2019). CRM will make all of the information accessible to all the employees of Marks and Spencer. 
· CRM helps to store data on what products the customers of Marks and Spencer have purchased, browsed on the website, and inquired on the social media. The information helps to know what the customers demand and what are the additional products they might get interested in. Marks and Spencer tailors an offer based on customer preference and sends them an email about that service. This personalised service enhances brand loyalty and customer loyalty (Raab et al., 2016). 


[bookmark: _Toc66385493]Task 2
[bookmark: _Toc66385494]Critical discussion of customer relationship experience between M&S and Sainsbury’s

Fierce competition in pricing and other terms between the top retailers such as Marks and Spencer and Sainsbury’s are the main characteristics of the retail industries in the UK. There are a number of factors that have created impact on the customer behaviour are- decreased income, uncertainty of job and declining in savings. Due to these factors the customers have stopped spending much on the excessive products which they used to and they started purchasing only the most important things. Marks and Spencer and Sainsbury’s both of them are two of the largest supermarket chains in the United Kingdom. The customer relationship management strategies of these two companies are too high; that ensures higher customer retention rate and enhanced customer loyalty. A critical discussion on ethics and sustainability maintained by two rival organisation has been elaborated below- 
 
1. Ethical - Marks and Spencer is one of the leading brands in the UK that maintains a higher standard of ethics. In the aspects of supply chain management, environment safety and animal welfare- Marks and Spencer scores the best for maintaining ethics. But in case of maintaining ethics in policies; the company does not perform much well. There have been a number of countries where the company does not maintain the ethics regarding taxation. It has been found that the company has adopted a few strategies to avoid taxation. On the other hand, Sainsbury has been found to break ethics in some places in Asia. The workers did not get their minimum selling price value from the organisation and the questions arose on the company’s ethnicity on an international level (Wang, 2014). 


0. Sustainability- A few years ago, the iconic UK retailer brand Marks and Spencer launched “Plan A” - it is a huge effort of completely restructuring the operations of the company and being the most sustainable retailer of the world (Quarshie et al., 2016). The company has focused on carbon neutrality from all of its operations and it is working towards this motto minutely. With the ethical and sustainability commitments done by Marks and Spencers, it has improved energy efficiency in the UK from the time span between 2007 and 2017. On the other hand, Sainsbury also focuses on sustainability and it has reduced 42% carbon emissions in the last 15 years and it aims to produce zero-greenhouse gas within the year 2040 (Aluko and Knight, 2017). The company also aims to reduce the waste of plastic bags for packaging and it is the first company which removes plastic packaging from bakery products (Peppers and Rogers 2016). 
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[bookmark: _Toc66385496]Variety of quality models that improves customer relationship management
There are a number of models that have been introduced that help in improving customer relationship management. Few of them are-  
· IDIC model 
· QCI model 
· Value chain model
· Five forces model 
· Conceptual model 
IDIC Model: IDIC model is one of the most important models to improve the relationship with the customers. The model has been introduced by Peppers and Rogers. According to the model there are four steps to build closer relationships with the customers. These are- 
a. Identification- a Company must identify its customers and must grow a strong understanding about the customers. 
b. Differentiation - Differentiating is important as it allows in identifying the most valued customers. It also helps to point out which customers are going to add more value to the organisation.
c.  Interaction- Interacting with the customers helps to know the needs of the customers. The production strategies can be improved or changed with the preference of the customers. 
d. Customization- Based on the needs and values of an individual customers; the company ensures that its products meet the expectations of the customers.  

QCI Model: The qualitative competitive index model (QCI) are few independent specialties in management who help the companies in the area of customer management. The specialists are both foremost practitioners and strategic theorists. This model features the people who participate in the performing process and use the technologies to help in the activities also.  

Value Chain Model: The value chain model is used by the business organisations while developing their strategies regarding customer relationship management. The model has been developed by a wide range of IT, financial services, media, retail, manufacturing, software and construction companies. The aim of the model is to build a long-term relationship with the customers which proves to be mutually beneficial for both the company and the customer (Kapooria, 2017). 

Five Forces Model: The model is developed by Adrian Payne. The model points out five most important procedures in the customer relationship management (CRM). These are- Development process of strategies, the creation  process of value, the process of multichannel integration, the process of performance assessment and the process of information management. These processes can be sectioned into three groups- Analytical CRM, Operational customer relationship management CRM and Strategic CRM (Grigore, 2014). 

Conceptual Model: The conceptual model’s consideration is built towards the performance of competitive customer relationship management from internal and external perspectives both. The key source of competitive customer relationship management is its dynamic capability that considers the ever-evolving nature of the business environment (Tran et al., 2016). 

[bookmark: _Toc66385497]Quality management 

The aim of every company or organisation is to meet customers’ needs and enhance customer satisfaction. The management always needs to focus on attaining the highest quality products. (Spender, 2014). Quality management should be based on customers’ expectations and needs always. When the customers are satisfied with a product; it can be assumed that the product has met the expectation of the customers. With the implementation of a modern system of CRM, the quality can be managed successfully. Most of the companies are considering how to ensure the fact that the designed key systems and processes would offer the customers with required value and highest quality. Quality is one of the most important tools for companies’ marketing. It understands that the organisational benefits resulting from high quality are related with successful performance in a particular marketplace. Quality also increases efficiency of the trade, distribution process and the production (Goetsch and David, 2014). Thus, quality management is considered as one of the marketing disciplines. 

Four stages of qualitative trends in companies are there regarding the approaches of quality management- 
· Monitoring of quality
· Controlling of quality
· Assurance of quality (QMS - Quality Management System)
· Total quality management (TQM - Total Quality Management)
[bookmark: _GoBack]The QMS and TQM models are considered as the primary systems in the modern corporate management as the first two stages are not adequate enough. 

QMS Model: In the field of quality management; a systematic approach is offered by QMS. QMS models are generally called ISO standards particularly in the UK.
 But QMS does not always work for every company as well as for Marks and Spencer. Thus, the company implements the TQM model. 

TQM Model: TQM model ensures that the supplied products or services are of highest quality. Though (Feigenbaum, 1986) has defined it as a fruitful system to integrate the development of quality, maintenance of quality and efforts for quality improvement of different groups within an organisation or company so as for enabling production and service at the highest economic levels which offers total customer satisfaction (Anil and Satish, 2019). As a procedure; TQM must encompass everyone with the highest commitment of senior management in the organisation. (Finch and Byron, 2008) stated that TQM is built on three principles- 
· Focus on customer
· Continuous improvement process
· Highest level of involvement    

The TQM model has been followed in Marks and Spencer. The customers define what quality is. It is important to know what is known by the employees (internal customers) within the organisation and who buys the products (external customers). Each employee in Marks and Spencer must have a well-defined customer so that customer-supplier relationship extends from internal customers to the external customers. In Marks and Spencer, an output from an employee (internal supplier) becomes input for another employee (internal customer). The chain feeds to the final customer itself. If the supplier-customer relationship gets broken and the quality requirement of an internal customer is not met; it must affect the final customer. 
Gradual improvement process is a part of Marks and Spencer’s ‘Plan A’ that is a plan of quality management. It includes a set of objectives that regulates how Marks and Spencer does business. Plan A came into effect in January 2007 and it makes an effective change to the customers, environment, employees and supply chain workers (Lebedeva et al., 2019). Marks and Spencers have launched services and products to help its customers live in a sustainable manner through ‘Plan A’. It continued its contribution with the additional profit generated to the local communities. By building Plan A; Marks and Spencer engages its 21 million customers into developing their own ‘Plan A’ eco plans. It has led its ‘Plan A’ from being just a plan to how they do business by structuring it into several processes and providing its workforce the motivation, required equipment and skills for creating a difference (M&S, 2009). 
[bookmark: _Toc66385498]Task 4 
1. Segmentation: Segmentation is a procedure of dividing a product for a certain group of people based on their perception, style, interests, needs and preferences. A genuine market segment meets the criteria: One segment must be different from another segment as the needs are not the same for everyone, it can be reached by an intervention in the market.  Marks and Spencer has made segmentation in its customers in various ways. The segmentation allows Marks and Spencer to treat the equal customers equally and differentiate between different groups of customers. Marks and Spencer segments its customers into different groups by income, age, occupation, social class. The company segmented its customers by using demography, in which the company targets the people above the age 30 and having average good or high income capabilities and executive livelihood. It also segments its customers through the basis of value. A few products in the clothing sector of Marks and Spencer have a premium and high quality segment such as M&S, Faith, Clarks and Office. It has a mid-price segment as River Island and Top Shop and a low-price segment such as shoes. In this marketplace, differences in quality and fashion can outweigh the variations of price (Venter et al., 2015). 




0. Targeting customers: Marks and Spencer target the customers having different regions, demography, social class, economic ability, age and preferences etc. But the company mainly targets the customers aged 30 and above with a distinctive or high financial stability and the people who are from reputed occupations. 


0. A loyalty ladder: The loyalty ladder is one of the ideas for infecting fad-prone marketing for a certain time. The loyalty ladder has its roots in a simplified observation.  One of the ladder segments the customers into prospects, suspects, advocates and clients. Marks & Spencer has a high loyalty ladder to its customers based in the UK mainly (Moisescu, 2014).  


0. Marketing mix: 
· Product- Product is a tangible or an intangible service that is manufactured on a wide scale with certain unit volumes (Khan, 2014). The products of Marks & Spencer can be segmented into three business lines- General merchandise such as books, toys, cosmetics, handbags, clothing, footwear and undergarments. The food business such as alcoholic and non-alcoholic beverages, perishables, prepared foods, meats, ethnic foods etc. The financial services such as personal equity plans, personal loans, life insurance, unit trusts, credit cards etc. 


· Price- Price is the amount of money that a customer pays for his/her purchased product or service. Price is determined by a few factors such as competition, market share, material cost, product identity and the perceived value of the product to a customer. Marks and Spencer has continued the strategy of value pricing since the time when it focused on the customers belonging to middle-class financial status (Thabit and Raewf, 2018). The company has managed to remain priced moderately. 


· Place- Place is the location from where a product or service can be purchased by the customers. Place is referred to as the channel of distribution. Places can be physical or virtual online stores. The Marks and Spencer stores have generally two formats. The first one is- general merchandise store, with its food sector in the basement and the second one is for only foods. It located the stores on the main streets of popular locations.  
· Promotion- Promotion is a strategy; a marketer uses it to communicate with the marketplace. It has mainly four elements- personal selling, public relations, advertising and sales promotion.  Marks and Spencer avoids advertising. But in case of introducing a new product to the customers; it takes the help of advertisements.
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[bookmark: _Toc66385500]Discussion about the strengths and weaknesses of the CRM of Marks and Spencer’s
This report has successfully discussed in detail the various CRM techniques that have been implemented by Marks and Spencer’s to stay relevant in the retail industry throughout the years. However, it is extremely critical to analyse these techniques to recognise the strengths and weaknesses of the management of the organisation (Juanamastaet al., 2019). This will further help the company to grow in the industry by paying careful attention to the weaknesses and make significant improvements in those segments to gain a competitive edge in the market. The following strengths and weaknesses will be in context to the customer relations that is built by the organisation. These are usually dependent on the internal factors of the organisation and can be improved in the future by implementing innovative strategies to consolidate the company-customer relationships. The following are the strengths and weaknesses of the CRM techniques used by Marks and Spencer discussed in detail:
Strengths  
1. Focus on building a profitable consumer base
The strategy of Marks and Spencer has been proven to be effective and has helped in building valuable customer relationships that has increased the profitability of the organisation as a whole (Kim and Wang, 2019). The strategy that they have implemented comprises the conduction of surveys to know the requirements of the consumer base and their target audience before releasing a product in the market. 
0. Collection of data about the customers and efficient data analysis
The CRM of Marks and Spencer’s has been ahead of the similar organisations in the retail industry due to the support that it receives from its consumers. This is a key factor that has driven the growth of the organisation in the industry. Marks and Spencer’s has invested their time in collecting data about the existing customers and also take the feedback of their target customers on a regular basis to keep a track of  their requirements and behavioural changes. This helps them to mould their services and products in a way that it caters to the needs of the customers and make their opinions feel valued by the organisation (Bin-Nashwan and Hassan, 2017). 
0. Increasing the number of sales
By knowing the requirements and the affordability of the customers through their income groups, it is highly likely for the company to have an estimate of the profits that they can make through each sale that they make (Kumar and Reinartz, 2018). Therefore, Marks and Spencer’s have been attracting a huge number of customers by providing high quality service at affordable prices. This technique of CRM has increased their popularity among the customers in the market and has also allowed it to gain profits by keeping the number of sales of the organisation consistent throughout the years. 
0. Customer Satisfaction
Marks and Spencer’s works on the principles of keeping the customers at its topmost priority (Yen et al., 2020). Therefore they pay attention to the change of their perspectives and market trends, to provide them with the products that are actually needed by them. The company has also introduced the best technology in their stores to create an ideal shopping experience for their consumers. In this way, the company has put in constant efforts to keep their customers satisfied thus fostering a loyal relationship with them for the future benefits (Kumar and Reinartz, 2018).
0. Gathering historical knowledge about the consumer base
As important as it is for an organisation to know the requirements of its potential consumers and target audience to attract new customers, it is also important for the company’s  CRM team to analyse the pre-existing information about its customers to retain them in the long run (Javed and Cheema, 2017). It is therefore beneficial for the company to keep into consideration the requirements of the existing consumer base and make them feel valued for staying loyal to the organisation and helping them to sustain themselves against their competitors. 
Weaknesses 
1. Stacking of unnecessary information
While collecting consumer data through various sources, it is frequently seen that the data gets mixed up which later needs to be segregated. In this tedious process a lot of times the unnecessary data keeps overloading the system, thus creating disruptions in the workforce. Due to the piling of the unnecessary data, the decision making process of Marks and Spencer’s CRM often becomes slower than usual (Javed and Cheema, 2017). Sometimes this turns out to be an extremely time consuming process that decreases the efficiency of the system, resulting in hampering the customer relation of the company. 
0. Putting focus on newly gathered data
The CRM of Marks and Spencer’s has been investing a lot of time and resources on gathering data about the potential customers of the company. This can however, harm the company in terms of its annual turnover because of its ignorance of the existing data about the customers (Santouridis and Veraki, 2017). The CRM should make the most use of this data as the financial profits of the company are often largely dependent on the analysis of the pre-existing data. 
0. Implementing cultural changes on the grassroots of the organisation
The management of Marks and Spencer’s should also be sensitive about the culture according to the kind of market it wants to penetrate (Folteanet al., 2019). The CRM should implement techniques of training their frontline workers accordingly as they are constantly in touch with the consumer base and can influence their perspective that can have a significant effect on the company’s reputation. 
0. Improper degradation of organisational tasks
A good management can implement strategies to minimise the chaos within the organisation with proper planning and time management. However, the CRM team of Marks and Spencer’s has failed to do so in various circumstances which is why it is extremely important for them to organise their tasks and distribute them according to the respective skillsets of the workers. This can prove to be valuable in incurring profits in the future and retain the dominance of the organisation in the market (Dewnarainet al., 2019).
[bookmark: _Toc66385501]Task 6
[bookmark: _Toc66385502]Recommendations to improve the weaknesses presented in the CRM techniques 
The CRM model of Marks and Spencer’s has helped the organisation to expand its roots beyond the domestic market. However, the existing techniques have a few loopholes that can cause a considerable amount of loss for the company, if it is not paid significant attention to. Therefore, the following section will comprise valuable recommendations of the CRM of the chosen organisation that it can implement in the future projects for its own benefits in the market. These strategies will not only retain the organisation in the market but will also help it in terms of market visibility, thus ensuring its profitability. The recommendations are as follows:
1. Cost Leadership
Being one of the most effective CRM techniques implemented by most of the business giants in the industry, it has the potential of doubling the current sales of Marks and Spencer’s and result in the growth of the company. The CRM of the organisation can implement this strategy by considerably reducing the amount of money invested for production and customer service. This will help the organisation to meet the needs of the customers and give them a competitive edge in the market (Folteanet al., 2019).  Therefore, this process will help the organisation in creating a loyal and likeminded consumer base who are dependent on the services provided by the company. 
0. Customer Acquisition
The organisation should be able to implement cost friendly and innovative marketing strategies for the promotion of the products produced by the company (Santouridis and Veraki, 2017).  In this way, they can successfully acquire a certain number of customers who will ascertain the amount of profits that will be annually incurred by the company. This process is extremely useful for the organisation to create a consumer base in the international market also. 
0. Retention of the customers
After the acquisition of a certain number of customers, it should also be the priority of the company to retain them for their future profits (Javed and Cheema, 2017). They can do this by implementing effective CRM strategies like cost reduction and availability of offers on a regular basis to increase the popularity of the company in the market consistently. 
0. Cost Reduction
The consumer base is always asking for negotiations and there are chances of the competitor companies providing them with the same (Yen et al., 2020). To minimise this external threat Marks and Spencer’s should keep the cost of their products on a check. This will give them a competitive edge and allow them to minimise the risk imposed by the competitor companies on their customer relations. 
0. Customer recognition
The customers of Marks and Spencer are the organisation's topmost priority (Juanamastaet al., 2019). However, the organisation should pay attention to the very intricate details of the consumer behaviour and come up with a unique style of forming a relationship with their consumers.
[bookmark: _Toc66385503]Conclusion
Customer relationship management is extremely necessary for a business to continue to be sustainable in the ever changing industry. However, with the effective techniques of CRM and with the improvements of the weaknesses in the system, this report has established the key factors that have ensured the success of Marks and Spencer’s in the retail sector.
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