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Introduction
This report comprises of answering to six different tasks that are related to the role of customer relationship management in the performance of any organisation. However, this text will identify the pros and cons of CRM in Marks and Spenser (M&S). 
Task 1
Customer Relationship Management is a strategy that companies use to manage interactions with customers and potential customers, CRM helps organisations streamline process, build customer relationship, increase sales, improve customer services and increase profitability.
                                                                         (www.salesforce.com) 16 Feb 2019.

[bookmark: _GoBack]CRM Management Combination of Practices, Strategies and Technologies that companies use to manage and analyse customer interaction and data throughout the customer lifecycle with the goal of improving customer service relationship and assisting in customer’s retention and driving sales growth.
                                                    (searchcrm.techtarget.com) 16 Feb 2019

Task 2
Identification of stakeholders is one of the critical procedure for any company’s progression. Key stakeholders are suppliers and customers. M&S have maintained a strong linkage with their suppliers in order to ensure the quality and availability of products for the customers. For instance, Tesco is a rival company that use pragmatic approaches to eradicate supply chain issues, which results in the effectiveness of the company-supplier relationship. However, there are numerous advantages and disadvantages of stakeholders in Tesco Company that include higher sales rates and profits, lower product prices, frequent and timely delivery of supplies when stakeholders are satisfied. On contrast, disadvantages include increasing product pricing and reduction of profits when stakeholders are not satisfied. Therefore, it is very important for any organisation to maintain a good relationship with their stakeholders because they can affect the revenues and reputation of the company at the same time (Puccinelli et al, 2009).
[bookmark: _Hlk1981223]Task 3
To keep the customers satisfied, organisations often adopt various strategies. For instance, multinational companies have introduced an online shopping system to ease customers as their online website gives access to the customers about all the products that the company offers on their fingertips. According to Puccinelli et al, (2009), customers directly influence operations of any organisation therefore, all the strategies are formulated to satisfy their needs and interests.  
CRM has developed over the years and demands of CRM has increased a lot. Many organisations have adopted CRM software to improve their performances and gain brand loyalty. Marks and Spenser have also introduced a CRM system in their organisation in order to monitor customer relationships more effectively. Moreover, this had allowed them to improve their marketing sales, better analysis of data and resulted in improved product loyalty among customers. M&S selected this strategy to boost its revenues by satisfying their customers. 
Furthermore, over the years CRM has been an integrated part of M&S management for instance, M&S offers their clients with membership cards and other convenient services in order to keep them loyal to the brand. These include offering the customers with discounts and other offers, this process improves CRM of the company and increases brand loyalty. .Although they provide products with a bit higher prices still individuals prefer them because of customer care and quality standards. .According to a survey, it was identified that M&S had been Britain’s most trusted retailers for two consecutive years. Emphasising on their reviews they have developed effective management strategies assisted by technological innovations to provide customers with what they exactly want. (Wang, & Feng, 2012).
Task 4
Over the last five years, Marks & Spencer have adopted the strategy that the customers are always and completely right. The main aim of CRM is to supress miscommunications between M&S and customers and maintain quality satisfactions. For attaining customer satisfaction and improved performance, M&S have appointed Starcount, a data science company for enhancing customer’s insights and understanding (Grayson, 2011).
It was an effective tool with innovative approaches to predict buying behaviours of the customers. It also made M&S the first digital retailers. Further, they introduced a transformation program focusing on restoring the Basics and shaping the future for the company.  This included improvements in home logistics and clothing, streamline of customers and marketing teams, and launching a franchise of its merchandises in Hong Kong and Macau. Key stakeholders, i.e. customers, competitors and suppliers are directly engaged with the CRM as it is used to improve their relationships especially for the customers with the organisation. Over the last five years,many competitors have hindered smooth running of M&S such as Tesco with the adoption of better software to evaluate customer performance. There are two major drawbacks of CRM, which include slowing down of processes, and the possibility of been hacked which competitive companies have adopted in order to reduce the effectiveness of M&S (Grayson, 2011).
Task 5
Competitors are the most important concern of any company because it directly influence the performance and profitability of their rival company. To tailor them different approaches are adopted such as SWOT (Strengths, Weaknesses, Opportunities, and Threats) Analysis and competitor tracking. With these strategies, the company can track the win/loss ratio of their rivals and can identify the causes of losses so that they can avoid them in their strategies. 
Adoption of CRM has enabled M&S to increase their business by identification of potential issues that the customers are having. Further, this method enabled the upper management to formulate strategies in order to increase the customer base and improve operational plans. With CRM, M&S can easily track customer behaviours and respond in accordance with their demands. In 2003 Marks & Spencer Financial Services Wins CRM Award for Reducing Campaign Delivery Times By 60 Percent. (bank.marksandspencer.com)
· However, on the contrary CRM has several drawbacks that M&S had faced, these include slowing down of processes, the potential of hacking of software and in starting years they had problems with operating this system due to lack of training and proficiency. It is observed that these factors directly affect the customers and disengages them (Lin, Chen, &Kuan-Shun Chiu, 2010). Because they record all customer information in software many times M&S loss their records. It directly affected their sales. (computerweekly.com). Marks & Spencer 2002 Failed to meet productivity targets due operating system. (computerweekly.com)

Task 6
A SWOT analysis is an effective tool, which is adopted by the management of Marks and Spenser in order to identify potential strengths, weaknesses, threats and opportunities for the company. It is performed to analyse the current situation and allows the company to adopt new strategies in order to improve their performance and give tough competition to the rival companies. 
	Strengths 
· As M&S have maintained a strong relationship with their suppliers, therefore they are able to deliver products timely to their customers.
· They have introduced membership cards that as allowed them to increase brand loyalty. Moreover, they have always listened to the reviews and feedbacks from the customers in order to improve their overall performance.
· M&S has over 6 million spark card members.(corporate.marksandspencer.com)  

	Weakness 
· Prices are bit higher at M&S and in for future perspective they have to be reduced in order to gain more customers.
· They are not targeting small markets rather they are only focused on developed market therefore, they are restricting their customers. To avoid this they have to target all potential markets to gain more customers. 

	Opportunity 
· With effective implementation of CRM, M&S can increase their customer base. 
· Further, they have an opportunity to improve their organisational and management polices to ensure availability of timely and quality services to their customers. 
· Using CRM system M&S can set their goal or target.(targeting young generation, changing fashion according customer demand, etc)                                                                   (www.marketing91.com)
	Threats 
· The presence of competitive companies such as Tesco and Asda, which have expanded their businesses in local communities while M&S has only targeted developed markets.
· Threat of losing their reputation among the customers. Therefore, in order to reduce threats in future the company has to target the local communities (Grayson, 2011).
· Sales decline –not proper use of CRM, in 2017 M&S sales of  both food and clothing fell. Continually decreasing sales M&S closing their 100 store in UK by 2020    (www.marketing91.com)






Recommendation
         CRM is an effective tool that M&S have adopted in order to increase their customer base and maintain brand loyalty. 
· M&S should target local communities 
· They should keep under careful observation to the other compotators.
· Using the CRM strategy M&S should improve their relationship with their stakeholder, customers, suppliers, employees 
· Instead of spreading their market worldwide M&S should focus on their present market and customers.  “M&S has 90% of its revenues from the UK” (BBC,2009) ,
· Use more social media for advertise and promotion.
· Improve online shopping
· Provide seating area for senior citizen and special need people.
· They should target more to young people, and new fashion.
 

Conclusion 
It is concluded that CRM is an effective tool that M&S have adopted in order to increase their customer base and maintain brand loyalty. Furthermore, it was discussed how key stakeholders, suppliers, customers and competitors affect the CRM system of any organisation. 
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