











Contents
EXECUTIVE SUMMARY	2
INTRODUCTION	4
FINDINGS	4
ORGANIZATION BACKGROUND	4
CRM	5
Ethics	7
Sustainability	9
Quality	11
Segmentation	15
Conclusion	16
Recommendations	17
Reference List	18














EXECUTIVE SUMMARY
The report is a briefing about Marks and Spencer business.
Analysing M&S ethics as business conclude that is the most trusted UK brand. Its culture relies on high quality products and services, trust, respect for customers, human relation with staff, suppliers, and the community.
Marks and Spencer work at its sustainability. Plan A is focus on environmental and social issues that matter to customers, colleagues, shareholders, and regulators.
Marks and Spencer are unstoppable. Doing right things and maintaining customers’ expectations of M&S quality and standards. In a challenging world M&S found solutions to re-invent and prosper.






































INTRODUCTION 
This report was requested by lecturer Christian Felice.
Submission date March 26,2021.
The report is looking to examine and evaluate the success of CRM within Marks and Spencer.
Research methods used: books, books online, websites, journal article.















FINDINGS
ORGANIZATION BACKGROUND
Marks and Spencer have been on the market for 137 years to a very high standard.
Marks and Spencer are one of the most spectacular corporate successes in the UK and one of the best managed companies in Europe. M&S grew from a penny bazaar in 1884 to a giant retailer with 310 stores in 2001.
Michael Marks, Russian immigrant was a personality who was looking for next opportunity. He had tenacity and ability to move from a pedlar’s tray to open market stall to covered market stall to penny bazaars in Leeds in 1884. Tom Spencer buy a half share in Michael Marks’s penny bazaars in 1894 and this partnership grew Britain’s most successful retailing dynasty. Marks and Spencer became a name associated with value, quality, unique relationship with suppliers and paternalistic way it treated its staff .
Marks and Spencer are a UK retailer of food, men’s, women’s, and children’s fashions. Its international expansion in over 30 countries is based on a strategy from organic growth, acquisition, joint venture to franchise agreements. By the 1980s M&S had more than 300,000 shareholders and became the UK’s leading retailers of food, men’s, women’s, and children’s fashion. In 1985 the core business adds home furnishings, accessories, and financial services .M&S is a successful brand selling through own label. The brand name is ‘’St.Michael’’ and is the only retailer in the world rated triple AAA.
In 1998 M&S was 114 years old and the second most profitable retailer in the world, five times winner of the Queen’s Award for Export Achievement, many trophies for managerial excellence, was the subject of three Harvard Business School case studies. 13 million shoppers a week opened the doors of 286 M&S British stores in May 1998.
According to M&S website in 2021 they operate ‘’Never the Same Again’ ’programme, selling high-quality, great value own-brand products in the UK and in 62 countries, from 1,519 stores and 44 websites globally.
M&S food segment was better in 2020 than that of clothing and home lines. M&S started in 2020 online grocery shopping and delivery through a partnership with Ocado the biggest UK online supermarket
Britain’s largest and most trusted retailer announced in Thursday 11th March the first wave of guest brands to be marketed and sold under the banner ‘Brands at M&S’.It is part of Never the Same Again programme to turbocharge online growth
In March 2021 M&S launched 46 flagship websites in new markets over 100 countries. It is part of its Never the Same Again transformation programme, and doubled the number of international markets, online channels are available in ten additional languages and wider range of currencies. Customers can purchase and receive M&S products in a few short clicks and enable M&S to explore underlying demands in the market said Paul Friston, International Director.
M&S reported increased online sales by 75% in international e-commence during pandemic.



CRM

  ‘’CRM is the core business strategy that integrates internal processes and functions, and external networks, to create and deliver value to targeted customers at a profit. It is grounded on high quality customer-related data and enabled by information technology’’.
According to Buttle CRM is about win and keep customer by creating and delivering better value than competitors.
Nasir in his book Customer relationship management strategies in the digital era mentioned that CRM technologies enable organizations to develop and maintain long term relationships with its customers. As advantages company can identify the profitable customers, better understanding and can deliver right offer to the right customer. It is a valuable benefit for company a satisfied customer who will buy more over time. Also, the cost of keeping existing customers is less expensive than the cost of acquiring new customers. A loyal and satisfied customer tend to tell their friends, this generates new customers at no cost. As the company and customer know each other decrease the cost of serving existing customers. CRM’s technologies initiate and maintain customer loyalty. Analytical CRM study the customer data to target, acquire and retain profitable customers. Customer data enable company to interact effectively with the customers, deliver customer service and experience, identify and track sales opportunities, develop effective marketing campaigns. Increasing customer satisfaction make them loyal to the company and help company to achieve the objective of customer retention.
Nasir named Customization the most important benefits of CRM for the customer. In time company can deliver personal and intimate relationships for a better quality of customer life through social support benefits. Loyalty programs rewards customers who buy regularly offering discounts, customization, privileges. The customers consider company care about them and remain loyal to it.
CRM benefits as business strategy is to maximize profitability, and to provide high value to customers. CRM helps company to stay close to their customers and respond quickly to their changing needs.

CRM costs money. Technology cost: money for computers, training staff.
Security and privacy involve technology, public policy, and common sense. Hackers and employees can access customer data. Many   online companies lost customers when these discovered that personal information had been sold to other online companies for a profit.
Managing larger databases and archiving data cost.
According to Bryan Bergeron in real world CRM cost a $500.000 for a midsize company and $3 million or more for large company. Sales of CRM software and services cost around $25 billion in 2001 and double by 2005.
He identified the most common touch points for business:
-Email: send promotions or answer to customer queries.
-fax: notify customer about last purchases
-traditional mail including flyers 
-media: advertising on TV, radio, newspaper.
-personal contact: face-to-face contact in retail outlets
-retail outlet-physical store
-telephone: direct phone conversation with customer service, voice messaging
-web can provide more and better information, and company benefit from lower call and E-mail volumes. It is available 24/7, affordable, enhanced customer data collection, low cost and more efficient and faster. Company can track customers use of website providing information for marketing.
-wireless
Customers interact with business through touch points, and this give the business possibility to access historical data about the customer. The company create a model of customer behaviour and pursue to control his interaction with the company. The customer expectations based on information from company’s touch points are to deliver quality products, timely service, and value for their money.
Marks and Spencer CRM are building on his good reputation: own label, middle class market segment, deliver high quality product. Own brand dishes, deliver fresh food, deliver a variety of products. 
According to their website using advertising and communication in a fair, considerate, informative, inclusive, and transparent way Marks and Spencer built trust and respect between the business and the customers.
Marks and Spencer announced on 06 February 2018 a partnership with data science company Starcount as part as its programme change under five years transformation plans. Starcount use technology to help M&S to predict their customers’ wants and needs. CRM programme included M&S Sparks Card, a tool for customers insight and engagement to help M&S to become a digital-first retailer.
Marks and Spencer interact with their customers by face-to-face in store, or online .
In July 2018 M&S connected touch points to grow revenue. The company unified and virtualised its in-house and outsourced contact centres. All channels: parcels and mail, voice, email, social media, SMS, web chat, and web engagement are connected. It made possible to track delivery and respond to letters. Agents can handle all enquiries and focus on excellent service. In first four months the service processed already tens of thousands of live interactions, increased online sales.
Marks and Spencer Bank was rated 4 or 5 stars  by customers across 10 categories :customer service, online account management ,telephone banking ,mobile app ,statement clarity ,dealing with queries, dealing with complaints ,ability to manage online, ability to manage by mobile banking ,charges for using credit card abroad with .Customers gave  brand score 78% for credit card .





Ethics

 ‘’Ethics are a system of moral principles and a branch of philosophy which defines what is good for individual and society’’.
According to BBC website ethics derive from religions, philosophies, and cultures. Ethics is how human being behave. Ethics guide people how to live a good life, how to make decisions.
Ethics give people a moral map that can be used to solve problems.
Ethics can eliminate confusion and clarify concerns but is up to everyone to choose the right way.
Ethics is a concern about something else than self-interest.
Consequentialism is an ethical theory based on the consequence of human actions and not on the actions themselves. It is a complicated theory, and not provide complete solutions to all ethical issues. The most non-religious people use everyday consequentialism. The most common form is utilitarianism, which action provide the greatest amount of happiness.
Non-consequentialism or deontological ethics is concerned with the actions not with the consequences. People act wright or wrong, whatever the consequences.

‘’The foundation of any ethics programme will be an organization’s core values. Ethical values guide the way that business is done-what is acceptable, desirable, and responsible behaviour, above and beyond compliance with laws and regulations’’.According to their website companies depend on relationships with stakeholders including shareholders and customers, suppliers, employees, regulators, non-governmental organizations, the media and policymakers. 
The Financial Reporting Council is the UK’s independent regulator responsible to promote high standards of corporate governance through the UK Corporate Governance Code. Their report is about engagement with stakeholders. The report acknowledges that culture is an expression of behaviours in an organization. Business needs to be aware of how is seems by others. The relationships between companies and society are critical to their long-term future. There are four major elements of ethical behaviour needed to maintain a reputation for high standards of business conduct: reliability, honesty, openness, and respect. Companies need a clear vision to communicate their culture and values effectively when dealing within the company and with the outside world. Company must explain what are doing reflects their values and beliefs.
In the report Lord Browne, the former Chief Executive of BP is cited with three possible approaches in the communication with external stakeholders:
1.Connect-contest: find the misunderstanding.
2.concede and lead: understand the interlocutor point of view and debate.
3.collaborate: find common interest. 
Report acknowledges that an open culture is essential. To encourage people at all levels to express their concerns and to deal with it is critical for a strong corporate culture.
In the same report is pointed that to deliver value to the customer is vital for business success and an indicator of trust. Company requires to identify customers expectation, and to make customer service a clear priority for the workforce. Employee engagement is important to deliver value to customers. Companies need to communicate to staff and provide training which promotes the delivery of good morale. Companies need to be careful how they handle confidential data, do not loose customer confidence.
Benefits of ethics:
A company that respects ethical principles attract customers, make employees happy, attract 
more investors. Ethical behaviour boots company’s reputation, productivity, sales, and profit.
As disadvantage is time consuming to continue update according to changes in laws and regulations.
When a company activates in developing countries following ethical practices is expensive. Low wages and child labour are legal in those countries and may reduce companies’ costs but is an issue that affect companies’ reputation. To improve working conditions cost companies
 The Institute of Business Ethics define business ethics as an application of ethical values to business behaviour. It is relevant to both individual and organisations. It applies to all aspect of business conduct from boardroom strategies and how companies treat their employees and suppliers to sale techniques and accounting practices.
M&S success is own-label product range and middle-class market segment. Having a good reputation generated Britain’s trust. A strong relationship building on trust and respect between the business and the customer increased the sales from retaining customers .


 Marks and Spencer marketing is decent, honest, and truthful according to their website. The food marketing principles follow the International Chamber of Commerce framework for Responsible Food and Beverage Marketing Communications .M&S promise will never actively direct any Marketing Communications to children under the age of twelve. Will never advertise any HFSS products (high in fat, sugar, or salt) to children under the age of eighteen .M&S Clothing& Home marketing principles comply with the relevant laws, regulations, and self-regulatory codes. Their approach to cyber security put the customer first and security system protect the data they hold.









Sustainability

 Sustainability was defined as development that meets the needs of the present generation without compromising the ability of future generations to meet their needs’’.

M&S published on their website PLAN A report -2020 provide an update on their 2019-2020 activity faced by Covid crisis challenge. Plan is to support M&S sustainability, profitable growth and to deliver value to all stakeholders. Is focused on the matter most to their customers, colleagues, shareholders, and regulators. To maintain customers’ expectation in M&S quality and standards.
Greenhouse emissions include 10% lower carbon intensity rating for UK grid electricity that reduce by 16,000 tones CO2 compare with 2018/2019.Across stakeholders continue to be high level of interest in plastic/packing, food waste and sustainable fashion.
Stores, offices, warehouses, and delivery fleets operated by M&S have been self-certified as carbon neutral in accordance with British Standards.
People are encouraged to have a voice from employees, supply chains, customers, and communities .M&S are focused to respect human rights, access to employment, improve lives of people working in supply chains, to have ethical trading standards, to care about colleague health and wellbeing, to engage in community causes.
M&S ensure no food or clothing go to waste.
M&S planet care is focused on net zero emissions, sustainable manufacturing, reducing, reusing, and recycling packaging


Mark and Spencer are member of The Better Cotton Initiative.
Mark Spencer rating as environment in July 2020 was ‘’GOOD’’. His target to reduce greenhouse gases in own operations by 95% by 2022 and recuse emissions in its supply chain by30% by 2030. The retailer set some water reductions initiatives. The retailer uses eco-friendly materials including recycled materials.
Sedex Members Ethical Trade Audit -SMETA Best Practice Guidance audited and reported M&S facilities. The retailer has a Code of Conduct that covers all ILO Four Fundamental Freedoms principles.
The retailer has a project to improve wages in part of its supply chain.
The retailer animal rating is ‘’it’s a start’’ because not use fur, exotic animal skin or angora. It uses wool from non-mulesed sheep. It uses leather and exotic animal hair.
Fashion Transparency Index gave Marks and Spencer a score of 60% in 2020 based on its social and environmental policies, practices, and impact (Brown, 2018).
Marks and Spencer are on top 5 for the most transparent brand behind H&M, C&A, Adidas, and Esprit.
Most of Marks and Spencer clothes are produced in East Asian countries where are ethical issues regarding human rights and labour law.
Most of Marks and Spencer clothing products come from 1,000 factories from China, Cambodia, Vietnam, Turkey, India, Bangladesh, Sri Lanka.
Marks and Spencer track a high number of issues, more than 3,900 across over 960 sites. The retailer must change and improve its practices to employ factory workers paying a living wage.





























[bookmark: _Toc67272940][bookmark: _Toc67273177]Quality

[bookmark: _Toc57123635] According to G.A. Cole and Phil Kelly Quality management is an approach to achieve quality standards using systematic policies, methods, and procedures to ensure that goods and services have high level of quality to meet customers’ needs. The best known are those based on ISO9000 series of quality standard. Six Sigma is also a quality management initiated by The Motorola Company based on statistical process control and now is a particular approach to measure, improve and manage quality and operations performance generally (G.A. & Kelly, 2011).
TQM programmes increase customer satisfaction and customer retention. It helps management to focus on the right priorities. Quality means to satisfy customer requirements at the lowest internal price (Bank, 2000).
 John Bank describes in his book benchmarking as a vital component of quality programme. It is a tool that assess company’s performance with another and use that knowledge to design a plan to do better than the best competitor. Benchmarking measures: products and services, business processes and procedures, and people. It is a continuous process for evaluating companies recognized as industry leaders to develop business best practice and to strive performance.
Benchmarking defines customer requirements, set up goals and objectives for companies, build true measures of productivity, help company competitiveness, decide company best practice, adopt proactive change, encourage collaboration, information sharing and relationship with regional, national, or global companies for common benefits (Bank, 2000).
 William Eduard Deming identified Fourteen Points for Total Quality Control. In his opinion for a total quality approach:
- ‘’Create and publish a statement of company’s aims and objectives.
-Everyone from senior management down must aim to continue improve customer satisfaction.
-Provide the means to improve customer satisfaction.
-Introduce participatory leadership style to achieve employee cooperation.
-Develop climate of trust between management and employees, and between groups.
-Develop an across-the-board approach to cooperation and teamwork.
-Ensure adequate training both of employees and suppliers (so they know what is expected).
-Continuously aim to improve the production system.
-Eliminate numerical quotas for production in favour of instituting methods for improvement.
-Use inspection first and foremost for improvement rather than for detecting and correcting errors.
-Award business to suppliers on the basis of consistent quality and reliability of their product.
-Remove barriers to workmanship by providing adequate training and equipment.
-Encourage education and self-improvement at every level.
-Create a climate where quality improvement is embedded in the organization’s culture’’, (Cole, 2011, p. 330).
John Bank describe in his book that Quality improvement as action taken by organizations to increase efficiency of activities, resulting in benefits for organizations and its customers. Quality standards are the results of continual improvement process.
Business activities in the UK are governed by standards established by the British Standards Institute (BSI).BS 5750 is a capability standard established by the BSI and developed by the Quality, Management and Statistics Committee with the help of the Technical Committee. It is a standard for quality system and measures how a product or service is produced instead than what is produced. To qualify for BS 5750 companies must plan and apply a quality system, meet all the requirements of the Standard, and pass an assessment conducted by an authorized assessor.
A standard product must meet parameters defined in a published document and awarded a Kitemark from BSI as guarantee to the buyer and the seller that the product conforms to the established standard.
The International Standards Organization (ISO) developed ISO  9000 series which contains methods to implement a quality system. A quality system includes various components necessary to deliver quality products and services: organizational structure, responsibilities, procedures, processes, and resources.
Marketing Quality Assurance is a third-party certification agency which provide assessment in the field of public relations and marketing, sales, and customers services. When company meets MQA’s quality assurance specification   receive a certificate of excellence and the right to use the MQA mark. MQA specification contain up to 58 requirements related to ISO 9000 series. MQA register company to ISO 9001 and BS 5750 for marketing, sales, and customer service activities. MQA set out a marketing audit, marketing strategy, customer assurance, a code of conduct, and a marketing and sales quality system (Bank, 2000).
According to Marks and Spencer’s website they operate a quality management system with their suppliers through a range of on-site audits and product testing. Suppliers require to meet quality, safety, environmental and social standards. M&S initiate Environmental and Chemical Policy an approach for responsible chemicals management.
 M&S are the first UK retailer to launch a chemical compliance policy in 1998.Chemicals likes alkylphenol ethoxylates and heavy metals were gradually banned from use.
M&S updated their standards in 2011 introducing Environmental and Chemical Policy (ECP) with new guidance and best practice for suppliers. They introduced for the first-time modules on environmental management.
In 2012 M&S signed up to Greenpeace’s Detox 2020 campaign and worked with them to develop a new chemical commitment to strength their ECP. In 2014 launched their Manufacturing Restricted Substance List(RSL).
M&S work to eliminate hazardous chemicals in partnership not only with industry peers but also working with material suppliers, the broader chemical industry. In 2012 M&S joined the Zero Discharge of Hazardous Chemicals (ZDHC) an industry initiative for zero discharge of hazardous chemicals in the textile and footwear sector. They are working with the Sustainable Apparel Coalition. In 2020 M&S invited their top 20 fabric suppliers to complete the High Index FEM (Facility Environmental Module).
M&S restrict and prohibit what is used in their packaging and Beauty products and are looking to cover all Clothing &Home products.
M&S are supported by suppliers and expert organizations such as independent test laboratories to ensure the safety and integrity of their products.
ZDHC is a collaboration of global fashions brands, chemical suppliers, manufacturers and other organizations to reduce the fashion industry’s chemical footprint.
M&S used a Footprint Calculator to estimate environmental impacts. It provides methodology to measure the carbon, water, and waste impacts of their garments. M&S initiated WRAP website which provided a report about methods used, data sources, data quality assessment (M&S, 2021).

























[bookmark: _Toc67272941][bookmark: _Toc67273178]Segmentation

 Marketing strategies developed from marketing mix as a tool to achieve corporate goals added segmentation and positioning. Market segmentations divide the market into different groups of customers with similar needs and products requirements (G.A. & Kelly, 2011).
 Segmentation is used in marketing campaigns to separate a group of customers in smaller groups with similar needs and behaviours. The purpose is to learn as much is possible on specific people to allow highly targeted marketing campaign. It is the most efficient way to reach potential clients and generate revenue (Rizzi, 2020).
Segmentation is easy with computer-based tools, the disadvantage is the cost of gathering information, complexity, and potentially limited return of investment (Bergeron, 2002).
M&S target its customers into group of age, income, social class, and occupation.























[bookmark: _Toc67272942][bookmark: _Toc67273179]Conclusion
M&S are running an ethic business. Marks and Spencer are a brand using own label product range. Its strengths are high quality products, variety of products, middle class market segmentation. Marks and Spencer marketing is decent, honest, and truthful.
M&S is a sustainable business, involving in community donations, volunteering.  People are encouraged to have a voice from employees, supply chains, customers, and communities. 


























[bookmark: _Toc67272943][bookmark: _Toc67273180]Recommendations
The Covid-19 crisis had an impact on Marks and Spencer business. UK Clothing &Home decline in revenue, UK Food   decline in revenue, International-Clothing &Home decline in revenue.
Marks and Spencer explored the potential for changes. 
Marks and Spencer faced changed customers shopping habits.
CRM technology changes Marks and Spencer customer’s experience with the retailer. Most of customers are aged over 35. Access to customer-related data allows selling. 
Marks and Spencer introduced TV celebrity like Holly Willoughby as brand ambassador because of her followers on Instagram. Royal family used to visit Marks and Spencer from the beginning. On 18 March 1932 Queen Mary visited Marks and Spencer store. In present Kate Middleton is royal image for retailer.
In a crisis time of pandemic when people work by home or have no jobs Marks and Spencer must find a way to address to customers with low income. To adapt its products’ prices to a weak economy generated by Covid crisis.
People decide how to spend their money and use to compare every offer to decide which  fit their needs. Marks and Spencer must see through their customer’s eyes and give what they want.
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