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Executive summary.
This report is written on the request of the chief executive officer of Marks and Spencer on the behalf of the market research team.
The report investigates the company’s customer management relationship and to consider various features of ethics, sustainability, quality, and segmentation, it also assesses the achievement of Marks and Spencer and their current customer relationship management, and the present strategies used.
Marks and Spencer’s segment market is family aged consumers, M&S is a family of businesses that sell food, clothing, and home goods.
The companies most important investors are their providers, consumers, and workers. M&S began its “Never the Same Again” agenda and promised to take away experiences from the pandemic and speed up the elements of the change required for the difference in the consumer landscape.
M&S Sparks Card is a loyalty scheme it was launched in 2015, one of the largest promotions of the Sparks Card is the fact that one fortunate shopper is in with the possibility of having their shopping for free, Marks and Spencer’s are dedicated to their main principles of inspiration the company intends to stimulate and encourage their patrons, they are relentless in the aim of improvement for the customer, they work together with their consumers, contractors and staff throughout the company and make sure that they reinforce the ability of “improving lives every day”.
The company’s revolutionary strategy intends to restore M&S to a sustainable, economic growth and to provide a lasting benefit for the stakeholders. The plan in 2020/21 is to insert Plan A into the company’s operational model and become a group of responsible companies and placing sustainability at the core of all commercial proposals.
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Introduction.
[bookmark: _Hlk80972267]The following report has been requested by The Chief executive officer of Marks and Spencer at the request of the market research team to inspect the customer management relationship and to consider various features of ethics, sustainability, quality, and segmentation. The intent of this report is to analyse and assess the achievement of Marks and Spencer and their current customer relationship management and the present strategies used. Marks and Spencer have encountered immense demands on their customer service as a consequence of the Covid-19 Pandemic.
Customer Relationship Management or CRM are methods, tactics, and skills that businesses utilise to operate and analyse consumer connections and information during the consumer development. The clearer a company can handle its relations with its consumers, the greater the company will be. CRM is able to be applied as an key tactic to discover a better understanding of the consumers requirements and behaviours, and also help develop a greater connections with them. (Boston Web,2015)


Main Findings.
Marks and Spencer derived from a market stall in 1884 that Micheal Marks began in Leeds, formally a penny bazaar with the slogan “don’t ask the price, it’s a penny”. In 1894 Michael Marks together with Tom spencer became small business partners and near the end of the 1990s the business had increased significantly, and stores had opened across England and Wales. (Rees,1969) 
Marks and Spencer largely know today as M&S is a highly acclaimed British retailer, which provide excellent quality clothing, food, and homeware to the public, they have become an international business with over 1,400 stores across 57 countries. (Marks and Spencer plc, 2021)
Marks and Spencer’s additionally offers financial services to its consumers, through the practices of personal loans, finance, life investments, life coverage policies and a M&S credit-card. (M&S Bank, 2021)
[bookmark: _Hlk80972388]The companies most important investors are their providers, consumers, and workers. Marks and Spencer’s chief executive officer is Steve Rowe. (Marks and Spencer plc, 2021) 
John Boulton (2020) states that M&S digital first aim will guarantee that M&S is endorsing how the consumers would like to go shop and connect with the vendor, the Sparks program will be an important factor in the fast progression of M&S’ development as a digital and data empowered company.
[bookmark: _Hlk80972466]M&S began its “Never the Same Again” agenda and promised to take away experiences from the pandemic and speed up the elements of the change required for the change in the consumer landscape.
As an example of the alterations being made for the “Never the Same Again.” The relaunch of Sparks will create a successful communication network with its consumers to help push loyalty and commitment with M&S. The proposal is supported by the company’s latest investments into fresh abilities and knowledge like that of Facts and Data Science, Digital Production and Loyalty, and together with information technology and online resources, it has been made into a sole change, the team responsible for pushing M&S Digital Initial development. This latest proposal is a fantastic instance of the company’s significance to insert digital and statistics in all the ways that M&S operates and serve their patrons. 

The Sparks reorder is a crucial part of M&S turning into a data motivated company, the company is looking to bond four central data resources from throughout the company, comprising of Sparks, M&S.com, M&S Bank and shortly Ocado, to be able to push better enhancements and tailored experiences for its individual patrons. With a relaunch of Sparks, M&S can make sure a stable shopping experience for customers across M&S.com, the App and in stores, as well as promoting the best M&S products customers love the most. Sparks has the potential to act as a catalyst to improve M&S’ customer offer, as well as turning M&S into a faster, more responsive and data driven business.
Josh (2010) states that a YouGov survey, assigned by the marketing group Baber Smith, M&S continues as Britain’s highly trustworthy retail outlet for a subsequent year, it is believed this is in relation to the company using a dependable own label produce range, M&S has developed as a market frontrunner with semi-ready, own brand meals which are reinforced with the use of high profile TV commercials. The advertising has helped to eliminate the opinion of ‘own brands being inferior’ it has increased the company’s status and in turn has boosted trust. Additionally, the retailer has direct contact with their consumers and can use management information systems, through data from loyalty cards and direct feedback, this helps them develop the latest products development to the users demands. As A Result, own brand labels have turned out to be differentiated by utilising unfulfilled positions.
Marks and Spencer’s (2018) revealed the selection of a data science firm called Starcount, that plans to assist with the current proposal of adjustment in the Marks and Spencer’s five year transformation project. The intention of this collaboration is to improve and develop a consumer knowledge and understanding. This will assist M&S in the ability to customise the M&S loyalty scheme and CRM programmes that incorporates the M&S Sparks Card. Presently, M&S boasts more than 6 million members and is a vital means to customer perception and engagement. The Starcount firm were chosen to assist after a Marketing Team reform to make sure the group is strongly united to the company’s strategic priority. Marketing and consumer commitment have a substantial role in M&S’ makeover making sure it is swifter, more profitable and highly centred on the consumers. Marks and Spencer make certain to connect with their consumers and create adjustments when it is needed, to allow the consumers to appreciate the “journey”. Staff at M&S make sure to have a role in the consumers “journey” by ensuring to provide help to the consumers and they recognise and know how to create better experience and every co-worker makes certain to make M&S extraordinary. The company strive to guarantee that they have a individual style, and thrive to make consumers feel that they are being treated in a personal way, and that they receive exemplary service. M&S presently have a bra fitting facility that is personal to consumers, the company also has employees that can help with returning to school items. The company tries to make the journey centred around the consumer and employees aim to make sure that the process goes smoothly.
M&S Sparks Card is a loyalty scheme it was launched in 2015, one of the largest promotions of the Sparks Card is the fact that one fortunate shopper is in with the possibility of having their shopping for free, as when the cashier swipes the sparks card the consumer may be selected to have their shopping for free, however all consumer receive special offers and prizes created on the consumers specific purchasing history so this helps provide a personal touch to the customer. 
CRM Benefits and Disadvantages.
CRM stands for Customer relationship marketing it is a practice which is concentrated on consumer interactions and consumer loyalty. Make Use Of consumer data and feedback, a company can create great relationships with their consumers to earn their confidence. 
Instead of centring on quick-win transactions, customer relationship marketing is a lengthy process. It concentrates on the growth of the emotional correlation amongst consumer and the business. If the purchaser is devoted to the company in an emotional way and believes that they or their enterprise could not operate without it, they are more likely to buy. (Dodgson,2020)
There are advantages and disadvantages to everything. Brandon Gaille (2016) states that the advantages of a company having a good use of customer relationship management is that it influences a business to concentrate on long term objectives as an alternative to short-term accomplishments. It is a process which more complicated than making someone buy something, its finding methods to make sure the consumer keeps on purchasing from the company as they recognise value in the label. It also allows the organisation to maintain records of customers data and have a greater insight of their spending habits, the company can extend rewards and services to their faithful consumers, and it can help the company to discover new ways to gain new customers. It can have a positive effect on the workforce’s efficiency which will reduce time expense. It also produces opportunities to resolve any problems without delay. This is since consumer relations are the front of the promoting endeavour. By investing in a good quality CRM system is a great asset in gaining customer loyalty.
A disadvantage of customer relation management could be the Contribution of higher expenses for training programmes and Software, For the reason that there are diverse tactics to CRM and it is essential to identify these various social factors, staff are obligated to undertake a strict guidance process. The significant expenses associated to CRM usually generates from the recruiting and training of workforce. Therefore, it adds to the added expenses of the company. Additionally, controlling relationships is now hardly ever constrained to only the consumer and the company, it also includes the connections with stakeholders who give various amounts of incorporation and approaches of working. An end result of these difficulties found, numerous businesses are using integrated CRM software to streamline the company’s process and successfully handle these numerous interactions, this technology acquisition also add to the continuous operating expenses for the company and is usually seen as a part of maintenance. (Wroblewski, 2019)
Ethics.
Business ethics is the use of ethical values to business conduct. Business ethics is related equally to the behaviour of the people and the behaviour of the complete company. It relates to every and each part of the company behaviour, from meeting room policies and in what way a business’s care for their workers and providers to sales practices and accounting procedures. (IBE,2021)
Ethics is having a lot to do with having a particular requirement of behaviour and simply said as “doing the right thing”. An ethical company will perform appropriately and will make sure that they take action to behave in a collectively accountable manner and will do what is correct even if it does not conform with the requirements. Ethics are not a law, and companies maintain their ethical ways irrespective to the impact on profits. A way to determine if a business is ethical is to consider in what way they deal with their stakeholders which are their consumers, contractors, and their employees. Caring For employees in an ethical manner is guaranteeing that they are given a fair wage, providing a good working environment by having available restrooms and a location to consume food, and by showing flexibility for their employees as a large amount of employee’s will have family commitments and other responsibilities. Another means to find out if a company is ethical is to find out in what manner they deal with their contractors so for instance, confirming that they are paying reasonable rates and are not attempting to undermine the contractor. Also, that the company has realistic beliefs, and those unforeseen complications can have an effect and possibly a supply may not be delivered on time, by guaranteeing that they pay their invoices on correct dates. An additional way to see if a company is ethical is to look at what way the business considers their consumers. Such as surpassing the consumers expectancy and placing the consumers at the core of all that they do. This can be accomplished through the use of exceptional customer service, excellent produce and amenities and making sure that their consumers continually consider themselves to be respected and valued. Lastly, an alternative method is to ensure they only offer whatever the purchaser wants, such as making sure the company contemplates on what the purchaser wants and meets their desired requirements and not just trying to sell further products just to hit certain goals or aims in the company. The company should always aim to give the consumer clear and correct merchandise and service information so the consumers can make their own decision in regard to the merchandise or service, there can be multiple reasons why a company ought to act in an ethical manner, but many companies do not perform ethically and are more liable to have negative publicity and a bad reputation such as some merchants who choose to still purchase from contractors which operate through child labour to make products. (CommerceMates, 2021)
Companies which are operating in an ethical manner are more probable to entice consumers and increase profits. companies which are part of the ethical trading initiative (ETI). Gov.uk (2021) suggests ETI is a revolutionary coalition of businesses, trade unions and voluntary associations. It runs in partnership to enhance the lives of people throughout the world which produce or develop consumer goods such as anything from coffee to shirts, or carrots to rugby balls. Ethical trade entails that vendors, brands and their providers have a duty to improve the working environments of the individuals which produce the goods they offer.

A company can demonstrate that they have undertaken measures to tackle the use of child labour within the making of their products. Such as the use of the Leaping Bunny label by Human Cosmetic Standard, this demonstrates that the company or organisation do not test on animals, as in the current times individuals strongly disagree with the testing on animals. (Hasa, 2019)
When a company is trying to be ethical in can encounter higher costs and the tracing of goods from ethically obtained providers are often more expensive to purchase. Nevertheless, many organisations consider that by doing the right thing it compensates for the higher expense as the consumers want to assist a company that acts within a socially accountable manner, and this will lead to a positive reputation and improve sales generating a higher profit margin. 
[bookmark: _Hlk80974553]Marks and Spencer’s are dedicated to their main principles of inspiration the company intends to stimulate and encourage their patrons, they are relentless in the aim of improvement for the customer, and they merit themselves on continuously striving to attempt to do the right thing and by having open communication they make every effort to listen actively and considerately. Marks and Spencer’s work together with their consumers, contractors and staff throughout the company and make sure that they reinforce the ability of “improving lives every day”. M&S codes of ethics and behaviours summarises the principles and behaviours which assist in shaping and boosting the company’s culture. M&S reinforce their expectations for staff to uphold the high standards, they expect the business to guarantee that fairness and integrity is being preserved. M&S attempt to establish a helpful atmosphere in which consumers feel ease in being able to voice concerns, as well as the staff. 
For a lot of years Marks & Spencer has thrived to make sure that their global principles are met, that the suppliers’ workers, producing the company’s products, are given decent operating environments. This effort strengthens the fundamental brand value of honesty, as the company’s buyers expect high standards and expect that they operate ethically.
The company ensure that the suppliers they work with across the globe are operating in the standards of human rights and have good working conditions they do this by independently auditing all clothing factory they work with yearly at a minimum to confirm that they are respecting M&S principles and are treating workers correctly in a way the company and the buyers would expect. The company’s main aim is to make sure the contractors are paying a fair salary to employees and that the suppliers have a zero tolerance on matters like modern day slavery, child labour, discrimination, and persecution. (Marks & Spencer,2021).
The benefits of having a respectable ethical guideline within a business is that it can have enhanced consumer awareness as ethical businesses are likely to be regarded positively by consumers. Such as the Body Shop have been a pioneering case where when ethical industry is created within the DNA of a brand it can become a key trading position.
Costs: As a pledge to recycling and or carbon reduction could become an element of a worthy circle which can eventually lower expenses.
Recruitment: Ethical policies sometimes benefit a company to entice and keep hold of excellent workforce, whilst additionally producing a constructive environment within the workplace.
Authority: All industries have to abide by legislation and regulation, but the companies which function according to ethical values, and which conform with the essence as well as the laws will be less likely to be involved in legal troubles. (Santander,2021)
Sustainability.
Alexandra Spiliakos (2018) states that sustainability implies that running a business without adversely affecting the environment, public, or humanity.
Sustainability in business usually refers to two key categories:
· The impact business has on the environment.
· The impact business has on society.
The aim of a sustainable business strategy is to create a positive effect on at least one of the categories. When a business fails to accept accountability, the reverse can occur, which can lead to problems such as environmental degradation, discrimination, and social prejudice.
Sustainable companies take into consideration a broad range of environmental, economic, and social aspects when reaching company choices. These companies observe the effect of their actions to make sure that their short-term revenues do not change into long term obligations.
The Ethical and Sustainability policies and procedures at Marks and Spencer’s are known as one of the UK’s greatest hight street for more than a hundred years. The company’s brand serves to a varied customer base by offering maternity clothing, plus size clothing, petite size clothing, children clothing, food and beverages, gift cards and so much more, they believe that there is a product there to suit practically everybody. Marks and Spencer unveiled a statement about “Plan A” which is a multi-year sustainability revolutionary strategy that has been updated numerous times to mirror the advancement of the company and the hazards and prospects which social and environmental factors could pose for them.
[bookmark: _Hlk80974679]The company’s revolutionary strategy intends to restore M&S to a sustainable, economic growth and to provide a long-term benefit for the stakeholders. The plan in 2020/21 is to insert Plan A into the company’s operational model and become a group of responsible companies and placing sustainability at the core of all commercial proposals. The company has already delivered on their consumer assurance of reliable value by launching their most sustainable denim range in the spring of 2021 it is done using 86% less water, gentler chemicals and 100% responsibly obtained cotton. 
The company improved solutions for the problems encountered by their consumers and employees such as via the joint forces of their staff in Food and Retail they produced a 120% rise in food reallocation and delivered a new digital app amongst the food stores.
They have taken a front running stance on the matters that concern most to the consumers, endorsing their dedication to the Ten Principles of the UN Global Compact. Forming promises to deal with the largest sustainability challenges challenging the company, the society and the earth. 
In Conjunction With this, the company’s attention was strongly on handling the effect of the coronavirus pandemic on employees, consumers and local communities in particular the most vulnerable and healthcare employees. they participated in feeding the country by delivering 11.8 million meals to the people most in need, they introduced a new digital services, Sparks Book & Shop to make shopping safer and together raised more than £8.3m for “NHS Charities Together” with their M&S Rainbow sale. (Marks and Spencer plc, 2021)
Other companies such as Tesco were given a bad evaluation from ethical consumers, as one of Tesco’s providers have been caught utilising slave labour after a lengthy police inquiry. Tesco were being provided goods by the farms which were being gang regulated, Tesco alleged that the company had no knowledge of the workers being exploited. However, unlike Tesco, M&S make sure that they hold yearly checks to confirm that their providers and employees are fairly treated. 
Tesco now offer fair-trade goods which indicates that the products have been manufactured fairly and properly this has aided in the improvement of Tesco’s reputation. In the year 2019 Tesco had the poorest ranking from Ethical Consumers for its policy regarding its use of toxic substances within electronic goods. Tesco pledged a zero leak of harmful substances by 2020 but the pledge did not consist of electronics. In accordance with the ethical consumer, Tesco is not branded as Ethical Consumer Best Buyer.
[bookmark: _Hlk80975198]Segmentation.
Segmentation involves the marketplace to be split up into parts, or segments, that are user-defined, reachable, profitable, and actionable, and show a potential for development. A business would find it hard to aim for the whole market, due to time, expense, and work constraints. The business needs to have a 'definable' sector such as most individuals which could be categorised and pursued with realistic effort, expenses, and time.
Once such a definable sector is found, it must be verified that this sector could be aimed at through the current resources available, the defined sector will be easily available to the business and that the sector will show a response to the marketing actions used by the business such as advertisements, prices, schemes, or promotions. (The economic times, 2021).
[bookmark: _Hlk80974818]Marks and Spencer’s segment market is family aged consumers, M&S is a family of businesses that sell food, clothing, and home goods. M&S has always been recognised for being a seller for middle aged consumers, but after taking action to differentiate the companies segment market, they introduced more than a hundred new various clothing and accessories. They also unveiled a fresh approach with a women’s athletic label known as “goodmove”. Through the launch of the brand, they have attained a new segment market of up to 8 million individuals each week (M&S, 2020). M&S marketing mix extensively contains pieces for all age groupings from men to women and kids. To remain relevant and up to date with the target market M&S have decided to sell external brands online and within stores such as Early Learning Centre, Phase Eight, Jack Jones, Sea Salt Cornwall and White Stuff, the whole movement is a part of the “Never the Same Again” plan, that M&S marketed back in 2020 to push a revolutionary idea in a response to the effect of Covid-19 on buyer behaviour (Valentine,2021).


Conclusion.
It is apparent from this report that Marks and Spencer’s are one of the largest and well know high street brands within the United Kingdom, the company has a fantastic relationship with their consumers, the company also offer a respectable rewards scheme for their consumers, they continuously listen and discover new approaches so that the company can progress, they have marketed tactics and schemes to continue to meet the purchasers requirements, Marks and Spencer’s have ensured to be an ethical and sustainable business and that their goods are constantly at a high quality and guarantee to have the greatest quality management checks. Marks and Spencer’s have also been awarded high ratings for their part in being an ethical and sustainable company, they ranked higher than other big brands such as Tesco and Asda. The company has encountered a major hardship throughout the Coronavirus Pandemic, and it has affected company as the have had a disadvantage to profits on the lack of clothing and homeware sales, but the company did achieve a significantly higher surge in produce purchases. Though, the company have needed to adapt and apply new procedures and discover new practices to alter to a new approach of operating and adhering to new health and safety processes to safeguard employees and consumers for the duration of covid throughout this unpredictable and unsafe time for the whole world. Nevertheless, Marks and Spencer’s appeared to have adapted well to the changes. So, in conclusion, Marks and Spencer’s give a great customer service and result in fantastic relations with their consumers, the company are ethical and sustainable, and show a good quality way of running. The company is also dedicated to the whole of their shareholders.
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