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Introduction
Customer relationship management refers to the process that helps management in interacting with potential and new customers of the organisation. Customer relationship management store information related to consumers and help management in determining the need and expectations of the consumers. The current report will study the role of CRM in Marks and Spencer. The report will also show the customer relationship experience of Marks and Spencer and of Next PLC related to ethical and sustainability policies. There are a variety of models and strategies that help the management of M&S in improving their customer relationship management. The report will also show the benefits of CRM in engaging segmentation, customer target, loyalty ladder and marketing mix of M&S. an effective conclusion will be drawn that will state the strength and weakness of CRM system of M&S. in the end, and the effective recommendation will be given that management of M&S can implement for improving the success and expansion of the organisation. 
 











Customer relationship management 
Customer relationship management is the most important concept which is being followed in most of the industries. Customer relationship management (CRM) can be simply defined as the set of activities, practices and management of various tools and techniques to engage and retain customers and delight them to increase the loyal customer base and enhance sale and profits (Bhat and Darzi, 2016). The use of the concept allows the firms to be more market-oriented; this allows the firm to make changes in the practices, models and attract consumers by providing products and services; that is needed by them. Implementing the concept of customer relationship management makes the firm focus on offers and discounts and have marketing practices along with face-to-face interactions to delight them and have effective after-sales service to retain them. The primary aim of CRM is to enhance the customer's overall experience. For the effective implantation of CRM in the firm, there is needed to understand various CRM elements and implement them effectively, as shown below.  There are various elements that allow the firm to be more effective in terms of CRM as:
Human resource management, the function makes the firm to use its employees across various situations to satisfy consumers. This is the primary component as apart from the strategies it is the employees; that interacts with consumers on various platforms. 
The customer service collects consumer data and has feedbacks from the consumers. They are available 24/7 and resolve customer complaints and issues and provide solutions. The data collected through this procedure is used for effective decision making to engage consumers in the future (Buttle and Maklan, 2019). 
Marketing is one of the elements that cause the CRM to be effective. Marketing is an effective feedback system that causes the firm to get the needed data to satisfy the consumers and allow them to have effective decision making.
Since the use of technology has increased the use of various tools, and an online platform for CRM system has increased. The social media has become one of the major components for CRM as the consumers are most active on this and have real comments and thus, addressing the solutions of the consumers online can attract potential consumers and can retain the current ones. Customer involvement is another major factor that affects the activities as; the activities that involve consumers are more likely to engage them and have desired results. Further, there are various elements that form effective CRM, as shown in the appendix.
The importance of CRM can be seen in the below examples, and this importance has further risen in the recent era. The post-COVID-19; the importance of CRM has increased as the competition has increased, and CRM allows the firm to retain their loyal customers by various means and make them survive in the market. Since post-COVID-19 the budgets of the firm have dropped, and the enhancement of CRM at a base level will be incredibly supportive of the organisations. Further, the use of CRM allows the firms to retain their loyal customers and attract new ones without investing much on the marketing aspects and saves on the budget (Raab et al. 2016). It makes the firm to have product Customisation to be customer-centric and market-oriented to serve the consumers better and delight them. Since the products are customised to consumer needs, the rate of failure reduces several folds and allows the firm to enjoy competitive advantages.
There are various factors that affect the CRM activities in the business, such as reliability. CRM systems are reliable on consumers for their operations while; the businesses rely on IT systems to manage their relationships with consumers. Customisation is the major factors that affect the CRM activities as; in order to retain the consumers, the firms; needs to provide customised services to the majority of its consumers and this affects their strategies and practices (Sharon and Rahman, 2015). 
Types of CRM 
There are mainly three types of CRM such as operational CRM; it satisfies the consumers to generate leads for sales, marketing and service functions, the leads are converted into contacts and make them have purchased. The analytical CRM uses the customer’s data and allows the top management and other functions to have future decision making based on the same to retain customers in the future. The customer service works as a part of this. 



Definition of the term ‘CRM’ and describe what CRM means at Marks and Spencer.
CRM is the set of principles, practices guidelines, strategies and more than aims to satisfy culture by fulfilling their needs and retain them to have recruitment –purchase and increases profits in the long run. There are various sorts of CRM practices followed by; Marks and Spencer’s (M&S) such as, the firm has made a research to identify; the consumers pattern that says that; consumers are more likely to have online shopping and thus, M&S has collaborated with Ocado, online retailer to improve its home delivery services, according to its press release in September 2020 (Marks and Spencer, 2020). Further, another press released in 2018 states the partnership with “Star count” that allows the firm to have customer insight and implementation of CRM programmers, M&S loyalty, M&S sparks card, etc. (Marks and Spencer, 2018). The firm has further started using “voice of customer” (VOC) approach to have better customer insight (Nadia Cameron, 2018).
The customer relationship management is the mostly done with the use of technology for reduced errors and increased comfort and thus, there are various sorts of technologies and software’s been used for the same such as.  









Investigate the customer relationship experience of Marks and Spencer and one other similar organisation based on the following policies ethical and sustainability.
Marks and Spencer have been called as one of the best organisations in providing customer experience at loyalty magazine annual awards, and it is also said that the major retailers put their customers at the heart of every decision strategy. Marks and Spencer are considered as a good example for providing innovation on a global level to provide the engagement of consumers to expand business operations using different M&S tool set (Taylor et al., 2014).  Marks and Spencer use management information system using data from loyalty cards and getting direct feedback so that organisations can match their product development with consumers need and demand. By providing their own brands, labels have become differentiated by tapping into unfulfilled niches. 
According to the international operation manager of M&S, the consumer experience has gone through complete renovation since 2016, and the management id was working towards the development of a strategy which will enhance the manner they connect and listen to their customers. The new model of M&S will provide brand consistency, and will also capture the nuance of different culture organisation operate in. M&S is on the line to become an effective leader in the abolishment of employee trafficking, modern slavery, and all different form of discrimination form their organisation. 
Marks and Spencer are considered as one of the leading brands that are moving towards higher ethical standards on the high street. Management of M&S has effectively adopted ethical policies in various countries to protect universal human rights in business operations and global level supply chain. But there are some high-risk countries in Asia where these issues are not adequately addressed across worker’s empowerment and relationships with their suppliers. Marks and Spencer score the best rating on global supply chain management (Shaheed et al., 2014). However, various issues have not been resolved by the organisation across the globe. Ethical consumers own research has found that M&S is operating in a number of countries across the globe. M&S scored ethical consumers excellent rating in various environmental policies areas that also include palm oil sourcing, wood sourcing and environmental reporting. M&S has been criticised over their commitments for sourcing sustainable fish. In politics, the organisation has scored the worst ethical consumers rating in use of tax avoidance strategies (Shults and Wildman 2019).   
The plan A of Marks and Spencer helped management to build the sustainable future by being an effective business that will ensure their consumers to possess a positive impact on wellbeing, communities and the planet through all management perform. M&S promises its customers to provide them with clothes that are made with respect for the planet, people, and communities. Management of the organisation wants to play a key part in creating a more sustainable fashion industry, and with UK largest clothing industry, the management knows that they can bring the difference. The main purpose is to produce high-quality clothes that last. M&S take great care over the material that they use for clothes and source them from trustworthy suppliers. For instance, management takes 100 cottons for their clothes which are considered as a more sustainable source that is better for people and planet.
Next PLC is among few retailers to know who their consumers are, and the management is able to maintain a close relationship with them with the effective alignment of their physical outlet and growing online presence. With effective customer relation experience, the sales of the organisation are increased by 13%, which reflects changing consumers behaviour. With positive consumer’s relation experience, the Next PLC is able to form effective brand loyalty while meeting changing consumer’s desires. For building effective relationships, the loyal consumers get VIP slot and can access sales before actual sales start. 
Next is inherent towards human rights and operates towards a responsible business across the globe. The management of Next PLC is committed to performing in accordance with the UN guiding principles on human rights. The ethical trading programme that is a code of practice principal standards that effectively form an integral part of their operations and set the minimum requirements and standards to supply their products and services. The major ethical standards for Next PLC are no forced labour or modern slavery (Thompson and McLarney 2017). No child labour, fair wages and benefits, no discrimination in practices, and effective treatment of workforce and employment security. 
Next is effectively working towards reducing the direct influence of their business operations on the natural environment. The main purpose of Next is to minimse the impact by reducing the carbon concentration of their operations and also the natural resources that they use in producing clothes. Different natural resources are land, and fossil fuels are the major finite resources. According to consumers, environmental rating next is not good enough; it only uses a few eco-friendly materials. The management of Next ensures that workforce presence in the global supply chain has effective access to clean water and sanitation. The management work towards providing employees with financial wellbeing to support them in different areas such as financial planning and managing debts. Providing health and wellbeing support to their workforce and recognise them with the importance of particular areas like positive mental wellbeing. 
Next is working on the effective and aggressive marketing methods and is also focusing on the technological up gradations. The battle between both the brands is aggressive and intense during the festive season sales. Also, it is observed that after the pandemic M&S has faced huge losses and is closing various stores, thus it can be concluded that Next plc is performing better overall, still the marketing of M&S is aggressive and it can be concluded that the organisation has way better marketing strategies as compared to Next plc.

 








Critical discussion of a variety of quality models and theories that may assist in an organisation improving its customer relationship management.
Customer relationship management supports the organisations in the implementation of an effective strategic process to gain the loyalty and trust of their potential consumers and also improvement in buyers’ experience. There are various strategies and models that develop customer relationship management.  
The IDIC model was formed by the Peppers and Rogers, IDIC model is considered as the blueprint for effective implementation of customer relationship management in different situations. This model stands for four major stages of CRM that are identify, differentiate, interact, and customize. 
Identify: the management needs to identify their consumers which business can achieve through the collection of information such as consumers name, address, and their purchase history. The main goal of this stage is to collect information in order to better determine their expectations. 
Differentiate: the management need to differentiate their customers according to their current or project lifetime worth. With effective segmentation of consumers on the basis of their values, the management of M&S can priorities their customer relationship efforts on the most valuable segment (Peppers and Rogers 2016). The management needs to interact with each segment for improving their profitability and productivity. 
Interact: in this, the management applies their CRM plans to effectively interact with their customers. The management can develop customised interaction, for instance, to interact with valued customers, the management needs to offer loyalty benefits or different rewards to encourage retention and continued spending. The management needs to learn from each interaction. 
Customised: when management document customer interaction the top authority can analyse them to form more modified one to one service with consumers. The main goal of this model is to ensure that customers need, and demand are fulfilled. 
QCI model. This is known as customer management model instead of the customer relationship model. This model is considered as a quality, competitive index, which focuses on three main activities acquisition, retention, and penetration. This model starts with consumer’s external environment at the top. The top points are the business goal, pain point, and other elements that will impact on customers to analyse that they are prepared to buy or to interact with their sales department team that also influence the consumer's experience. With this, the customers experience influences the consumer suggestion and then consumer management activities. This is considered a magnified version of the inner circle, in which various activities are involved to retain and acquire consumers (Kapooria 2017). This model also measured as the people and technology engaged with keeping this process continue. The model mainly starts and ends with people. 
Payne’s five forces model was developed by Adrian Payne and Pennie Frow. The main aim of this model is to emphasis a cross-functional approach for an effective process of customer relationship management. This model is consisting of two main components cross-functional customer relationship management process and elements of CRM implementation. This model outline 5 major processes strategy development, value creation, multichannel integration, data management, and performance assessment. The four elements that are essential for the success of effective CRM implementation are readiness, change management, project management and employee management for CRM. 
The above discussed models include the IDIC model and porter is five forces as well, that can enhance the marketing of the organization and can improve the productivity of the marketing department for making the strategies of marketing. The five forces model will allow M&S to enhance the productivity and will facilitate the organisation to know the external forces that can change the working and influences the business operations. The other model that is IDIC model will facilitate the organisation identify and differentiate from the rest of the rivals in order to enhance the market share and market the products with unique approaches. Further the quality competitive index will facilitate M&S to manage the customers with the help of enhancing the quality from the rest of the competitors.
M&S is focusing on the QCI model and is enhancing the quality of its products, at the same time is focusing on cost cutting in order to penetrate the market. The organisation has considered the approach and has applied this approach in enhancing the competitive edge and strongly competing with the rivals by upgrading the quality of its products and retaining the consumers with the help of enhanced and improved quality.
When management wants to implement the strategy of CRM, the management of the organisation need to identify that they are effectively prepared to implement a new process for CRM, CRM also includes a fundamental cultural and prepared shift, and they should also invest in change management of CRM and also project management as the innovative strategy are introduced and also various difficulties to take the initiative to grow for CRM. The management needs to make sure that their workforce understands different processes and strategies and to involve them with new customer’s centric culture. Also, it facilitates to improve the quality and consistency of information flow to the QMS and provides more accurate and timely data for the management of the customers and brand as well. The CRM allows maintaining healthy customer relations and also allows enhancing the retention of the customers for longer period.
CRM value chain. This model is considered as the high-level model, which is developed by Michael Porter that help in determining the processes and organisations that management uses to develop and end product or services for the consumers. The main objective of the value chain model is to determine the most valuable operation for the organisation and help them to improve their process to gain competitive opportunities in a competitive market. This model effectively applies the principle for the efficient relationship with consumers. The main CRM model monitors all different stages of ad operations that are essential to forming an effective relationship with potential consumers. 
This model for CRM is divided into two major stages primary and support stage. The primary stage of CRM model involves five major processes that ensure the implementation of the strategy. Consumer portfolio analysis this process is same as IDIC model this help management to analyse organisations customers. Customer intimacy this stage helps management to involve with the customers and form an effective database of all the consumer's information. Network development involves all people of society and to include in a value chain that also engages suppliers, partners, investors, and customer service providers. 
Value proposition development with this management can create their target consumers. This main aim is to shift the focus of consumers from products to services and to reduce the overall process cost to generate higher values for the customers (Qi et al., 2014). Relationship management is considered as the last stage of the value chain model which support management in the management of customer lifecycle.  This process helps the management of M&S to effectively evaluate their operation process and also organisational structure for effective management of retention, development, and acquisition of consumers.  
Discuss through examples from Marks and Spencer, academic theory, and industry good practice the benefit of CRM to organisations engaging segmentation, targeting customers, a loyalty ladder and marketing mix:
Marks and Spencer effectively provide overall satisfaction to consumers across global stores which were increased by 23% after undulating the global customer service insight the programs across the globe. The effective customer relationship management has helped M&S to segment the market on the basis of different groups so that the needs and expectations of each group can be fulfilled. M&S use demographic market segmentation that supports management to select their target market for different products accordingly (Camilleri, 2018). 
M&S effectively target audience into different groups on the basis of age, social class, income and also occupation. To satisfy the needs and expectations, M&S provides clothing that ranges to higher quality and possesses a premium-priced segment. The management also has segmented prices of products to meet effective customer relationship management, for instance, M&S, Faith, office, and Clarks are of the premium-priced segment, top shop, River Island is of mid-priced segment and shoes are of low-price segment (Song et al., 2016). CRM effectively help management to engage their market segmentation which fulfils need and demand of the consumers. 
Marks and Spencer target core customers under the age group of 35 to 55-year-old women and men. The management design perfect collection of clothes in a simple and basic manner and the clothes for consumers also includes white shirts, plain shirts, black roll-neck sweaters, and jeans. Effective customer relationship management benefits management to design the product according to the expectations and desires of the consumers. It also benefits M&S in managing interaction with past as well as potential consumers. The M&S has divided consumers into three types for clothing range that are perfect, classic, and autograph range. With effective interaction with consumers help management to determine the actual need and expectations of consumers from the organisation. Consumers can provide feedback to the organisations so that management can effectively implement changes for better consumer satisfaction and to strengthen the relationship or loyalty of customers towards the products and services of the organisation. The CRM help management of M&S to determine the range of customers by what are their gender and age before designing of clothes (Georgsdottir and Oskarsson, 2017).   	
Customer relationship management helps M&S for effective establishment of long-term relationships with their potential and past customers. It is stated that the cost of attracting new consumers can be 4-5 times more than that of providing products to potential consumers. Loyalty ladder of consumers benefits M&S in increasing overall revenue and generating productivity of the organisation. With this, the management can also gain positive feedback that will help the management of M&S for implementing various changes in current procedures or operations of the organisation (Tanford et al., 2016). Customer loyalty is also beneficial for M&S in defending against the competitors and setting high competition in the competitive market. The customer ladder loyalty helps management to create evangelists. 
The marketing mix helps M&S in determining the product line, place for distribution and distribution channel, different promotion activities and price of the product according to the need and demand of the consumers. Customer relationship management plays a key role in determining the marketing mix of the organisation that leads towards the success and expansion of the organization’s operation. 
Product: with information stored in CRM determine sales opportunities for M&S and provide support in the production of products and services as per the data stored. Effective customer relationship management helps the top authority of the organisation in designing products and services accordingly. With effective research and feedback from consumers, the management can determine the actual need and expectations of consumers in the competitive market. With this, the management can produce products and services according to the expectations and provide them to fulfill their need which benefits the organisation in the expansion of the business. For instance, with proper research and feedback M&S provide different variety of products and also food services due to the need and demand of the consumers, such as premium quality products for office, M&S, Faith and Clarks.   
Price: CRM supports in segmenting the market on the basis of their age, income, and gender. The management can determine prices of products on the basis of segmentation and provide products of different range. Effective CRM is beneficial for the organisation as it helps management for providing prices that are affordable, premium, and cheap for different class consumers. This benefits M&S to attain competitive opportunities and fulfillment of consumer's expectations.  
Place: customer relationship management supports in storing the potential consumer's information which is beneficial in determining the places where the potential consumer lives across the globe. With stored information, the management can fulfill the need and demand of each consumer by providing different cultural products and services required in different regions. The consumers of M&S are spread across the globe, and they are loyal towards the products only because of effective service provided by the organisation.  
Promotion: CRM benefits organisation in determining different promotional activities that will attract more and more consumers towards the products and services of the organisation. For instance, currently, each consumer of brands is using social media, and social media platform is considered as the best platform for promoting products and services of the organisation. CRM help management in determining the information related to the potential consumers and also state their expectations from which they will attract towards the operations.  
M&S is maintaining healthy relations with the customers and thus is using the social media and various digital platforms for communicating with the consumers; M&S communicates with the customers and focuses on analysing the needs and requirements of the consumers in the market. The organisation then focuses on enhancing the productivity and increasing the customer satisfaction. Also, M&S is competing strongly with the rival Next as the organisation is focusing on receiving the feedback on regular basis from the customers and enhancing the productivity by resolving the complains and issues of the customer with the help of customers.
The competitors are concentrating on enhancing the productivity through technology and brining in automation in the organisation to enhance the market positioning and increase the efficiency as well. On the other side M&S is focusing on increasing the customer satisfaction with the help of quality improvement and aggressive marketing.
Conclusion  

From the above report, it is concluded that customer relationship management play a key role in achieving the success and fulfillment of the consumers need and demand. The report has studied the effectiveness of CRM in determining relationship experience of consumers that is followed by the organisation. CRM has helped the management of M&S in providing better customer service and to simplify the marketing and targeting of the consumers and products and services. The CRM system of M&S support management in identifying the information needed to be related to the consumers as it integrates everything in one place. The major strength of M&S CRM system is that it provides the scalability aspect and the success of the organisation is depended on the appreciation of the actual value proposition from the new consumers. Strength is it also provides sales report that helps the organisation in determining what works best for them in attaining a competitive position in the market. 
The weakness of the M&S CRM system is that sometimes the data stored related to consumers can be lost due to the remote internet connection, and after this, it becomes impossible for organisations to retrieve the relevant details. For effective control, the management of M&S needs to provide regular training and development programs for the workforce so that they can manage software effectively. Regular training requires high cost and leads to an increase in expenses. The major weakness of the M&S CRM system is that sometimes there are security issues that lead towards the leak of credential information related to the consumers. In the end, the report has shown benefits that CRM provide in the engagement of marketing mix, segmentation, customer target and loyalty ladder of the consumers. 
 




Recommendation 

From the above report, it is recommended that M&S needs to improve CRM system so that they can attain a highly competitive position in the market. The management needs to improve security issues of CRM system, so that credential information of consumers does not leak and maintains with the organisation. by resolving CRM system, there should be no loss of information related to the customers. The management of M&S also needs to attain a competitive and talented workforce that can easily handle the CRM system and does not require more training and development programs. It is also recommended that that for training the management can also appoint professional for conducting training of the workforce. 
Training is essential for improving the productivity of the organisation. The CRM training is different for the staff as the applications possess specialised features and functions for the executive and top management. With this, there is the elimination of human elements that leads to a decrease in employment opportunities, and there is no extra workload on the workforce of the organisation. With this, the management only needs an individual that can control all the activities on the computer as it is an automated menu system.
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