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EXECUTIVE SUMMARY
The report has been requested to identify the Post Covid challenges of the organisation and how to progress into the market share of competitors such as Sainsbury and Tesco. The report identifies that Marks and Spencer’s commitment will remain Post Covid by examining Customer Relations Management regarding ethics, sustainability, and the how segmentation is used to improve Customer Relationships.  Research has identified that Marks and Spencer’s customers want to be able to browse the store but still want the convenience of online shopping. 
The Sparks card allows M&S to identify what and why the customer requires and predict future purchasing trends. M&S 360-communication service has helped to raise sales from 4% and online sales by 8.2%. M&S retained the organisations tier 1 position for the Business Benchmark on Farm Animal Welfare. M&S brand is based on its value, post Covid-19 customers will be reliant on organisations they trust and believe to trade ethically. 
The organisation can use Covid-19 to reopen stores with a fresh layout, condensing  unprofitable lines providing more square footage for profitable food halls.
M&S could benefit from the introduction of an advanced mobile app like Sainsbury’s that will allow further CRM and provide the organisation with a more targeted approach to its marketing and customer interaction.
The organisation could benefit from using the knowledge of experienced employees throughout the online platform to encourage interaction and build trust and loyalty within the customer relationship encouraging customers to return to the High Street.
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1.0 INTRODUCTION
This report has been requested on 11/01/2021 by the Chief Executive Officer of Marks and Spencer to be completed by 19/03/2021.The report will be submitted by Audra Arundel  Customer Relations Manager. The purpose of the report is to identify the Post Covid challenges of the organisation and how to progress into the market share of competitors such as Sainsbury and Tesco. The report will examine Customer Relations  Management regarding ethics, sustainability, and the impact on quality and how segmentation is used to improve Customer Relationships. Marks and Spencer  management team recognise that through Covid the  products and services need to adapt with a greater importance on customer relationships. Research has identified that Marks and Spencer’s customers want to be able to browse the store but still want the convenience of online shopping. The report will analyse whether the development of online shopping through a 50% share of Ocado, will force the organisation to lose their commitment to the planet and become a more profit led organisation. Through Plan A - a strategy covering People, Product and Planet  launched in 2007 and updated in 2017, M&S affirm their commitment to social and environmental issues tackling issues from low wages to animal welfare within the supply chains. The report will draw a conclusion to identify if Marks and Spencer’s commitment will remain Post Covid and recommendations for improvements will be included. The use of secondary research tools such as textbooks, journals, articles, and the internet will assist with research methods.
















2.0 FINDINGS
2.1 Organisation Background
[bookmark: _Hlk64646926]Marks and Spencer’s(M&S) was established in 1884 and is a leading British retailer providing homeware, clothing food and financial services both at home and internationally, with 1519 stores globally trading in 62 international markets( corporate Marks and Spencer,2021). International stores range from Spain and Turkey to Hong Kong and Qatar. M&S has 959 UK stores with 615 of those selling  food only(Hoare, Express,2020).Since 2018 M&S has a partnership with Octopus energy providing a 100% green energy supply with electric coming from 100% renewable sources. The main stakeholders of the organisation are its customers, employees, and the shareowners. The shareowners include World Asset Management Inc, Stifel Nicolaus & Co, Inc and The Bank of New York Mellon Corp (marketscreener,2021). Other stakeholders include the community, the environment, and the future generation. The organisation has a market share of 3.1 percent, a decrease of 0.2 percent from 2017 (Wunsch,Statista,2020), compared to Tesco and Sainsbury’s who hold 42.7% of the market share between them(Coppola,Statista,2021). M&S made a revenue of 10.2 billion pounds, with most of its revenue on food sales, clothing and home revenue have been declining for the last nine years (Wunsch,Statista,2020). M&S 50% investment into Ocado in 2020 provides the customer with Ocado’s range, 6,000 M&S food products, with 800 M&S every day clothing and home lines. (corporate marks and spencer,2020).The organisation made a loss with £8,76 pre-tax for 26 weeks to 26/09/2020, compared to £158.8 million profit from the same period last year (Symon,Insider,2020).M&S brand is built on core values of quality, value, service, innovation, and trust (Campaign,2005).
2.2 Customer Relationship Management 
Customer Relationship Management (CRM)  as Salesforce website states is:
A technology used to manage interactions with customers and potential customers. A CRM system helps organisations build customer relationships and streamline processes so they can increase sales, improve customer service, and increase profitability (salesforce,2021).
CRM works in all size organisations where the business can target their marketing and identify who the customers are and what the goods are, customers require.
2.2.1 Advantages of Customer Relationship Management
The advantages of a CRM system are that it improves the relationships with customers building their loyalty and retention, establishing, and maintaining relationships with customers encourages repeat custom. A satisfied customer will trust the organisation and commit to an ongoing relationship. Managing customer data provides an understanding of the organisation’s customers, providing customers requirement insights, improving segmentation and customer targeting during marketing activities and assisting organisational communication. When conducted properly CRM should improve company communication to its customers changing customer behaviour and increase sales (UK Business Trustpilot, 2020)
2.2.2 Disadvantages of Customer Relationship Management
Some disadvantages of CRM are the implementation cost to the organisation and  the resistance to cultural change from within the organisation (NIBUSINESS INFO.CO.UK,2021).Without good communication the information may become inaccurate or poorly trained employees may not know how to use the information collated. Poor management  may cause CRM issues, all management need to be focused on providing the best customer service. 
 2.2.3 Customer Relationship Management at Marks and Spencer’s
M&S appointed data science company Starcount in 2018, The aim of the organisation being to use CRM to enhance customer understanding and insight through personalisation of M&S loyalty and CRM programmes including M&S Sparks card (corporate. Marks and Spencer,2018). With over 6 million members the Sparks card delivers an awareness into customers preferences and expectations and allows M&S to engage with members enabling the organisation to identify what and why the customer requires and predict future purchasing trends. M&S relaunched the Sparks card in July 2020  with the new system offering instant rewards for members with members able to support 1 of 35 chosen charities. The relaunch coincided  with the online growth through Covid-19 (Valentine, marketing week, 2020).M&S as part of their CRM offers rewards for customer feedback which are printed on all customer receipts to entice customers to share their experiences, the organisation has a 48-hour recovery process to rectify any negative feedback as dissatisfied customers are unlikely to return, the organisation also shares praised feedback with the relevant departments. Every customer complaint identifies a flaw within the organisation and the opportunity to rectify the issue. Where the customer has interacted with the organisation regarding the brand, products, and customer service, provides the organisation with customer touchpoints (Interaction-design,2020).A touchpoint is any point of interaction with the customer or potential customers at any stage of the customer journey (Schader, Conductor, 2019). M&S key touchpoints are communicated weekly through coach reports to all management teams throughout the organisation . All databases must be secure, and all privacy regulations adhered to complying with U.K regulations. A survey found that 43% of customers would stop associating with an organisation after data breaches due to a lack of trust (teiss, 2020). 
[bookmark: _Hlk65325189]Marks and Spencer’s 360-communication service has ensured customers do not have to repeat queries if the customer decided to swap a web chat into a phone call as all data is available on all communication methods. This has helped to raise sales from 4% and online sales by 8.2%(Retail technology,2018), providing customer service and building customer loyalty. Sainsbury’s CRM policy includes an Interactive Voice Response System(IVR) where customers can get answers to questions without the need for customer assistants, Sainsbury’s also run a central engage hub with integrated communication to connect customers to the correct departments (Digital strategy consulting,2018). Sainsburys award winning mobile app added location data to the mix which identified when customers 
were inside the store providing insight into how the store was shopped gaining merchandising information,
 were outside /near the store sending them personalised offers to encourage them to enter the store,
and those were shopping elsewhere so they could be targeted to entice them back into store through personalised offers (Marketing week,2018).
The commitment to strengthening its digital, data and marketing operations can be seen by both its chief digital director and chief marketing officer moving up the corporate ladder.(Decision marketing,2020).Covid -19 will bring change to the High street, retailers need to keep customers satisfied digitally to gain loyalty and get customers to return to stores. Online shopping lacks human interaction which in turn means that an employee is a High street retailer’s best asset. The only online interaction M&S offers is a web chat, in Russia a footwear retailer reacted to Covid-19 by launching a selling project to engage with customers while utilizing product knowledge and skills of in store employees with each employee targeting 40 customers each day with personalised emails(retail technology,2021).
2.3 Ethics 
Ethical behaviour within an organisation can be defined as a moral code that guides the behaviour of employees and the organisation with respect to what is right and wrong regarding decision making (Mahan, work institute,2019). Ethics is concerned with the study of morality: practices that are considered right or wrong, together with the rules that govern those activities and the values to which they relate.(Mullins, 2007 p 546).
2.3.1 Advantages of an ethical organisation
The advantages of having an ethical organisation are that it improves the brand image of the organisation making it more appealing to customers who are prepared to pay a premium for ethical goods. An organisation with high ethical standards can lead to customer satisfaction, repeat business and valuable word of mouth endorsements (Hill, azcentral,2019), also the organisation increases its ability to comply with changing laws regarding ethical regulations. The benefits of an ethical organisation will have a positive impact on the customer relationship management by being responsible to all its stakeholders .Some of these benefits include, the organisation will maintain employee satisfaction and retention, develops customers  trust and  loyalty knowing they are having full transparency of the goods sold and the organisation. By dealing fairly with suppliers and paying them a fair price and treating them respectfully underpins the organisations values. More than six in ten younger consumers consider a company’s ethical authenticity before buying, millennials and Gen-Z-er feel strongly about social mobility, immigration, and poverty(Schaverien, Forbes, 2018), with this in mind an organisation that can build a loyal relationship with the younger generation by giving back to the local community and society can only benefit an organisations future success.
2.3.2 Disadvantages of an ethical organisation 
[bookmark: _Hlk65327675][bookmark: _Hlk66447156]Disadvantages to an ethically focused organisation are that it can reduce the companies’ ability  to maximise the profits, an ethical company would not use cheap labour and  low wage factories that are available overseas  putting the organisation at a disadvantage to an unethical organisation. Ethical polices and laws  that are continuously evolving would need to be communicated and colleagues trained leading to higher training costs. A disadvantage to a customer would be a higher price that is required when an organisation sources Fairtrade suppliers. Carroll’s pyramid model(1979)of Corporate Social Responsibility (CSR) argues that organisations that focus on ethical importance are losing out and should be focusing primarily on the economic responsibility they have to the community and society.
2.4 Sustainability
 A definition of sustainability is meeting the needs of today without compromising the ability of generations  to come, it comprises three main pillars: economic, environmental, and social (Grant,2020).
“sustainability looks to protect our natural environment, human and ecological health, while driving innovation and not compromising our way of life”(environmental science, 2021).
[bookmark: _Hlk66447272] Howard Bowen (1953)  theory, Social Responsibilities of a Businessman  believed organisations were obliged to make decisions that were desirable to society. This evolved  to Carroll’s CSR pyramid model(1979) identifying  that an organisation has four responsibilities, emphasising  importance of profit first, legal responsibilities, ethical responsibilities followed by the responsibility to give back to society. In comparison  to Carroll’s model, Milton Friedman(1972) Shareholder theory  argues that  an organisation has a Social responsibility to maximise profits and provide satisfaction for the shareholders. Friedman’s theory can be criticised for ignoring social responsibilities with any CSR decisions being made by shareholders, freeing the organisation of any moral choices, protecting the organisation from criticism as long as profits were made.
In contrast Edward Freeman(1984) Stakeholder theory addresses a company’s need to understand relationships with customers and employees but also government and environmentalists for efficiency (Elsevier,2017).Stakeholder theory believes by considering all stakeholders is key to long term survival of an organisation. A definition of stakeholders is any individual, group, or  party that has an interest in an organisation and the outcomes of its actions(corporate finance institute, 2021).
Corporate sustainability emphasises the importance of combining stakeholders’ requirements with economic, environmental, and social dimensions of corporate responsibilities (Elsevier,2017) Corporate sustainability can be seen through John Elkington(1994) triple bottom line model which believed that companies should commit to social and environmental concerns as much as profit, instead of one bottom line there should be three  profit, people, and the planet(Business.com, 2020)
Customers today are looking for retailers to be both ethical and sustainable with spending on sustainable products reaching £29.7bn in 2018,up from £3.1bn in 1999 (Bounds, financial times,2019). Sustainability within an organisation has two main categories:
•The effect business has on the environment
•The effect business has on society .
The goal of a sustainable business is to have a positive impact on either category(Spiliakos, Harvard Business School,2018). 
2.4.1 Advantages of a sustainable organisation 
The benefits of a sustainable organisation are the same as being ethically responsible, with a positive impact on the brands image and gives the organisation an advantage over competitors, sustainable business are more efficient  and increase employee productivity, reduce costs through waste management waste, attract investors. Improved customer relationship management by being responsible to all its stakeholders from customers to its shareholders. A sustainable organisation attracts a quality of employees and investors that the business would want to attract (environmental leader,2016). 
2.4.2 Disadvantages of a sustainable organisation
Initial cost of becoming more sustainable can be expensive for the business with higher costs of sourcing from Fairtrade suppliers, however these costs can be recouped over time. Premium sustainable goods usually come at a higher cost which either must be covered by the business or passed on to the customer. Businesses who are paperless due to sustainability risk losing valuable data if their computer systems fail (Joseph,Small Business,2019). 
2.4.3 Ethics and Sustainability at Marks and Spencer’s
M&S Code of ethics and behaviours outlines the standards all colleagues are expected deliver to uphold the values of the business and to maintain honesty and integrity within the organisation. The policy includes human rights within the business and its suppliers, a zero-corruption tolerance, equal opportunities policy. 
M&S’s is leading the high street towards ethical standards with their commitment to the environment  being identified with high quality lasting products mostly using ecological fabrics and offering a recycling scheme. In 2019/20 M&S customers donated 1.8 million garments through Oxfam(corporate Marks and Spencer,2020), Sainsbury’s customers  in comparison donated 15 million garments to Oxfam(Tu clothing, 2021). M&S aim to be at the forefront of abolishing modern slavery and all discrimination from their business as part of their code of ethics, however M&S are found to have operations in countries governed by oppressive regimes including India, Thailand, and Philippines (Ethical consumer,2021).In 2017 M&S was found to be trading with suppliers that kept large calves in tiny pens at a dairy that supplied the business with milk flouting animal welfare laws, which does not give stakeholders the confidence to trust that the organisation is upholding the values the organisation that promotes itself as a leader in welfare standards( Animal Equality,2017). M&S comply with the responsible wool standard with an organised account of the organisations approach to farm animals but uses leather and cashmere by unidentified sources. M&S retained the organisations tier 1 position for the Business Benchmark on Farm Animal Welfare (BBFAW )report 2018  compared to competitors Sainsburys and Tesco who remained in tier 2, The benchmark exposes the gap between policy and performance(compassion in food business, 2019). M&S was found to have numerous holding companies for the likely use of tax avoidance (Ethical consumer,2021), nevertheless in comparison M&S paid more corporation tax in one year (£65.4million) than Amazon  paid in the last two decades( £61.7million)(Roberts.metro.2019).
The  M&S ethical policy commits to maintaining carbon neutral status, creating a positive culture on sustainability engaging with customers and employees on the process. The policy is committed to sustainability in the construction and refurbishments of the organisations buildings and ensuring responsible practices in sourcing of products and services.(Corporate Marks and Spencer, 2019) In 2012 M&S published its Plan A report which confirmed them as the first major company to become carbon neutral,(Corporate Marks and Spencer, 2012) Sainsburys in comparison in 2020 announced their commitment to become carbon neutral by 2040 ten years before their legal commitment.(Sainsbury’s,2020). A deadline is in place to eradicate all hazardous chemicals from their manufacture by 2020 and a commitment to implementing water reduction initiatives and the aim to eliminate tons of plastic but with no deadlines to enforce their commitment to these projects(Brown, Good on you, 2018).
2.5 Quality
Quality can be defined as fitness for purpose, Quality refers to how good something is compared to other similar things. In business, especially manufacturing, it is a measure of excellence. The International Organisation for Standardisation (ISO) defines quality as “The totality of features and characteristics of a product or service that bears its ability to satisfy stated or implied needs”(Market business news, 2020). 
Quality management is the act of overseeing all activities and tasks to ensure products and services offered are consistent (Corporate finance institute, 2021).
 Quality management has four stages 
 •Quality monitoring - the testing of the finished  product
•Quality control - testing the process to identify weak points and corrective measures
•Quality Assurance – Quality Management system (QMS)
•Total Quality Management-(TQM Models)
A QMS is a formalised system that documents processes, procedures and responsibilities for achieving quality policies and objectives helping to direct organisations activities to meet customer requirement to improve on a continuous basis(ASQ, 2021).There are different types of QMS the most commonly used the International Organisation for Standardisation (ISO)  which is linked to Europe and records evidence that the organisation is meeting these standards, an organisation  meeting these standards has a stamp of approval for the business, it is equally important for the business to have a system in place (Sitemate,2020). A QMS can support compliance, profitability, and a quality driven culture (Qualio,2020).Principles that are widely included in QMS include customer focus, process approach and engagement of people (Qualio,2020). Data is critical to the success of QMS to continue to improve, organisations with ineffective data management systems can experience inconsistent quality, poor customer satisfaction and low profitability(Qualio,2020).
TQM was founded by Walter. A Shewhart(1924) known as the grandfather of TQM  the model was based on statistical control to ensure customer satisfaction, the model ensures all employees are committed to providing total quality, his model was called plan, do, study, act. Everyone throughout the organisation from suppliers and employees involved in customer relationship management is required to commit to total quality management, evolved further by Joseph Juran(1986).
Shewhart’s model was the basis  of The PDCA ( Plan Do Check Act) model by Deming (1950’s) also known as Shewhart cycle and is a popular theory for continuous feedback,
1. Plan, identifying the problem 
2. Do, identify a solution 
3. Check, Analyse the result, repeat process if required
4. Act, Implement and repeat the process (Mindtools,2021)
TQM continues to evolve with Malcolm Bridge criteria for performance excellence, European foundation for quality management and ISO quality management standards. An example of Toyota’s implementation of the Kanban system, is a system that creates a chain reaction, improving efficiency. 
[bookmark: _Hlk63879755]Quality is one of M&S key values and uses QMS to assist its customer relationship management. The organisation uses quality management systems known as Connect which includes on-site audits and product testing developed with the supplier to meet quality, safety, environmental and social standards(Corporate Marks and Spencer, 2021). We require all products to be made by suppliers who are technically competent within their specific area and who operate well managed hygienic locations applying Good Manufacturing Practice, a Hazard Analysis Critical Control Point (HACCP) approach and due diligence to ensure safety, legality, Integrity, and consistent quality(Corporate Marks and Spencer’s, 2021).
2.6 Segmentation
A definition of segmentation is to divide the marketplace into parts, which are definable, accessible, actionable, and profitable and have a growth potential. Segmentation is a tool used to identify an organisations customer choosing which customers they need to target and then create value for the targeted customer.(Corporate finance institute ,2021). Segmentation manages M&S relationships with customers giving the organisation the opportunity to personalise its marketing helping to improve customer loyalty. Key areas of segmentation are demographic, geographic, personality and lifestyle. M&S uses demographics to recognise that their loyal customer is a woman in her 50’s who shops with them around 18 times a year. 42% of Marks and spencer’s customers are men and 22% are under 35.9( Atkinson, BBC, 2016). Using segmentation M&S has recently bought Jaegar out of administration and stuck deals with Phase Eight Joules ,Hobbs and Seasalt to sell the brands clothes online which will overlap with M&S range to encourage online traffic and strengthen the company’s online platform(Nazir, 2021). This will attract new customers on to the loyalty ladder and satisfy those customers the business already have a relationships with. Demographics also assist with store merchandise choices for example in India where the identified customer is younger. M&S varied product range however gives the impression that they have no specific target market.  A target market would maximise the organisations profitability and by identifying a specific market could reduce advertising and marketing costs.  M&S could be criticised for being stuck in the middle, by using Porter’s (1980) Generic strategy the organisation can identify if they want Cost leadership targeting appealing to a price sensitive, Focus targeting a few target markets or Differentiation  targeting by providing a unique product. M&S recognise that the organisations customer data can inform better marketing choices(Hobbs, Marketing week, 2016). 
An organisations marketing mix can be defined as a set of tactics a company uses to promote its brand or product in the market(economictimes,2021).
M&S marketing mix  can be described by using the 7p’s of marketing 
Product / Wide variety of  products and services from sustainable suppliers using recyclable materials
Price/ Offers competitive pricing for quality goods, uses seasonal offers such as knitwear and nightwear at Christmas.
Place/ International operating in over 50 countries, promotes sustainable energy uses segmentation to attract relevant  products to the right customers 
Promotional/ Plan A promotes the values of the organisation, aligns advertising campaigns with digital marketing using websites, TV, and social media platforms. Spark’s loyalty card provides personalised offers.
People/ Offers competitive pay and company rewards for employee satisfaction, emphasises diversity through female friendly policies. Employees support the values of the organisation and its customers. 
Process/ Categorises its stores into departments and  sections to aid the customer experience, layout is decided by the sales of products within the business, offers an environmentally friendly  recycling facility 
Physical Evidence/  1519 stores globally trading in 62 international markets  act as physical evidence, Online website, Transparency into the organisation using sustainable processes, providing trust within the relationship of all stakeholders. (mbaskool,2020). 
M&S is recognised as value for money due to its quality products that are competitively priced to attract customer’s while making a profit for the organisation, price, and quality of the product are two major criteria on which an organisation gains market share.
M&S has optimised the organisation website to be able to track browsing and tailor-made marketing. The recent purchase of Ocado also allows M&S to target the market share of both organisations and combine customer data, allowing all sections of the organisation benefitting  from joint customer data. M&S are investing in data analytics and digital capabilities to create a strong customer insight function, so the organisation can better leverage the organisations insight to building customer loyalty(Corporate. Marks and Spencer, 2019).With this data M&S can differentiate and target  more than one promotional message, communicating different benefits. The organisation has used its 1.4 Instagram followers and over half a million Twitter followers to widen its target market with a ‘click to buy’ option and the use of celebrity influencers like Holly Willoughby accessing her six million followers (Nazir, Retail gazette, 2020).The organisation can use its  customer data to develop the organisations loyalty ladder which sees customer move through different levels of relationship beginning with prospective customers, customers, clients(repeat purchaser), supporters(tries new products), to advocate ( champions the brand). Fredrick Reichheld (2003) introduced Net Promoter Score which argued instead of complex customer surveys, companies only need to ask if they would recommend, which  determine how loyal a customer is. Companies such as Apple and Microsoft have adopted this system (Research by design, 2018). An example of where M&S has used the loyalty ladder to influence the organisations decision is where branch-based banking services will close with the aim to shift to online, with the intention “to create a digitally enabled and uniquely rewarding shopping and payment experience for M&S customers” (Lunn,yourmoney.com,2021).By increasing loyalty from online customers in order for the organisation to grow at the same time the business will discourage some  its instore customer base moving those customers off the loyalty ladder.







3.0 CONCLUSION
[bookmark: _Hlk65325613]Marks and Spencer’s(M&S) brand is based on its value, post Covid-19 customers will be reliant on trusted  organisations that is believed to trade ethically. Competitors like Tesco and Sainsburys offer products at cheaper prices, Covid-19 is likely to be followed by a UK recession with customers looking for cheaper alternatives from the competition. M&S have an opportunity through the pandemic to re-examine High Street stores using Customer Relationship Management(CRM), the data that has been collected from its 6 million sparks card members provides customer expectations and preferences and gives insight into how the store is shopped, gaining valuable merchandising information. This information gives M&S the opportunity to provide the right goods in the right stores at the right time. The CRM provided will enable M&S to increase sales, improve customer service and increase profitability.
By developing customer service M&S can improve relationships with customers building up trust loyalty, and retention of customers, with satisfied customers committing to an ongoing relationship. M&S has improved online service with the introduction of 360-communication service and during covid-19 the organisation must provide excellent customer service through the digital experience for the customer to re-engage on the High Street. M&S uses CRM to obtain feedback from customers and uses this to motivate employees or negative feedback is used as an opportunity to rectify any issues. The investment of 50% share of Ocado provides M&S with an online shopping platform to rival it competitors  with the increase in demand for online shopping during the pandemic and likely to continue post Covid-19.
[bookmark: _Hlk64917037]With spending on sustainable products reaching £29.7bn in 2018,up from £3.1bn in 1999 ethical companies are more successful, M&S through Plan A markets the organisation as being ethically focused making its brand more appealing providing greater customer service bringing with that repeat business and valuable endorsements. Ethical and sustainability organisations are becoming increasingly important to all competitors as customers have the realisation that sustainability affects everyone. The younger generation are especially concerned with ethical authenticity, this could prove invaluable to M&S when building new customer relationships and enabling the organisation to use authenticity to attract new younger customers on the first rung of the loyalty ladder. 
Using segmentation M&S have identified and targeted a 50+ female market with the investment into Phase Eight and Jaegar to enable the organisation to attract and retain customers to the loyalty ladder. Segmentation manages  M&S relationships with customers giving the organisation the opportunity to personalise its marketing helping to create value for the customer and improve customer loyalty while providing the organisation with the opportunity for growth
M&S must guarantee its transparency of the relationships with its suppliers to avoid any unethical scandals e.g.  animal welfare case to satisfy the organisations stakeholders and maintain customer’s trust. Competitors are seen to encourage a higher percentage of recycling of clothing items, possibly due to M&S having higher quality items that last longer however the organisation has a need to be more fashion focused and not so middle of the road, that the organisation does not appeal to any segment of the market .Competitors such as Sainsburys are ahead of the game with award winning apps that interact with customers M&S need to ensure the continued development of all the organisations digital platforms especially post Covid -19 with customers dependence on online shopping.
The report identifies that M&S need to maintain the organisations commitment to Plan A as ethics and sustainability are becoming increasingly important as sustainability affects everyone. The organisation could benefit by using Carroll’s pyramid model(1979)of Corporate Responsibility  fulfilling its requirement  of making a profit to enable the business to survive, fulfilling the legal requirements of the organisation then concentrating on providing the ethical responsibilities and sustainability that today’s customer expect. 

4.0 RECOMMENDATIONS
The organisation can use Covid-19 to reopen stores with a fresh layout of the goods customers want to purchase, those selling non-food products would be able to condense unprofitable slow selling lines and give more square footage to food halls that are making the company a profit.
M&S could benefit from an introduction of an advanced mobile app like Sainsbury’s that will allow further CRM and provide the organisation with a more targeted approach to its marketing and customer interaction.
The organisation could benefit from using the knowledge of experienced employees throughout the online platform to encourage interaction and build trust and loyalty within the customer relationship encouraging customers to return to the High Street.
M&S could target a younger customer to gain loyalty through an online retailer with a fashion focused brand like the organisation has with Phase Eight etc.
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customer experience through our channels,and bring
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and homeware through our princival product
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Kicswear and Home.
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energy source provider (operated by Octopus)

Property: e are bulding an active property.
management team to maximise the value of our
property assets through investment and
development opporturnities

DIGITAL AND DATA

Allof our businesses can draw from the same customer data
We are investing in our data analytics and digial capabilties
tocreatea strong customer nsight function,so we can better
leverage our insight to buld customer loyalty.

THE GROUP.

Ourlean central team ncludes Croup Finance, Corporate.
Governance, Srategy and support functions such as
Communications and HR The Group supports the business
25 whole, setting direction of s growth strategy,allocation
of capital and overseeing cost efficiencies.

Whatis Segmentation” X @ stategic-reportpdf

x

1609
11/02/2021

o




image2.png




image3.png




