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Executive Summary:
[bookmark: _gjdgxs]The main discussion of this assignment is based on the CRM system of the company Marks & Spencer that they faced during the Covid pandemic and experiences by variables of concepts regarding sustainability, ethics, and the quality purpose. This assignment discussed CRM and its benefits within M&S and also about the policies regarding ethical, sustainability, and quality values for increasing customer relationship management. It also discusses good practices like segmentation, marketing mix, targeting customers, and loyalty ladder for increased CRM systems. The recommendation and conclusion part stated some of the practices including making easy CRM software, mobilize properly and provide training to improve CRM within Marks & Spencer. 
1.0 Introduction: 
This report was requested by the shareholders of Mark and Spencer and presented by the Marketing executive Mihail Buturuga  on 19.03.2021.
CRM is the business practice that helps the organization to engage and understand the customer experiences more involved with increasing marketing value, sales, and customer loyalty. The whole discussion of this assignment is based on Marks and Thomas Spencer and Michael Marks found Spencer in 1884. The headquarters of this company is in London in the UK. The company deals with various product lines including clothes, food and drinks, and other items (Toms and Zhang, 2016, pp.3-30). In this assignment, the Plan A of M&S is the main discussion that starts with CRM definition and concerning ethics and sustainability, and by various models in organization context by different benefits, it has for such activities. The recommendation part also discusses how it can improve by some remedies helpful for company M&S. 
[image: ]
Figure: Marks and Spencer
[bookmark: _30j0zll](Source: Toms and Zhang, 2016, pp.3-30)
2.0 Findings
2.1 Definition of CRM and describe CRM means at Marks and Spencer:
The concept of CRM is known as Customer Relationship Management is a kind of technology that helps in managing the organization's interactions and relationships with the potential customers and the customers. The goal of this CRM is very simple as this helps for improving the relationships among the business. The system of this CRM helps the organizations to stay always connected with the consumers, improving the profit margin of the organization and streamline processes. When the discussion is on the CRM that means it is about this system of CRM, a kind of tool, which helps with contacting management, productivity, sales management, and many more. This system of CRM gives each member involved in a company or an organization, from the services start with sales, the service for customers, business development, marketing, recruiting, and other effective lines of the business that are required to manage the relationships and external interactions which helps to achieve success for the entire business. 
The CRM system in the context of business gives a very clear and effective overview of the consumers, and also helps organizations of all sizes to drive the growth of business easily. This system is a traditional way used as a tool for marketing and sales to manage the inquiry of the customers. There are mainly three kinds of CRM applications available which the company owns or used as their tool of marketing and sales (Yen et al., 2020, p.102514). They are such as-
· Operational CRM:
· Analytical CRM:
· Collaborative CRM:
Mark And Spencer by using the system of CRM in their business contact for ensuring and building up a very strong, respectful, and trustworthy business with the valuable customers of this company that adds an effective aim for the company and also increases their sales. The M&S a retailer company of the UK, by their use of different approaches like the own-label of the range of product and services, the market segment of the company is shaving with a middle-class approach, dishes with own brands and the low range of the product is a great approach. The company uses it for building up a strong relationship with the customers to increase the sales and profit margin (AlHarbi et al., 2016, pp.50-63). The company is dealing with variables of applications and approaches for this CRM system in their company. They are such as-
· · The company is trying to improve their market segmentation that is only based on the middle-class but the new approaches gives them the idea to build up this market segmentation in many other ways to attract more customers 
·  They ate working on accessing the most detailed and relevant information about the customer for the CRM system to convert the visitors of their shops into shoppers. 
· The M&S in their Plan A understands as the customers though want the luxury style of shopping that is based online but on the other hand, they also want to browse the products from visiting the shop so they are continuously working for the two marketing platforms to create a strong relationship with the customers.
· The company M&S also works to centralize the interactions via the social media platform to understand the requirements and expectations of the customers from the company and as per this, they can provide them the services and products they want. 
· The management of the orders is also a big concern about the customer service for this company to engage with the CRM system more effectively. This process is placed upon the placement of the order, the processing of the order, tracking the shipment, delivery and the feedback of the consumers are playing a vital role for the M&S to maintain the CRM in their company for long-term success opportunity. 
[image: ]
Figure: Collaborative CRM
(Source: AlHarbi et al., 2016, pp.50-63)
Benefits of using touchpoints:
· The touchpoints help recognize the actual requirements of the customers by recognizing the entire journey of the customers. 
· This helps engage with the customers by the post and pre-purchase of their and as per this, the companies can focus on the areas which require improvement. 
The touchpoints can help Marks and Spencer for making changes regarding the consumer experiences during the post and pre-purchasing of the products. This activity helps enhance the customer satisfaction level by providing the products which the customer requires from the company. By the touchpoints, M&S can bring some innovation in the targeting customers and segmentation of the markets for the decision-making process and more concentrate for investment towards customer relationship management.  
[bookmark: _1fob9te]
2.2 The customer relationship experience of M&S and one other similar organization based on policies:
Ethical: The concept of ethics is a branch related to the philosophy that relates or involves defending, systematizing, and recommending some of the effective concepts that are conducted with wrong and right factors to build a relationship with the customers by the organization Marks And Spencer (Gholami et al., 2018, p.1237). The system CRM most of the time in the organization M & S is beneficial for the customer and the supplier. 
Advantages:
· Ethics within the business works for providing the best competitive advantages regarding the customers and its management. 
· This is also effective for providing improved happiness for employees and also attracting more important investors for the business growth.
· Maintenance of the standard level of ethics helps for enhancing customer satisfaction for business growth. 
Disadvantages:
· The ethics within the business perspective brings the very limited ability for enhancing the profit margin. 
· The ethics implementation in the business is very time-consuming for most of the business. 
· Most of the time these are going dangerous for the consumers because the companies use many false statements regarding the ethics concept. 

· The issues in the system of CRM regarding the ethical issues mostly originated in this company by the collection of the consumer’s data for securing the methods of collection and the process of information verification. Most of the time in the time of online marketing when the customers are purchasing the grocery items from this M&S company, they have to use their credit cards or their payments process. 
· The company secures this history of the information about the credit card numbers and others after the process of payment will be done. However, most of the time while verifying the actual identity of the customers and also their accuracy being very costly but also necessary from the point of view for being ethical. 
· The customer's data are stored in the database of the company M&S safely. However, the company M&S in their Plan A appointed some of the principles regarding the ethics; the perspective of the data soaring. As the customers of this company are capable of viewing the data of theirs and also changed it when required. 
· Most of the time the customer’s process of withdrawal is the reason behind the delete of the database. So the ethical purpose behind this for customers can control their data. The company M&S works to keep the data of the customers perfectly secure and when the customer withdraws anything and the data of their no longer required then it will be erased from the programs of the company. 
· The company maintains the importance of the ethical approaches related to the CRM data for setting more values regarding the customers into their company. This value of ethics helps the company M&S to deal with the improvement of relationship management in their business context and also enhances the quality of service. 
The company Tesco also gives value to the ethics regarding their customer relationship management to conduct the new employees in their company and for making the ethics more successful to use those things in customer dealings demonstrate the beliefs of the customer in their company and on its products. 
Sustainability:
The company Mark and Spencer’s commitment regarding the environment by the emphasis on long-lasting and high-quality products provided to the customer. They also work for leading their brands by leading in the brands the concept of sustainability in the industry of fashion to use eco-friendly materials (Krishna and Ravi, 2016, pp.30-59). 
Advantages:
· The suitability practices within a business help for improving the image of the brand and also to get the competitive advantages. 
· Sustainability is also essential for reducing costs and increasing productivity for the business. 
· This perspective is beneficial for society and also effective for the concern of customer satisfaction towards purchasing products. 
Disadvantages:
· The suitability practices are involved with taking strong efforts and also expensive for includes those for all the business. 
· This practice needs a high level of motivational factors and sometimes companies are involved to misuse those practices for business purposes. 
· This practice of stability causes the products high range because the company's most of the time not able to afford the cost and tried to collect it from the customers. 
· As in the recent time, the people or the customers who are purchasing from the organizations are concessions for the concept of environment and doing things regarding the eco-friendly manner so the company M&S also works for maintaining the CRM in their business context. 
· They use the materials like the recycled polyesters, recycled nylons, and organic cotton. They are also working for offering programs of recycling to their shoppers which attracts the customer to purchase the things from this company. For the packaging of the products they also rejected the materials which are made from plastic and besides this use the alternate things for this that are eco-friendly. 
· The trends of customer relationship management and sustainability are playing a vital role in the company. The core and effective areas of the CRM for the M&S related with their sales, marketing, and service regarding the sustainability concept targeted the consumers and also analyzed how the consumers and the concept of sustainability interrogate. 
· The concern of the customers for the issues of sustainability is increased, as they also want to use the resources and the products that are natural by balancing the sustainability with customer relationship management and also for making profitability by social and environmental responsibility for the M&S plays a very effective part. 
· The purpose of this company is to provide the most innovative and latest contributions concerning the CRM system and stability by the objectives for their business such as- company relationships, providing the customer with improved sustainability in the products by regarding the CRM capabilities.
·  The company M&S aimed for retaining and attracting customers regarding sustainability-conscious increased sales and shaving the opportunity for dealing with the Covid-19 pandemic effectively. 
The company Tesco is dealing with the idea of CRM in their company under the objective of sustainability for retaining the customer who is sustainability-conscious and making very big investments regarding this. The company Tesco is now one of the largest retail industries in the UK, initially staying for also selling the drinks and foods for the customer. Keep in mind the concept of sustainability for securing the customer relationship management and creating the loyalty of the customer for their company. The increasing demand of the consumers for high quality and sustainable perceives for goods in the company Tesco to secure the social and environmental responsibility. The CRM process of the Tesco Company regarding weight sustainability helps for recognizing the group of consumers for the resources of this company can be spent for developing the relationships with the customers in a strategic way. 
The CRM systems with the ethical and sustainability approaches are playing a very effective role for the company M&S with a short discussion of its effect on the Tesco Company. It helps for determining the benefits of its and negative sides that give this organization a power for managing the strong relationships and interactions with the new and existing customers (Vila and González, 2020, pp. 173-188). 
Quality:

The term quality is the characteristics and features of the services or product that mainly bear the capability for satisfying the basic requirements of the customers. This is a distinguishing characteristic for the ongoing procedure related to sustaining and building relationships by mainly following, anticipating, assessing, and fulfilling the stated and implied requirements. This is defined as relational based on the fundamental activities or properties (McAbee et al., 2017, pp.333-349). The quality has the interpretation based on pragmatic kind for superiority and non-superiority of something. 
Quality Monitoring:
Quality monitoring is the concept that mainly means the overall observation of the process, activity, or system. The aim of this quality monitoring procedure belongs to the agents that evaluate the overall work in a very effective manner. This enables contacting the main centers for finding, rapport, and evaluation for monitoring the identity and performance for exceeding the target levels. 
Quality Control:
It is the process by which the overall business seeks to ensure that the quality of the product is improved and maintained. This process is involved with the testing of determining and units for the specifications of the main product. Quality control also requires the business context for employees and management that only strive for the ultimate perfection (Mateos-Ronco and Hernández Mezquida, 2018,  pp.546-579). 
Quality Assurance:
It is the way for defects in the process of manufacturing the products, preventing mistakes, and avoiding problems when delivering the services and products to the customers. This helps fort meeting the expectations and demands of the clients fully. They are also relevant for beating the competition level and building up the customer’s trust. 
Models and theories of quality:
TQM:
It is the continual procedure of reducing and detecting or mostly eliminating the preferable errors in streamlining the chain of supply management, manufacturing, improving the experiences of customers, and also to make sure that the workers are setting up with a good speed about their training process. 
QMS Models:
There are nine effective elements of a quality management system. They are such as-
· Quality objectives
· organizational responsibilities and structure
· quality manual
· data management
· processes
· The satisfaction of customers for the product’s quality
· continuous improvement (Zheng et al., 2016, pp.3238-3245)
· document control
· quality instruments
[image: ]
Figure: QMS Model
(Source: Zheng et al., 2016, pp.3238-3245)
BSC Model:
The Balanced Scorecard is the measurement model of strategic performance. Its main objective is for translating the mission of the organization and the vision within the strategic planning and operational management. The team is mainly focused on the implementation of managing the operational and strategic activities. It is also focused on setting the overall measurements for monitoring the performance of the objective. 
Quality monitoring for supporting CRM in Marks & Spencer:
The quality monitoring helps for improving the areas which require improvement that helps to enhance the quality of the products which are the major expectations and requirements of the customers from the company Marks & Spencer. This keeps continuous monitoring for the areas of performances, management, objectives, and all the other activities that are effective for maintaining the customer relationship management of this organization (McAbee et al., 2017, pp.333-349). It is the strategic process by the use of the KPIs for monitoring every movement that the company implements to enhance the customer relationship management and also to build the customer loyalty base for the M&S. 
[bookmark: _3znysh7]Quality monitoring gives the lead for the agents that turn the company towards success regarding customer relationship management and for enhancing the overall production and market share for increasing the brand image within domestic and international markets.

 CRM value chain;
The value chain of CRM is a very high-level model that is developed by well-known Michael Porter for recognizing the procedures of the business uses for developing the services and product for the customers. This model aims to prioritize and identify the activities, which are having the most value for the organization and improving the processes for gaining the advantages based on competitive activity. This value chain of the CRM applies by some principle associated with customer relationships. This model observes all the levels and activities regarding building up a strong relationship with the customers within the M&S Company. The activities are divided into two levels one is the primary stage and the other one is the support stage. The primary stage is involving with five strategies, such as-
· The analysis of the portfolio of the customer
· The intimacy of the customers
· Development of the network
· Development of the value proposition
· Management of customer relationship
The support stage is having the five conditions for supporting the strategic procedures of the primary stage (Nygaard et al., 2017, pp.133-139). They are such as-
· Culture and leadership
· Processes of procurement
· Process of HR management
· Management process of data/IT
· Design of the entire organization
[bookmark: _2et92p0]Developing and creating these effective conditions will support the system of CRM for implementation in the business to further develop and increase their sales to enhance profitability. 


2.3 The benefit of CRM to organization engaging in the following activities;
a) Segmentation:
 The process of customer segmentation plays an effective role in building up the customer relationship management in the organization for managing the contacts of the business and accessing the detailed information about the customers for further development in the organization M&S. The segmentation process of the M&S based on the middle-class approaches for providing good quality food to them at a very low price that is affordable for a maximum of the people and helps for engaging more customers to maintain the CRM system. The concept of CRM for sales and marketing helps the company to leverage for the branding of social, targeting people or the customers, and optimized segmentation for generating more value to the system of CRM (Jackson and Ahuja, 2016, pp.170-186). The segmentation process of the CRM helps the organization to increase their sales, profit margin and open more opportunities regarding sales and marketing. 
The concept of customer segmentation is related to targeting the group of consumers by sharing behaviors and the same integrators of their (Cantley et al., 2018, pp.4278-4288). This process of segmentation is very helpful for communicating with the customer with more efficiency. The marketing campaigns of the organizations based on the segmentation process are able for integrating the valuable data from the various sources and understanding the requirements of inver=stung with other effective tools for building up the system of CRM in the company. The system of segmentation of the targeted c customers of the M & S can present data there in a format that is very much simple and easy to reach and export by using the other effective tools of segmentation. The CRM system goes completely beyond the segmentation of the customer for helping the company interns of marketing and sales concentrate on the promotional activities, campaigns, and other elegant opportunities. 
b) Targeting customers:
The most important thing is in marketing, campaign, and segmentation through the targeted customers for understanding the characteristics of the customers. It is the best feature for the development of the CRM via the targeted customers because it helps the company to analyze their customers appropriately and understand the potential customers and customers of the company for nurturing a strong relationship with them. The concept of CRM is all about knowing who the consumers are and making different approaches for meeting the requirements of the customers, improving the communication channels of the organization, improving the experiences of the customers, focusing on the entire business and its services and products, flourishing the brand value to engage and target new customers. By building up a good relationship with the customers the most required aspect is understanding the desires and needs of their audience which are only possible by targeting the right customers (Jaber and Simkin, 2017, pp.475-494). The management of the reputation is also the part of these targeting customers for solving the customer’s problems and responding to their every query makes the system of CRM in the M&S more effective. The CRM can be used as the tool of targeting by understanding the variable tools by knowing the touchpoints of the customers, their behaviors, and preferences. There are four tips are present to targeting the customers through the system of CRM, such as-
· Focused fort targeting the right customers to get a good response for the business
· The proper segmentation of the targeting customers helps the company to improve their marketing metrics, be more engaged with customers, and increase sales.
· The personalization of the content is another approach for targeting the right customers underpinning the system of CRM, improving the perception of the brand, company and increasing the revenue of the company. 
· The enhancing systems of the CRM for the targeting customer approach are very much effective for the M&S to build a great matching value in the pandemic (Er, 2020, pp.1-14). 
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Figure: Targeting Customer
(Source: Er, 2020, pp.1-14)
c) A loyalty Ladder:
This is the concept of the relationship marketing used by the company to see the consumers gradually moving up by the levels of relationships and ends with engaging an effective profit by the integration of the business. This loyalty stage of the customers is based on the five important stages such as the research, buy, use repeat and refer (Arsić et al., 2019, p.77). The stages of this loyalty ladder discussed below-
· The research perspective of the customers for a product to purchase strategy with building up their loyalty for the organization and helps the company to engage with them and maintain the customer relationship management. 
· In the next step that regards with the buying process of the product or the services, after the purchasing of the products, they have reached another step in the loyalty ladder on the company and variables for the CRM system in Plan A for this company M&S.
· By using the product or the services it helps lead the loyalty ladder to one more step for helping the company to maintain the customer relationship management in their business context and for enhancing their sales and profit margin (Bozorgi-Amiri and Khorsi, 2016,  pp.1633-1648). 
· After achieving the loyalty ladder to one more step they are keeping the purchasing of the products from the company again to build up the system of CRM in the company and increase their marketing value and sales.
· The last part of referring the information about the company to the family members and friends helps the company to gain the customer relationship management more improved and more profitable for them for the engagement of the new customers by the loyalty ladder. 
d) Marketing Mix:
The marketing mix is a very effective factor because it helps for controlling the marketing tools and responding to the desired products and services of the customers (Windle et al., 2018, pp.246-251). This process is involved with the launching of a new product or a new product or service line by the company Marek and Spencer to more engage with the CRM. It is the process of getting the right service or product to attract more customers to the company. The process of the marketing mix is very effective for the success of the company to provide the customer their expected and required products and services. These are the strategies or tactics for accomplishing the goals of the business. The 7Ps of this marketing mix are Product, price, promotion, place, people, processes, and physical evidence. This marketing mix is for selling and promoting the products of the company by using some of the activities of the 7Ps to engage with the customers and sustain the CRM (Customer Relationship Management) (Kolarovszki et al., 2016, pp.121-127). This helps the company M&S to ensure their goals and objectives, enhancing their market value, increasing sales, and attracting more customers which is the most effective part of the process of CRM to give many beneficial factors to the organizations (Maheshwari and Kushwah, 2019, pp.64-72). 
[image: ]
Figure: Marketing Mix
(Source: Kolarovszki et al., 2016, pp.121-127)


[bookmark: _tyjcwt]3.0 Conclusion:
[bookmark: _3dy6vkm]The overall research purpose of this report is based on the company Mark and Spencerin their Plan A about their CRM process, which helps for understanding and engaging with the customer experiences. The above discussion about the definition and the role of CRM in the M&S, the models of this system, it’s regarding the concept of sustainability and ethical purposes helps the company to improve the process in their business practices to develop the customer experiences. The benefits of the CRM system by the activities of segmentation, targeting customers, marketing, and others help the company to more engage with the customers and increase their sales and marketing. 
4.0 Recommendation:
There are variables of recommendation that help the M&C to improve their CRM system for engaging and understanding the customer experiences. They are such as-
· Making easy software: Making the system of the CRM software is very much easy for the organization to use for the internal consumers of the company for the employees
· Provide Training: Providing a training process to all of the employees working in the company by giving the proper knowledge about the operations of the CRM for improving engagement and understanding the experiences of the customers. 
· Mobilize: Mobilizing to keeps the customer tracking, managing the leads and interactions, opportunities, proposals, files, and projects related to the CRM system can be effective for the M&S in their Plan A to manage customer experience. 
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