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                                   EXECUTIVE SUMMARY


   In this assignment the importance of CRM and customers for the organization or business would be found.  The report was developed to understand the ways organization and business could find ways to retain customers for the business growth and development. The given scenario of covid-19 presents the slow-down pace in businesses and industries. In this report there is presentation of customer relationship and importance for the business. With the help of management theories, it was justified the ways company can enhance the organizational management for the business operation to lead market (Harmeling, et al., 2017).  


                                        INTRODUCTION


   In this report, the assignee is asked to make an understanding of the factors that attract customers in an organization. It is significantly important to know about the customer. The assignee is also asked to determine the factors that can enhance the quality of the organisation in terms of its products and services. The business activities are significantly done to make a profit by providing products and services to customers. Customer retention is the target of the organisation as this factor adds value in the organizational operations.  The assignee is asked to make this report by keeping the scenario of covid-19 into consideration. 
   The pandemic has gotten changes in the behaviour of customers, various organizations are facing customers crisis in their regular business operations. This report shall be the systematic study of maintaining customer relationship. There would be the identification of the factors that would support organizations to improve the quality in their services and products to control the customers even in this global crisis of pandemic.  The prominent point of this report is to understand the CRM for the customer’s value and experience within the organization.
   Marks & Spencer is the UK's greatest retailer brand for the clothing, home and domestic and food items. The company was established in 1884 and its founder is Michael Marks and Thomas Spencer and the company owns it does own headquarter in London. The company is globally is well-known for the variety of commodities its offer to its potential customers. Due to the covid-19 outbreak, there has been a decline in the revenue of the company and company is also facing customer crises (Toms and Zhang, 2016).
 

              FACTORS THAT INFLUENCE CUSTOMERS VALUE


   A customer is an individual who receives, consumes, and buys a product or services of the business or the organisation. Customers are the key factor for any organisation or enterprises they want to attract for their offerings in products and services. There are variations in the segment of customers that should be considered by the organizations. Buyer can be price-sensitive buyers, relationship buyers, value buyers, poker buyers (Lussier and Hall, 2018).
   Price sensitive buyers: This kind of buyers gets attracted to the product and services available at the lowest possible price. These buyers are least concerned about the value businesses provide.
   Relationship buyers: This kind of customers is made by the relationship with the seller or suppliers. They get valuable attention from the seller that retains them for the for products and services.
   Value buyers: This kind of customers pay attention to the value and quality they receive in the product and services. Such buyers are selective in their products and services and often don't mind the price.
   Poker buyers: This kind of buyers is great at negotiation and dealing for the commodities at lower prices. 


                    FACTORS THAT INFLUENCE CUSTOMERS

   Psychological: this element attracts customers initially; the customers get to attract through various elements initially those are motivation which they get through ads or promotion of the product or services. Then comes the perception that gets developed over some time by getting involved with product and services. And the perception that is developed for the product and services is responsible for the customer's attitude towards the commodity (Muhammad et al., 2018). 
   Personal: in this element age and professional occupation, financial circumstances, lifestyle, personality, and belief system play a major role to influence customers.
   Social and Cultural: in this factor reference groups that previously gained some experience about specific product and services influence the new customer, family play important role in the development of society believes, social roles and status all these factors together generate the customers in the society. The demographic customer persona can be determined by these several points (Muhammad et al., 2018). 


                  WAYS TO MAXIMISE CUSTOMER VALUE


   Many factors influence customer loyalty, from both various factors, such as personnel, branding, billing accuracy along with the service quality provided by the firm to its prospects or consumers. The variables influencing customer satisfaction vary from different companies to the requirement and the customer needs that change because of their option, desire, pattern, and convenience. And the businesses are aware of the significant importance of the customers for the organisation (Madhani, 2018). 
   Customer involvement in business activities is required to enhance the quality of the products and services. Customers are the individual who is responsible for the massive success of the business or any organization. The company Marks & Spencer in worldwide well-known for its product niche and the customer segment made it achieve that success over time. Customer retention is for the generation of higher revenue and profit through the business. Customers are the people who build a reputation and the image in the market for the products and services (Väyrynen and Manu, 2019).
    Effective credibility caters to huge progress. In an organisation, credibility creates a huge difference. It successfully engages shareholders, customers, employees, and alliances. Begin with excellent customer service to enhance one’s credibility. Moreover, the acquisition of clients or customers managed to carve the right and appropriate path to corporate strategy. It is also observed that making the customers satisfied helps to generate enhanced sales and profits which tend to be more precise. It creates a stable path for your entire organization once you know how to attract clients and customers (Madikwe, 2016).
   Interaction and communication with customers make them feel valued and heard by the company they are getting services from. Communication is the most required element in the retention of customers for the product and services.
   Reliability: Mark& Spencer is the well-known brand for the clothing, and it earns the factor of reliability for the services and the products it offers to the customers. It never let customers face difficulty in fact for the growth of the company intend to use the innovation and technology in the services and enhance the quality of its products. It stands against the following similar techniques followed by other competitors in the market. The company believes in standing along but with the unique quality (Madikwe, 2016). 
   Tangibility:  the tangibility of the product and services are responsible in gaining the trust of the people over the companies and brands and the products of the Marks & Spencer are tangibly available for the clients to experience its quality. 
   Assurance: the company Mark & Spencer is known for providing a great experience for both customers and value to shareholders and investors. The business objectives of Mark & Spencer made the company the best retailer in 2015.


                                     PERCEIVED VALUE 


   In terms of marketing, the perceived value means the customers satisfaction with the product or the services they buy and experience. The perceived value is count in the categories, functional value, monetary value and social value. The company Mark & Spencer have made the image in all the categories. The company is been well- described by the customers around the globe for clothing and fashion (El-Adly, 2019).


             CUSTOMER VALUE OF MARKS & SPENCER


   The customer value of Marks & Spencer is valued it can be seen by the services and product they get by the company.  The concept of the customer value is been developed with criteria to provide the best suitable services for the customers. It helps in improving customer experiences with the company and determines their comfort level for the development of organizational strategies for future aspects (Ahmed, 2016). 
   Price: the company claims that the products of Marks &Spencer are very affordable for the people. They keep strategy in practice that they should be targeting the maximum leads of the market towards their product and services and can lead the market in the terms of fashion clothing.
   Market: the market that has been targeted by the company is of the UK for fashion clothing and home wear retailing. There are several competitors of the company in the UK market of the same Niche and the increase in demand for home shopping is the responsible factor in rising of the prices in stores. As the competition increased in the retail and the fashion industry the brand wants to match the expectations of the customers. 
   Quality: as the competition has increased in the sector of retail and fashion clothing, it was discovered that the quality of the product range from the Marks & Spencer was noticed as the high in the quality.  It does not just serve the high-quality product range to the customers, but it also takes care of the environmental factors, safety, and social standards
   Technology: the company is active in the practice of using technology in its business and operations. For manufacturing, they use technologies systematically to reduce cost and it ultimately leads them to achieve high revenue through business operations. The company is incorporating the innovation factor with its value they serve to the customers. In the recent time of global pandemic the company understands the need of the technological involvement in the business operation to enhance the customer value, they are actively using technology to connect with the people and resolving their issues and challenges which may occur. 


                               BEHAVIOURAL THEORY


    The theory indicates customer satisfaction with the company in and crucially studies the effect in the Marks & Spencer. The products of the company categories for women and men fashion clothing in the terms of fashion but the company also actively serving the kids fashionable clothing range of products. The theory of behaviour understands customer behaviour and focuses on the areas that are needed to be improved. Marks & Spencer understand the theory and execute their planning in such a way that can give the best experience with the products of the company and retains the customers. This theory is also helping people in finding the best range of commodities they need in the utilization and companies get benefitted for matching the expectations by reducing costs and increasing the revenue (Roberts-Lombard and Petzer, 2018). 
 

                   CUSTOMERS RELATIONSHIP MANAGEMENT 


   CRM the customer's relationship management is the systematic criteria for managing a good relationship with current and potential clients for the successful market leads. The customer relationship management is the tool for the organisation too understands the market demand to match supplies accordingly. CRM requires innovative methods and skills of dealing with the customers, as the customers are the most effective and crucial factor of business success.  It practices the strategies to retain customers for organisational operations. Marks & Spencer understands the importance of their customers and they also know the segments of the customers are helpful in business exposure. The organizational management's success is based as per the analysis of the customer's behaviour towards the company (Guha et al., 2018).
   The market is the most unstable place where now and then things get changed so it highly changes as per the current needs and wishes of the consumers. Moreover, according to Relationship management among customers and with the current scenario of Covid-19 it is obvious that the people have changed their habit of buying things due to the sudden outbreak of the pandemic. It got developed fear in the minds of people and they tend to avoid social gatherings and tangibility.  The disposable income also got transferred and more invested in the segments of health and fitness than the purchase of the clothing for fashion. As this global pandemic made people understand the importance of the health, they tend to decline towards the health segments more than they want to spend on their necessity (Guha et al., 2018). 
   Due to the increased health concern, people are likely to less declined towards fashion and style. The textile and fashion industry has affected slightly much than other industries. The fashion industry seems to get slow-paced as the covid-19 outbreak affected the major external environmental factors like; political, economic, social, environmental etc. for the survival of any business these some factors are required to be synced. These factors have brought a sudden shift in the market demand and slow down the supply. In today's time, there is less growth in the buyer sector. CRM would help Marks & Spencer to understand the taste of its customers the mood and the behaviour so that the customers can be maintained by the developing good relations with them and target potential customers (Guha et al., 2018). 


                                  COMPONENTS OF CRM 


   The customer relationship management itself a potentially important set of strategies to maintain the customers for the growth of the business.  
   Sales: The sales force is to enhance the quality of sales and services of the business. The most basic elements of customer relationship management are Sales Force Optimization. This is one such aspect of the maximum business organizations that are pursued. This involves forecasting, monitoring the processing of sales and keeping a record of effective conversations. It involves understanding the possibilities for increasing income and that makes it very relevant. The aspect also involves the review by the workforce of terms of risks and results. There are several elements that work collectively to improve marketing automation system as an effective unit to gain success in terms of growth and creation of the industry. Modern communication, client services, forecasting, demand management, project evaluation, email-management, communication system management, task management, and monitoring are some of the key components (Juanamasta et al., 2019).
   HRM: Human resource management needs the efficient and timely utilization of appropriate knowledge and human resources in a specific situation or moment. This further make makes sure that the intellectual levels and capabilities of professional match and met the work depending upon their job profile. It is not only an important component for big enterprises but also intermediate companies. It requires the implementation of an effective approach for people and the analysis of skills or the workforce and the growth that is created to plan and execute the required strategies to achieve growth (Juanamasta et al., 2019). 
   Lead management: as the name implies, lead management is defined as marinating proper record of marketing suppliers and executives. The marketing firms, sales sectors along with the customers highly rely on the business that provides advantages from CRM. It includes successful management such as campaign, generation of personalized formats, successful completion of email lists along with many different components. A comprehensive evaluation of consumer buying habits, along with future sales that helps to capture the complete sales contributing to the growth of the sales (Juanamasta et al., 2019).
   Customer services: Customer Relationship focuses on the gathering of client statistical information, their shopping data and habits, and even the provision of the data generated, and the departments needed and concerned. Thus, customer support is one of eh most vital components of CRM. All the major sections comprising of sales force, marketing along with the senior members are requires adopting necessary practices to enhance their expertise and knowledge of the requirements of customers and knowing their personal concerns. It ultimately helps the firms and businesses to provide consumers with simple and ideal solutions and assistance, as well as to satisfy their needs, increasing the efficiency and confidence of the organization's customers and people (Juanamasta et al., 2019).
   Workflow optimization: As a part of management, there are several methods that work constantly, and this comprises of simplification of all methods along with minimization in cost. It is broadly known as Workflow Optimization. It helps in decreases excess spending and prevents various individuals such as presenting the required task by minimizing the task as well as workforce which is predicted for unnecessary work. Some of the elements of the process are carrying out the documentation and report writing, and it helps to avoid the waste of time and excess effort (Guerra et al., 2020).
   Marketing:  it is known one of the most crucial components of the business management as well as customer relationships. It is defined as an effective promotional approach that is utilized by companies to grow their sales and gain more profits. A small category of people and the general crowd may be targeted for the ads. To promote the product, marketing requires designing and implementing strategies. CRM assist in all the seven elements of marketing mix by enhancing the work of promotion and advertising approaches utilized. It is received by providing a review and summary of the existing and as well as potential customers. It is valuable because it utilizes distinct suspects or sub-elements. Some of the crucial marketing components are task management, team management, record management, campaign team management, call management and so on. Depending on nature and specifications, as well as the target audience, the use of the elements differs from business to business (Guerra et al., 2020).
   Business reporting: CRM comes with advertising, customer service reports and marketing management. Customer service information helps a company's managers gather information into their everyday job management and activities. This helps one to know the company's specific role in each case. CRM offers company reports and that makes it play an important role here. It is ensured that both reliable and detailed reports are given. The forecasting and ability to export company reports to other structures is another important function. One can also save historical data to allow comparisons (Guerra et al., 2020).
   Analytics: To observe patterns in the market, analytics is crucial approach of understanding and describing the information or data. To gain a comprehensive identification and knowledge of trends, it is very crucial to generate graphical data representations in terms of figures, graphic maps and images by exploiting the existing information that was made in the past.  It is a vital component of CEM (customer experience management) as it promotes holistic method of the data required to analyse the company's success.  Various elements of Customer Relationship Management are primarily concerned with various components, such as, increased customer value, customer acquisition along with customer retention. Several marketing activities are made to engage people. On the other hand, analytical tools and data warehousing enable the company to build better interaction and contract with the people. Moreover, there are varied array of analytical resources and warehousing to enhance the value of customers both potential and current ones (Guerra et al., 2020).
   Overall, to enhance the structure of eth work along with response of business in terms of products, every component discussed related of CRM is quite relevant.
 

                                 ADVANTAGES OF CRM


   CUSTOMER SERVICES: CRM systems offer several competitive advantages for organizations. One such includes the ability to include a personal touch to the existing partnership of organization with its prospects. The customer has registry on their profile which becomes quite impossible to look after the one instead as a whole team. This process enables each of the employee to know the unique requirements of their clients along with their transactions database. As such the organization may tend to upgrade the service level to present the value of customers and their status. In addition, increased customer service tends to have high comprehension and responsiveness among the workforce. Moreover, the company receives benefit from collecting several feedbacks due to their products from its customers. The customer service quality offered makes the huge difference and enables the customers to purchase their products more frequently. The service quality of customers is further measured by evaluating the response time of issues published by the customers as well as service errors determined deliberate misinformation (Bhat and Darzi, 2016).
   Targeting new customers:  In finding potential clients, CRM methods are beneficial. They keep pace with the evolving clientele's profiles and can utilize them to determine the people to target enhanced customer gains. For example, new product development results in increasing the customer base. A leading company utilising CRM software experiences great number of customers than compared to the prospects. Growth is necessary only if current prospects are properly retained, even though newly recruited opportunities (Bhat and Darzi, 2016).
   Revenue generation:  An effective coordination in terms of marketing campaign can be processed by the data of CRM.it is crucial to balance the necessary information to make sure that promotions do not influence the ones who already have that item. To conduct loyalty programs that ensure enhanced customer mention ratio, companies can exploit information. It has been observed that no organization likes to promote a specific product to the consumers who have placed the order previously. Moreover, CRM unit further coordinates the information of clients and make sure to avoid any kind of conflicts (Bhat and Darzi, 2016).
   Great sales: By encouraging quicker along with an effective reply to the customers’ data and leads, an implementation of appropriate programs can assist to provide response at the faster rates. Once the responses are answered to the customers, customers become more convinced to convert their issues into transactions. Moreover, a severe decrease in processing time has been observed by the companies which have implemented a CRM approach (Bhat and Darzi, 2016).
   Address customer value:  It is also necessary to identify customers with CRM systems because staff has access to order customer information and logs. With the help of this programs, the organization understand how to interact with each customer depending upon their documented archives. Moreover, the data from the app can be used instantly from anywhere inside the premises. CRM also helps to determine the progress of the departments including sales everyday with the history of their existing customers. Also, by measuring the service calls performed by the sales workforce every day, this benefit can be measured.  Consequently, it can also be assessed by the sales staff in the form of face to face interaction with the existing customers (Bhat and Darzi, 2016).
   Gain loyalty: In most situations, the organization and the services provided are professionally endorsed by loyal customers. Consequently, based on personal stories from existing clients, the organization will market its services to new prospects. Testimonials are far more compelling than supplying potential prospects with conceptual approaches. With CRM, it might be hard to pull your loyal customers out and make them feel grateful for their valued support (Bhat and Darzi, 2016).
   Internal communication: A CRM approach is vital in building interaction with the company. Several departmental units’ helps to frequently share their customer data, thus enhancing the teamwork. This approach is better than relying on performing independently with no connection among the several departments of the Company. It comprises of the effectiveness of the organizations as staff no longer requires travelling physically where there is a need to gather crucial customer data from other business departmental units (Bin-Nashwan and Hassan, 2017).
   Segregation of the market: CRM allows an organization to acknowledge their customers’ needs as well as actions. This assists them to analyse the correct period for clients to distribute their products. This program gives the sales representatives knowledge regarding the most profitable consumer classes. Such data helps target those opportunities who are likely to support the company. Customizable marketing allows meaningful use of company capital. Marketing automation will remain relevant till the time the organization desires to obtain a great balance between the supply of products and the retention of customers. Moreover, if companies want to create a competitive advantage over their substitutes and rivals, the significance of customer experience will remain dominant (Bin-Nashwan and Hassan, 2017).
 

    SIGNIFICANT ROLE OF CRM ON CUSTOMER SATISFACTION


   To help manage the relationships and interactions with their customers, CRM is used by companies. They can better adapt your goods, marketing, and services to the requirements of their clients by using the data they collect on the tastes, purchasing history, expectations and more of your customers. This will help to improve the relationship with clients and help increasing profits grow. Customers are served with the great value by accepting their feedback and queries, partially it helps companies itself to grow by knowing loopholes like this. The CRM tool is great in addressing the lacking things by knowing their customer's response (Thakur and Workman, 2016).
   Using a CRM system for the organization has many advantages. CRM will assist in finding new customers, retaining existing customers and getting back former customers. It enables businesses to be more structured and efficient through the automation of various business areas and streamlines a variety of processes. These benefits will help your company run more smoothly, save money, and give your customers more time to concentrate.
     -It grows the number of customers
    -It helps in gaining loyalty
    -It generates great revenue
    -It makes customers feel valued by the company 
    -It helps in developing great communication
    -It improves data and recording 
    -It helps in enhancing the sales and marketing process.
 

                            MANAGEMENT THEORIES


   The management theories are the concepts and methods to recommend management planning and types of strategies to enhance their organizational growth with the specific approach and guidelines. There are several management theories applied in their organisation by the various organisations to achieve efficiency and ensure the company is productive and effective administration and performance (Ferreira et al., 2018).


                  CLASSICAL MANAGEMENT THEORY


   This theory focuses on the need of the employees specifically employee's financial, physical, and mental necessities. In the company, there are various segments to be working on other than just maintaining profit and organizational management.  This theory focuses on segments like; a hierarchical organizational structure where each level of the structure needs a certain approach and technique to ensure the desired outcome. In the segment of specialization of the classical theory, it demands to set a certain level for the organizational culture to enhance the quality by bringing professionalism in employees. In the segment of incentives of the classical theory, this segment helps in motivating employees by providing incentives and bonus for the work they have done. This approach gains the loyalty and dedication of employees towards the organization. The organisation where employees feel values and appreciated there, they tend to stay and work more efficiently to meet organizational goals (Nicotera, 2019).
   Although the classical management theory has the advantage for the organisation as this theory describes the segments of the organisation into three segments to rectify the loopholes to avoid further major errors withing the organisation. As followed classical theory the organisation can flourish specifically, and technology ensures a better outcome to justify organisation goals.
   According to the classical management theory, employees and workers of the organisation are equally important for success. CRM is significantly important in targeting segmented and potential customers for products and services, but the operations of the CRM are successful because of the constant efforts of employees and their dedication to making it happen. 


                   CONTINGENCY MANAGEMENT THEORY


    Contingency management theory reveals that there is no such way fixed lead the management of the organisation in the Marks & Spencer.  According to this theory, Marks & Spencer is not bound with any single and specific theory to manage their business operation. The present scenario of the market has already been changed and for the business operations and nothing is fixed in the market neither demand nor trends. The leaders and managers should be untidily working to anticipate the best possible ways to fight against odds.  They should modify the organizational work as per the demand and the present scenario for have maximum benefit with the macro environment and maintain the internal environment and culture of the organisation (Whalen et al., 2016). 
 



                                      CONCLUSION


   In this assignment, the value and significance of the customers for any organisation were concluded and identified. By selecting the large-scale organisation Marks & Spencer it was concluded that the industries of various segments have gotten affected due to the covid-19 outbreak, but the textile and fashion industries are facing the slowdown in the business operations. The CRM was found significant in the organizational growth, but the management theories are indicating that in the practical terms there is no such was to manage the organisation. the leaders and managers of the organisation should untidily work for finding the best possible ways to fight against odds. The customers can be retained in such adverse time with the proper strategies. There should be proper CRM management the organisation should considering opting to maximize customer value. 
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