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Executive Summary
One of the strategies that involves interaction with potential and existing customers is customer relationship management (CRM). Customer centrality strategy in the UK supermarket is oriented to the needs and preferences of the customers in making decisions and the operational plan of the business. This report focuses on M & S. This company is connected with the provision of new and creative products to the customers. The company has tried to ensure that its wearable and modern fashion products are affordable in the market. To enhance promotional efforts and prompt customers to buy its products, M&S Food can use its social media pages on Instagram more often. The strategies or approaches adopted by M&S Food can be further made more transparent and sustainable to ensure that customers can be retained within the firm over a long period of time.
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[bookmark: _heading=h.k47h8qef4jfy]Introduction 
Customer relationship management (CRM) is an effective strategy to manage interactions with potential and current customers (Tkachenko et al., 2021). In the UK supermarket, customer centrality strategy focuses on the needs and preferences of the customers for decision-making and operation strategy of the business. This report focuses on the M & S. This company is related to offering innovative and fresh products to the customers. The company has aimed to maintain the affordability of its wearable and contemporary fashion products offered in the market. 
[bookmark: _heading=h.ufnkhwynd3e9]

[bookmark: _heading=h.5yrrmaplq8qg]Main Findings
[bookmark: _heading=h.c1l8g36foftm]Section 1: M&S Food – Organisation Overview
[bookmark: _heading=h.15c73m3v57p]1.1 M&S’s Historical Development and Evaluation 
M&S is a global retailer of British origin, offering great value and exceptional quality food, homeware, and clothing to various customers in the world. The food products offered by M&S are known for aspects like freshness, innovation and quality. M&S currently operates more than 46 websites and 380 stores globally (Marks & Spencer, n.d.). Marks and Spencer started its operations in 1884 and operates around 1000 stores in the UK. The major competitors of M&S in the retail sector include Walmart Inc., Tesco Plc, J Sainsbury Plc and Asda Stores Ltd. (Global Data, n.d.). 
[bookmark: _heading=h.rwudpymawbqa]1.2 Current Market Position 
M&S has seen a stable revenue growth over the years of its operations in the retail sector from 2021 to 2025. The current revenues gained by M&S in the industry in 2025 are around 13,346 million British Pounds (Global Data, n.d.). 
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Figure 1: Revenue growth of Marks & Spencer
(Source: Global Data, n.d.)
[bookmark: _heading=h.ss58wh75lei6]1.3 Mission Statement
The values of M&S are appropriately reflected in its mission of providing high-quality and exceptional products to customers globally (M&S, 2025).

[bookmark: _heading=h.att6wjbxlmuv]Section 2: Data and Customer relationships 
[bookmark: _heading=h.vd2nm85kfxbn]2.1 Definition and Importance of Sustainable customer marketing relationships 
Sustainable customer relationship management is based on a combination of aspects, like customer-oriented business methods and business strategies. As discussed by Ferrer-Estévez and Chalmeta (2023), worldwide enterprises are significantly pushed to become more environmentally sustainable and socially responsive. Sustainability in customer marketing relationships is vital to ensure that companies can maintain their positive place in various sectors. Environmental and social issues are currently integrated by various companies within their daily operations and business models (Eccles, Ioannou and Serafeim, 2014). 
As discussed by Kalogiannidis et al. (2023), long-term relations formed between companies and customers are vital to enhance business growth. Appropriate relationships with customers help companies gain crucial feedback to improve their products and implement innovative strategies. Relationship marketing is the strategy of marketing used by companies to ensure customers are satisfied and strong relationships are formed with them (Khan et al., 2022). Customer needs are crucial aspects of organisational growth, as they help enhance the progress of businesses (Refer to Lecture 4). The types of customer expectations that have to be fulfilled by companies include product or service quality, value, convenience, personalisation, honesty, transparency, excellent services, efficiency and speed. 
[bookmark: _heading=h.cm2tht95ysd7]2.2 Definition and Importance of CRM and CRM Software System 
Customer relationship management is enhanced by technological solutions (Guerola-Navarro et al., 2021). Customer relationship marketing (CRM) is focused towards creating value for customers through proper interaction (Hidayat and Idrus, 2023). The ability of a firm to develop appropriate knowledge is dependent on its capabilities of combining the knowledge acquired from different sources (Khodakarami and Chan, 2014). CRM software system gives focus on storing data of the customers and automating sales to enhance efficiency. Customer satisfaction can be measured to understand the image formed by a company (Hallencreutz and Parmler, 2021). M&S has aimed at managing its customer relationships by implementing appropriate segmentation, targeting and positioning approaches. 
[bookmark: _heading=h.5gz33aqki236]2.3 M&S’s customer marketing strategy 
Customer data is used by companies to develop their data-based marketing strategies (Adeniran et al., 2024). The current business environment is based on the implementation of digital approaches, leading to an appropriate fusion between digital marketing and big data (Theodorakopoulos and Theodoropoulou, 2024). According to Marks & Spencer (n.d.), M&S offers the best-quality food products to its customers. Care and quality are significant aspects of the business operations developed by M&S. Understanding the habits of customers is vital to enhancing customer satisfaction (Riyanto, 2022). M&S can fulfil changing customer demands and provide appropriate support to the local communities. The marketing approaches used by M&S include the aspects of responsible sourcing, human rights and the careful selection of third-party brands. 
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Figure 2: Food products of Marks & Spencer
(Source: Marks & Spencer, n.d.)
[bookmark: _heading=h.sdzcm8120vk1]2.4 Positive and Negative Aspects of CRM Systems and Data Management
The positive aspect of CRM systems and data management is to focus on customer satisfaction and retention by increasing sales and productivity of M&S. On the other hand, facing issues related to high costs and complexity leads to disruption in productivity. The importance that customers place towards the planet and the people who develop the products is considered by M&S Food to develop its marketing strategies. 
[bookmark: _heading=h.intx2n6bsfkl]Section 3: CRM Strategy Analysis 
[bookmark: _heading=h.pphmzxy8psu3]3.1 Segmentation, targeting and positioning of M&S 
Segmentation - Customer segments targeted by M&S include families that belong to the middle or higher income group.  Identification of the market segments is related to the characteristics of customers (Sudirjo, 2023). M&S offers innovative and high-quality products at affordable prices (Marks & Spencer, n.d.). Customers who place importance on taste, quality and convenience are significant segments considered by M&S. 
Targeting - The target market can influence the process of consumer research (Toha and Supriyanto, 2023). The target customers of M&S include millions of individuals who aim to purchase food products developed by using the strategies of responsible sourcing activities. 
Positioning - M&S has developed its differentiated position in the industry based on the implementation of innovative capabilities for products offered at low prices. 
[bookmark: _heading=h.wgn0j8np6j45]3.2 Marketing mix analysis of M&S 
Marketing mix can be divided based on four variables like product, price, place and promotion (Hanifah, Nuringwahyu and Krisdianto, 2022). The approaches of the marketing mix can help companies to fulfil the target customer needs efficiently and effectively. 
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Figure 3: Four Ps of marketing mix
(Source: Refer to Lecture 4)
Products - M&S offers around 5000 lines of food products in around 316 food stores. The Food of the Future programme implemented by M&S has helped the company to offer new and exciting products by testing the emerging trends and developing better customer relationships in future (Marks & Spencer, n.d.). M&S Food offers a wide variety of food products to customers in the UK and in other countries. The unique food portfolio based on the current trends is crucial for the company to attract various customer groups. 
Price - M&S provides its food products to its customers at affordable prices. Pricing strategies have proved to be a major determining factor which influences the behaviours of consumers (Ali and Anwar, 2021). A company like M&S needs to implement the most appropriate pricing strategy to ensure that it can acquire an appropriate position in the retail sector, compared to other firms. The pricing strategy currently implemented by M&S  is competitive pricing. Competitive pricing has a significant positive influence on the behaviours of consumers. The implementation of competitive pricing has played a significant role in improving the competitive position of the company M&S in the industry.  
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Figure 4: Pricing strategies
(Source: Ali and Anwar, 2021)
Place - According to Marks & Spencer (n.d.), M&S has developed a partnership with Ocado Retail, which has a dedicated chain of online grocery operations. Ocado’s technology is used by M&S to implement its strategy related to food transformation. The leading quality of food is vital for M&S to attract more customers and to improve the offers related to online groceries. The company delivers its products to more than 83,000 customers in various parts of the UK. M&S currently works with various innovative suppliers through its programmes. The emerging trends are considered by M&S to forge effective relationships with the customers. The distribution channels of M&S are appropriately supported by the partnerships with innovative suppliers and companies like Ocado to improve its reach to customers in various parts of the world. 
Promotions - Digital marketing includes the marketing efforts of companies based on the usage of the internet or electronic devices. Digital marketing tools can help in enhancing different marketing activities (Nuseir et al., 2023). The website of M&S is used to provide thorough information based on the new and innovative products offered to customers. The “Food News” section of the website offers details about the current trends in the food retail sector and the new products launched by the company. Moreover, social media platforms like Instagram and Facebook are used by M&S to reach young customers. The digital marketing approaches are implemented by M&S to develop appropriate influencer partnerships and connect with a large group of customers. Customer engagement is effectively increased by M&S based on the appropriate usage of its social media platforms. 
Process: These are the systems, procedures and flow of activities through which the service is provided to the customer. A process that is effective guarantees efficiency and consistency, a smooth and customer-friendly journey.
People: Any of the individuals, both directly and indirectly, who take part in the business operations, as well as the interactions with the customers. They are critical to the customer experience and brand perception based on their behaviour, attitude and level of service. 
Physical Evidence: The physical signs or environment that the customers observe and feel when dealing with a service. This is M&S Food of intangible services because it offers quality assurance and also controls customer expectations. This consists of store design, packing, branding, web design, uniforms and brochures. 
[bookmark: _heading=h.uwjuyn3pnj37]3.3 4 Cs of customer needs analysis 
Customer is one of the crucial components of organisational growth. In this part, the four Cs of customer needs analysis have been performed to strengthen the customer marketing relationships of M&S. 
Customer wants and needs 
The preferences for consumers for brands or products are related to the combination of various aspects (Kuncoro and Kusumawati, 2021). Happy customers result in higher lifetime value, retention rates, and brand reach (Referring to Lecture 4). This is because they spread the message in their networks. The M&S Food segment focuses on providing reasonably-sourced, innovative, and high-quality products. Customers nowadays prefer freshness, healthy diets, and ethical sourcing. Therefore, M&S tries to meet these expectations to satisfy customers and improve the longevity and progress of the business. 
Convenience to buy 
The concept of food on the move, ready meals, and the high level of accessibility and delivery by using Ocado increase customer confidence (Bakeryinfo, 2021; Marks and Spencer, 2025a). In the modern business environment, which is fast-paced, consumers desire a convenient service and shopping experience (Referring to Lecture 4). The ease of product navigation, a click-and-collect service, and ordering online can satisfy the needs of the current (fast-paced) market in the case of M&S food.
Cost to Satisfy 
M&S considers the entire value as opposed to reducing prices. This competitive pricing strategy that M&S adheres to assists in providing quality products that are sold within a low-price range. Customers want to receive good value and good for the price they pay. Consumers view affordability not just in terms of money but also in terms of decreased waste, improved nutrition, and sustained freshness, all of which lower the overall cost of consumption. Therefore, competitive pricing strategy and high-quality products can help M&S to satisfy customers and meet their needs and expectations. 
Communication 
Nowadays, customers expect honest, clear communication from companies (Referring to Lecture 4). Open communication fosters trust and strengthens sustainability goals. In this case, M&S strongly focuses on educating customers about its sustainability commitment and ethical sourcing through QR code traceability, website updates, social media, and food labelling. 
[bookmark: _heading=h.jqwd3bnfwgry]3.4 Ethics and Sustainability practices and policies 
Ethics is mainly a discipline that examines both bad and good practices within the context of moral duty (Referring to Lecture 5). In the case of sustainable customer relationships, ethical behaviour is at the core. M&S has already integrated its ethical values into its packaging, labour standards, ethical sourcing, and environmental commitments. M&S launched Plan A in the financial year of 2007, aiming to minimise the impact of its operations on the environment (Marks and Spencer, 2025b). Afterwards, they committed to becoming a net-zero company across their value chain by the end of 2040 (Marks and Spencer, 2025b). This company is continuously increasing recyclable and reusable packaging across food lines. M&S also supports human rights by providing equal opportunities, safe working conditions, and fair wages across its SCs. Honest communication and clear traceability strengthen customer trust. By integrating sustainability and ethical retailing, M&S protects its brand integrity, which differentiates it from its competitors. 
[bookmark: _heading=h.jnhov8q8kly]

[bookmark: _heading=h.ujfsoclagm8m]Conclusions  
The report can be concluded by stating that the CRM practices used by M&S Food are supported appropriately by its segmentation, targeting and positioning approaches, along with the marketing mix. The sustainable relationships and performance of M&S are hugely dependent on the ways the company fulfils the customer needs. Moreover, the sustainability policies and ethical aspects are properly aligned by M&S with the expectations of customers. 
“M&S Food” can increase the usage of social media pages on Instagram to improve promotional activities and encourage customers to purchase its products. “M&S Food” can further increase transparency and sustainability in its strategies or approaches to ensure that customers can be retained in the company for a long time. 
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