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[bookmark: _Toc64819526][bookmark: _Toc67013460]Executive Summary
The purpose of this report is to investigate and identify the crux of the problem currently affecting CRM at Marks and Spencer and to present options for redress. The report finds Marks and Spencer faces many issues of concern, including the inconsistent projection of Corporate Social Responsibility through Plan A, the necessity for constant review of Quality processes, and the effects of Segmentation and Targeting on the business. This report identifies areas of weakness and provides recommendations for redress.
	This report concludes that Marks and Spencer must increase its touch-point data collection, overhaul its CSR announcements, and engage with trade unions at its stores in a renewed policy of Employer Engagement. Marks and Spencer should alter and enhance its quality processes while keeping under constant review. Policy on Segmentation and Targeting needs to be narrowed, focussed, appropriately differentiated, and consistently applied without persistent vacillation. Timescales for implementation and review are included. This report should be circulated to all appropriate users of the Marks and Spencer Customer Relationship Management systems.
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1.0 [bookmark: _Toc67013461]Introduction
This report was commissioned by the CEO of Marks and Spencer. The initial request for this report was received on the 11th January 2021. Gareth Rhys Lewis, Chief Research Coordinator at Marks and Spencer’s in-house Marketing Research Department, compiled this report and it was submitted on 19th March 2021. The department’s secondary research comprised of academic textbooks, journals and websites; Marketing and Retail industry journals; credible news outlet publications; and various websites, including those of Marks and Spencer and its competitors. No primary research was initiated for this report. The best available knowledge, skills and judgement have been utilised for this report. The purpose of this report is to: describe Customer Relationship management at Marks and Spencer, to investigate the customer experience of ethics and sustainability through criticality and comparison, to critically discuss quality models and theories, and to discuss engagement in segmentation, targeting, ‘loyalty ladders’ and marketing mix. Conclusions are to be drawn from these findings, and recommendations for improvements provided. Both rational and creative methods of decision making will generate a diverse, relevant, and appropriate selection of solutions.


2.0 [bookmark: _Toc64819528][bookmark: _Toc67013462]Findings
[bookmark: _Toc64819529][bookmark: _Toc67013463]2.1 Organisational Background
Marks and Spencer is a public independent company. It has a reputation for quality products. It preaches an ethical and sustainable ethos which has garnered it some renown. It projects an appearance of good-doing to its stakeholders, whether external suppliers and customers, or internal stakeholders such as staff and independent shareholders. Marks and Spencer are among the UK’s forefront retailers for food and general merchandise (Marketline, 2021). It employs over 70,000 staff at over 1,500 stores, some wholly-owned, others franchised. It has a presence in over 60 international markets accounting for almost 10% of revenue, and has international suppliers and stakeholders. It has an annual turnover of £10.1 billion. Recent years have seen a declining trend in profit, down to £23.7 million in 2020, from £406.9 million in 2016. Changing market trends with the UK success of Aldi and Lidl have made market share increasingly fought over. Increasing competition from various online competitors has had an impact, as have the unprecedented periods of lockdown under coronavirus legislation. Marks and Spencer has continued to make acquisitions, recently adding fashion brand Jaeger to their portfolio. Recently, a partnership with Deliveroo was expanded, increasing grocery deliveries, and a larger expansion into delivery was announced with a £750 million 50% share acquired in Ocado, to put a further 6000 products available online for the first time, supplanting rivals Waitrose in the process (The Guardian, 2020). Marks and Spencer have little over 3% share of the UK food market, and a declining market share in clothing, down to 7.6% in 2018 from a high of over 13% in 1997 (Global Data, 2018).
[bookmark: _Toc64819530][bookmark: _Toc67013464]2.2 CRM Benefits and Disadvantages
Customer Relationship Management (usually abbreviated to CRM) is a growing (Bull, 2003) part of many companies’ strategies with regards to their planning, marketing, and customer retention intentions. There is often confusion regarding the precise definition of Customer Relationship Management, as the concept is conflated with the IT software systems which invariably play their part in it. According to Buttle and Maklan (2019) CRM is defined  as “involving a focus on customers; about the relationships firms wish to build with customers; about active management of the processes and resources that enable those relationships to survive and prosper”. CRM systems, according to Khodakarami and Chan (2014) are “a group of information systems that enable organizations to contact customers and collect, store and analyze customer data to provide a comprehensive view of their customers”. Marks and Spencer’s M&S Spark Card (Marks and Spencer, 2018a) would be one such example of a ‘CRM System’, however for the purposes of this report, references to the CRM system will refer to the entire over-arching system of Customer Relationship Management at Marks and Spencer, incorporating the management of each individual or component system which impacts customers. It includes vicariously, therefore, the FSM (Food Stock Management) system (Business Case Studies, 2019) which is a system geared for suppliers, nevertheless capturing data allowing for rapid staff reaction to changing sales trends.
CRM drives the development of customer relationships by gleaning knowledge of the customers, recording the changing nature of interactions, and comparing competitor activity, to allow for enhanced promotions, the analysis of data, the improvement of system management and the efficient use of capital to optimise the customers’ value. 
The potential benefits for companies successfully employing appropriate CRM systems are numerous. Beneficial uses include system optimisation, data analytics, customer identification, the maximisation of resource use, and the efficient augmentation of promotions. It should avail a view of competitors and the examination of movements in interactions, along with a window through which to glean the external context affecting such changes (e.g. disruption due to political influences such as Brexit and the social and legal influences of Coronavirus restrictions).
In their balanced appraisal of CRM necessity, Wilson and Gilligan (1997) predict companies that should fail to understand the dynamics of buying would incur costliness of some significance. Chen and Popovich (2003) stridently assert that customer loyalty and long-run profitability are benefits of a correctly-implemented CRM system. They highlight that CRM provides a link from back office to front office. They go on to claim: ‘A CRM business strategy leverages marketing, operations, sales, customer service, human resources, R&D and finance, as well as information technology and the Internet to maximize profitability of customer interactions’. Customers, they continue, benefit from the provision of ‘customization, simplicity, and convenience for completing transactions’. Such benefits put companies without CRM systems at a potential disadvantage. Companies can find to their cost disadvantages to using CRM systems, such as a false sense of security or an unfulfilled expectation. Computer Weekly (2002) detail one such case of sub-par productivity failing to meet expectations. They go on to illustrate that CRM is not a new concept to Marks and Spencer. In July 2001, software firm Siebel introduced a CRM programme which logged every customer call, which had not happened previously (Computer weekly, 2002). Marks and Spencer’s have since 2018 partnered with data science company Starcourt (Marks and Spencer, 2018a) to ‘help enhance customer understanding and insight through personalisation of the loyalty and CRM programmes’, and announced in 2019 a similar partnership with Ingenico (Ingenico, 2019).
Marks and Spencer uses a method known as ‘Touch points’ to collect data (Ingenico, 2019), to provide a single, supposedly simple and frictionless, efficient solution without sacrificing security. Marks and Spencer collects information from touch points such as sales, ‘shwops’, and customer reviews. Taking customer satisfaction as a metric of example, instore, online, mobility and self-service channels are encompassed. Better understanding of customers is enabled, along with improved revenue through meaningful insight. Knowledge of positive or negative changes in customers’ perceptions can be absorbed. The process of touch point use is commonly known as CDI (Customer Data Information). With it, Marks and Spencer can analyse and improve targeting and segmentation, and thus tailor offers and enhance customers’ and stakeholders’ satisfaction. By sharing knowledge across all relevant departments, innovation is fostered by the cross-pollination of ideas being fed by timely, up-to-date intelligence. Ingenico’s role helps Marks and Spencer keep abreast of security and privacy regulations in the resident jurisdictions of customers and stakeholders, protecting Marks and Spencer from the dissatisfaction associated with privacy breaches. Satisfaction in Marks and Spencer has reached such levels that Yougov (2020) recognise that they have become the most popular home and department store in the UK, above such illustrious rivals as John Lewis and B&Q. Other retailers have similar touch-point systems. For example, Tesco have a ‘clubcard’ (Tesco 2021a) which has the advantage of collecting additional data from their extensive petrol station network.
[bookmark: _Toc64819531][bookmark: _Toc67013465]2.3 Ethics and Sustainability within Corporate Social Responsibility
Documents released by the Welsh Government (Business Wales, 2020) give their definition of CSR as: ‘Corporate Social Responsibility is about businesses integrating social and environmental concerns in their operations and in their interaction with their stakeholders on a voluntary basis’. This definition is not dissimilar to the Netherlands’ CBI (2021) simpler description of CSR, which they say ‘entails improving and taking into consideration the social and ecological circumstances’.
The concepts of ethical practice and sustainability in business fall into the realm of Corporate Social Responsibility (CSR). The CIPD (2020) define ethical practice as ‘the application of ethical values in organisational behaviour applying in all aspects of organisational conduct, including corporate governance, employment practices, sales techniques, stakeholder relations, accounting practices, and corporate responsibility’. Worthington and Britton (2006) refer to sustainability as ‘an approach to economic growth and development which takes account of the social and environmental consequences’. There is growing evidence that organisations can capitalise on the positive PR that espoused CSR can bring. Benefits include repeat custom and promotional opportunities. Disadvantages to unethical behaviour can be severe. Marks and Spencer have previously claimed that CSR brought them a £51 million profit (Marketing Week, 2011). Organisations that fail to keep up with legislation and can take reputational damage as was the case recently with Facebook and their damaging liaison with Cambridge Analytica (The Economist, 2018). BP have taken heavy reputational damage for failing to publicly project sustainability as a value (Financial Times, 2018). Elkington (1994) proposes the concept of a ‘triple bottom line’ for businesses, a crude trio of circles labelled ‘Environmental’, ‘Economic’, and ‘Social’ arranged in a vague overlapping triangle reminiscent of Venn diagrams. This theory places social and environmental concerns on an even footing with economical priorities, and suggests success in each circle can help achieve success in the others. Consideration of this outlook can be incorporated into the decision-making process. Other theorists invoke various ‘pillars’ through which sustainability must be fed (The Green Plebeian, 2014). Furnham and Treglown (2018) assess that ‘ethical corporations financially outperform less ethical organizations’. Traditionalist theorists such as Friedman (Carson, 1993) eschewed such ideas, asserting that ‘the social responsibility of organisations is to maximise profits’. He argued that CSR could disadvantage internationally-trading companies, due to imbalances in cultural ethical standards. Carroll repudiates Friedland’s theory with his model of a CSR pyramid (Carrol, 1991). These lines of thought are quickly becoming the modern standard. Marks and Spencer have often shown evidence of using Carroll’s pyramid model to go beyond basic economic and legal responsibilities to promote ethical responsibility through their policies, and aspire to the philanthropic responsibility at the pyramid’s peak and moral high ground accompanying it. Marks and Spencer have been recognised and have proudly made much of their award-winning ethos (Marketing Society, 2010).
Marks and Spencer (2018b) re-launch a self-promotion exercise every 5 years called Plan A. Marks and Spencer released their latest ‘Plan A’ document in 2018. It clearly states the importance placed in ethics: ‘Our commitment to human rights is reinforced in our Human Rights Policy and Code of Ethics and Behaviours and for all suppliers and business partners in our Global Sourcing Principles’. It professes a number of ethical and sustainable ambitions and achievements. Sustainability is evidenced by commitments to renewable small-scale energy supplies and carrier bag charging. Ethical efforts include training suppliers in numeracy, literacy and employee rights; and use of Fairtrade tea. Plan A has three pillars, Wellbeing, Community and Planet. Comparison with a similar organisation, Tesco, reveals they have a very similar three-point plan with their ‘People, Product, Planet’ platform on sustainability (Tesco, 2021b). They too have commitments on carrier bag charging and use of Fairtrade stock. Tesco, in fact have perhaps stolen a march on Marks and Spencer with its updated policy on a current popular free school meals initiative. Fashionable ethical campaigns like changing areas for the disabled, and glowing tales of sustainability like the removal of high amounts of plastic put Marks and Spencer’s fading commitments in the shade. It highlights areas of possible improvement for Marks and Spencer. Study reveals that Marks and Spencer’s comprehensive plan is superior to Tesco in many areas, and that Tesco’s thinner ‘as and when’ commitments are presented successfully in a more eye-grabbing fashion. One significant area in which Marks and Spencer leaves itself open to criticism is its failure to recognise any trade union (USDAW, 2016). Tesco have agreed a partnership with USDAW which even outlines support for USDAW recruitment and training (Tesco, 2021c). This could feed into a view of Marks and Spencer being elitist. This could easily be channelled by competitors into a narrative of snobbishness and disdain for the ‘working man’. Even elites are unlikely to wish to be associated with outward disdain for perceived peasantry. On the contrary, customers wish to appear and feel progressive with regards to class relations, even if the cause is a veneer. This seriously undermines the ethical commitments of Marks and Spencer, specifically the commitment on supplier employee rights. Furthermore, this leaves a gaping chasm in the social foundation of the triple bottom line and an opportunity for rivals to gleefully expose and exploit. The comparatively dismissive policy on Trade Unions compared to Tesco raises the possibility that customers might deal with heightened disaffection among Marks and Spencer employees. If happy employees make for happy customers, then this abdication of Employer Engagement could vicariously reduce satisfaction among customers. Traditionally blue-collar suppliers might question the values being driven by the top of the organisation. These factors could hinder, rather than help CRM at Marks and Spencer. Tesco’s (2021a) code of conduct uses similar language to Marks and Spencer, vaunting their ‘values and leadership behaviour’ to guide their actions to ‘do the right thing’ and this is no coincidence. Tesco’s visible ethical mirroring of Marks and Spencer should not be presumed to be genuine. However, nor should one assume that Marks and Spencer’s espoused values are entirely accurate.
Carroll (1991) advises ethical behaviour as a shield against possible future legislative retribution. An opposing view is plausibly taken by companies such as Amazon, whom with record share prices, increasing expansion and accretion of wealth, are in a more successful current state than Marks and Spencer could realistically claim to be. The BBC’s News Channel have broadcast claims that Amazon’s current behaviour could yet prove their undoing in the form of future anti-trust legislation (Lina Khan – US Lawyer, 2021). Although it could be calculated that any future action would not outweigh the profit of the current monopolisation. The choice should not be considered to be either/or when it comes to employing business ethics; a balanced position should be taken. Furnham and Treglown illustrate an example of a ‘third way’. This is a tactic of using CSR for ‘window dressing’, cynically espousing brand differentiation to deflect criticism and improve stakeholder relations. This strategy may appear to be win/win, but Furnham and Treglown caution that exposure of this hypocrisy can lead to a lose/lose scenario. An argument could be made that Marks and Spencer don’t need to be ethical and sustainable, that they just need to appear to be more ethical and sustainable than their competitors. There is some similarity here with the ‘bear attack’ trope; the thrust of which states that in the event of a hypothetical bear attack, one needn’t outrun the bear, one only needs to outrun one’s companions. In this analogy, the competitors perceived to be in Marks and Spencer’s ethical wake would act as a lightning rod for backlash against perceived industrial wrong-doing.
The significant commitments in Plan A, along with antipathy towards trade unions and the investment in Ocado, suggests that Marks and Spencer’s current preferred course is neither the ethical type envisaged by Carrol, nor the amoral purity of Friedman, but a balanced third way through the muddied waters theorised by Furnham and Treglown.
The CRM system is invaluable in ascertaining the moral limits and sweet-spots of stakeholders. Projection of the code of ethical conduct is vital to project normative ethics as part of CRM to observing stakeholders.

[bookmark: _Toc64819533][bookmark: _Toc67013466]2.4 Quality
It was philosopher John Ruskin who once said: ‘Quality is never an accident. It is always the result of intelligent effort’ (Good Reads, 2021). So it is in Marks and Spencer (2015), with the claim: ‘We operate rigorous quality management systems which have been developed with our suppliers’. Quality is not dependant on the happenstance of fair winds and the law of averages. Marks and Spencer, and similar organisations must continually strive for the efficiency of maximised quality, as while superior quality can incur higher costs, failures in quality can cause worse damage, especially for a retailer prone to distinguish itself on metrics of quality. Havlicek et al (2013) attempt to explain the differences between the various stages of quality management in their rambling article. The first, Quality Monitoring, is primitive random strategy of testing samples of finished products (also referred to as consecutive control). Empirically insufficient, this process is superseded by the next stage, Quality Control (or causal control), which builds in testing of processes to find problem areas and appropriate solutions. The third stage, Quality Assurance, is intended to provide a systematic end-to-end written plan covering quality management. Quality Assurance is delivered by Quality Management System (QMS) models. Edward Deming’s Plan-Do-Check-Act is an example of a cyclical quality management system (Deming, 2021). QMS is widely used in Europe and is often linked to ISO (International Organization of Standardization) standards. Marks and Spencer adopted ISO 26000 protocols in 2015 (ISO, 2015). Marks and Spencer use an online QMS platform called Connect (Marks and Spencer, 2018a). According to QMS Connect (2021), their platform ‘delivers all the tools you need to achieve and maintain ISO compliance’.
The M-C model of notorious self-publicist Havlicek is cited as a necessary prelude to implementing the appropriate system, to determine the balance of priority twixt company efficiency and customer satisfaction (Havlicek, 2013). However, the M-C model (Havlicek, 2011) is explicitly framed as a tool for small and medium sized businesses. Havlicek asserts that QMS models are better for smaller businesses and unsuitable for larger organisations. For organisations the size of Marks and Spencer, Havlicek advises a further stage, Total Quality Management (TQM). Described as ‘a philosophy rather than a norm’, to successfully transcend QMS it requires the belief and commitment of the participants in it. Havlicek’s dated, bizarrely facile, and contradictory methods should not necessarily form the basis for Marks and Spencer’s outlook. Smith (2011) makes a far better case for use of TQM. Smith (2011) establishes that: ‘managers should review all possibilities to identify the costs and benefits of performing such tasks’. It appears that many of the distinctions drawn between various theoretical quality models is largely interpretive, and dependant on the beholder. Models which to the uninitiated might appear to have much in the way of similarity can be viewed as fundamentally in stark contrast by theorists. This raises the possibility of confusion among users of such systems.
Marks and Spencer (2018a) displays its Quality Assurance by highlighting its ‘well-established processes for compilation of performance data’. It goes on to show incorporation of Quality Control within QMS by advising ‘when manual processes are involved, are periodically reviewed, checked against source evidence and formally signed-off’. Advancement of qualitative analysis is shown as it ‘publishes its methodology for collecting, calculating and reporting key performance data’. This transparency of purpose could facilitate the buy-in of employees and suppliers to the process. Interestingly, Havlicek cites the Balanced Score Card (BSC) as a useful system of quality management, which can be used alone, or within TQM. Elements of the BSC system already appear in Marks and Spencer QMS policy. Momentum exists among theorists for further tightening of links between CRM and Quality processes, labelled Customer Relationship Management and Quality, or CRMQ (Havlicek, 2013).

The inclusion within Quality Assurance of Quality monitoring in the form of sample-testing is in evidence at Marks and Spencer (2015) as shown by its Food Technical Terms of Trade:
Product quality is paramount as part of our customer proposition and therefore Marks and Spencer expects that product quality must be effectively managed by the Supplier in compliance with the Marks and Spencer Management of Food Quality Code of Practice and Guidelines documents (management attended taste panels, etc). (see Quality folder on Connect).
It also describes how more information is available on internal documents and limited-access systems. (n.b. the marketing department has been denied access to such files). This Quality Assurance model supports Marks and Spencer’s CRM efforts by ensuring Customer satisfaction is not detrimentally affected by sub-par quality.
[bookmark: _Toc64819534][bookmark: _Toc67013467]2.5 Use of Segmentation and Targeting
Marks and Spencer have historically pursued a policy of differentiation, as a premium vendor known for quality. It previously publicly eschewed segmentation by age (Marketing Week, 2016) professing segmentation by differences in attitude discernible in the data. Further in the past, Marks and Spencer (2004) claimed loss of focus had resulted in ‘too many customer segments’. Marketline (2014) reveals Marks and Spencer increasing its customer base, and shows segmentation by age, gender, and geography. It describes multiple segments of younger, older, man, woman, adult and child. Marks and Spencer divides different national markets into segments. The vacillating position on segmentation is derided by Porter (1985) who cautions that falling between two policy stools can harm customer satisfaction and competitive advantage. Marks and Spencer display use of the ‘7 Ps’ model in their extended marketing mix, showing the emphasis on ‘People’ and ‘Processes’, beyond the realm of the older, more primitive ‘4 Ps’ model (Bitner and Booms, 1981). In order to enhance loyalty and satisfaction, Marks and Spencer tend to use a concentrated Targeting model. Marketing91 (2019) describe the varied methods put to use: ‘print, digital and visual medium. Ads are placed in magazines, newspapers, radio, television channels, billboards, and hoardings. The brand realises the importance of celebrity endorsements’. Such celebrity endorsements and social media campaigns have been utilised to gain new customers, using a ‘loyalty ladder’ model (Narayandas, 2006). move new prospects onto the ladder. Offers have been used to move prospects up the loyalty ladder, and to enhance experiences for clients. Marks and Spencer (Marketline, 2021) have divested specific international segments from the loyalty ladder. This is not widely advertised, as consumers almost universally wish to see companies respect, appreciate and value every member of the purchasing public.


3.0 [bookmark: _Toc64819535][bookmark: _Toc67013468]Conclusion
Quality, Ethics, and Sustainability are all factors shaping the customer experience, with which Marks and Spencer must engage and increasingly understand. Marks and Spencer must maximise and fully harness the understanding that is afforded by its CRM systems. The CRM system must, in turn, align with the intentions of the system users.
Marks and Spencer has a working, high-quality touch-point system, the operation of which is outsourced to a third party, insulating Marks and Spencer from some privacy concerns. Some competitors have superior schemes, such as Tesco’s Clubcard, which highlights scope for improvement. The ethical image projected by Marks and Spencer resonates with, and is understood by the public, as is its similarly progressive projection of sustainability. Nevertheless, the valuable asset of genuinely sustainable policy commitments has not received maximal publicization. The policy is balanced and considered, fitting in with current theories, while examples exist of competitors out-pacing Marks and Spencer at announcing hot-topic reactions at speed. A severe weakness the policy is the refusal to recognise trade unions, which could tear asunder credibility in the entire projection of corporate social responsibility at Marks and Spencer. Quality is an area of considerable importance to Marks and Spencer, with customer expectations being high and customer satisfaction being absolutely necessary for success. Competing ideologies in the field of quality theory make good decisions a matter of judgement, and Marks and Spencer quality processes have evidently prevented drops in quality, while improvements in processes should ceaselessly be sought.
Chronically confused and persistently changing policies in segmentation and targeting at Marks and Spencer have disregarded accepted theorists such as Porter, and there is little sign that this is a result of revolutionary, outside-the-box thinking capable of delivering improved results at any point in the near future. Marks and Spencer need to concentrate focus on the most profitable consumers that form its customer base, while luring similarly profitable new custom to the loyalty ladder. Differentiated campaigns across platforms should target these narrow segments.
Marks and Spencer requires an organised and holistic strategic plan to address this range of issues. Recommendations must be suitable and relevant. The volatile external context and current surviving, but weakened position of Marks and Spencer must be taken into consideration.


4.0 [bookmark: _Toc64819536][bookmark: _Toc67013469]Recommendations
Marks and Spencer faces a market in some flux; pandemic related issues have re-invigorated many competitors, and some specific Brexit consequences are still as yet unforeseeable. The diminishing profits taken recently by Marks and Spencer warn of a perilous period for the company, yet opportunities for resurgence may be in the offing. The department’s research has identified the following recommendations as optimal methods of reversing shortcomings, enhancing processes, and pressing advantages. Each recommendation, and the whole package greater than the sum of its comprising ingredients, will improve CRM at Marks and Spencer.
Marks and Spencer should seek to increase touch-point data collection by negotiating deals with third parties to allow Sparks Card use in additional locations.
Marks and Spencer should create a rapid-reaction team to publicise general commitments to support fashionable and flavour-of-the-week issues arising in the media, to prevent competitors from monopolising on their reflective allegorical glory. The mountainous acres of sustainable and ethical commitments listed in Plan A ought to be better distributed in more-manageable, and more publicly memorable bi-annual events.
Obstacles to recognition of Trade Union representatives must be overcome to prevent the image of ethical practice being cracked beyond repair. This is an obvious threat to the triple bottom line with which must be dealt as a priority. A policy of employer engagement with staff must include trade union recognition and cooperation. This in and of itself has potential to improve productivity and CRM.
Marks and Spencer should consider alternative models of quality assurance to attempt to optimise processes. The department considers Total Quality Management (TQM) system model as an inappropriate choice for Marks and spencer currently, due to the difficulty associated with the diversity of suppliers facilitating divergence in stakeholder buy-in. Current proponents of the TQM branch of models have failed to press a convincing case on its advantages. A feasibility study should be conducted into the incorporation of further elements of the Balanced Score Card (BSC) quality model into the current Quality Management System (QMS). The study should also examine the feasibility of incorporating the entire Quality process into the CRM system to create a CRMQ (Customer Relationship Management and Quality) system. The chaotic policy on Segmentation and Targeting must be ended, and a consistent and considered position taken. Segmentation strategy must narrow its focus. The targeting of these fewer segments needs to continue to be differentiated across platforms and segments. This should drive an increase in customer satisfaction, and contribute to improved levels of customer loyalty.
These recommendations should be implemented by the end of the 2021-22 financial year, and progress reported at the following Annual General Meeting and in the subsequent annual report for board members and shareholders.
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