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                          1.0 Introduction
 The purpose of this report is to examinate and evaluate the importance of CRM of Marks and Spencer, requested by the CEO of Marks and Spencer on the 01/03/2021 to be completed by 19/03/2021, written by Ionela Valentina Lazar Finance Officer.
In the following report will be discussed matters like Marks and Spencer change in business strategies, Marks and Spencer Plan A in relation to the customers, Customer Relationship Management (CRM) in Tesco, Models for Customer Relationship Management, CRM organizing and engaging Segmentation Marketing.
For this report was used a variety of sources such as websites, books, articles, and journals, primary and secondary data.


                                        2. Findings

[bookmark: _Hlk65077263]                2.1 Customer Relationship Management

Customer relationship management is defined as an amalgamation of practices, technological usage and strategies that companies use in order to monitor the data regarding the customers and interaction with them with an aim of modifying the company’s practices regarding relationship with their customers (Kumar, V., 2010).CRM is considered a relatively new business strategy, only made possible through the mass usage of technological devices and the onset of the internet age. Whereas, it needs to be taken into consideration that Customer relationship management had been a fundamental strategy for the expansion and sustainability of various businesses and retailers (Kumar, V., 2010).
Whereas, the orthodox model was dependent upon the direct relationship between the richness of information and the outreach of information that they had. In other words, it was dependent upon the number of customers that the companies could reach and the range of products that they were able to provide to the customers. It should be noted that the premise of this model stands on the fact that the outreach of information is limited and dissemination of this information shall determine a company's position in the market, the onset of the new technological age, as well as the phenomenon of Globalization and small market competitors entering the market, changed the course of market economy in context with the customer relationship management. The changes in the social, as well as economic climate, were characterized by the following challenges (Kenyon, J. and Vakola, M., 2003):
1. Increase in competition in the market
2. Increase in the extent of expectation of the customers
3. Advancement in technology
4. Factors associated with political and legislative changes
These challenges ultimately re-defined Customer Relationship Management with the provision of one-to-one customer relationships, analysis of the nature of values attached to various products by the customer as well as the inclination towards the ability to customize massively. Hence, companies can now provide personalized services, a variety of products, and lower prices, all at the same time. Despite the theoretical success of Customer management relationship that has been put forth through a plethora of scholars, the success of CRM has been relatively low. Many scholars claim the inability for the achievement of success based on this Customer relationship management on the use of CRM as a solution for company sustenance rather than a business strategy. The retail industry has been placed under this dilemma of changing the orthodox system of governance within their companies as ‘customer loyalty’ , which was achieved rather easily in the past is the most difficult to achieve in the current and saturated marketplace. Since the customers are showered with several retailers, various types of delivery channels and a range of new products, the customer loyalty reaches the verge of loss. It is exactly due to t this reason that Harbidge said: “The customer is the scarcest resource to today’s retailer” (Harbidge, 1995).
    As with any model or theory for the development of a company, CRM also come with several disadvantages along with the advantages.  The advantages of CRM include the centralization of data at one place for its effective use in the organization, provides scalable business strategies aiming to conform to individual customer demands taking into consideration the budget and easy targeting of customers in accordance with the services provided by the company. The major disadvantage associated with the use of CRM model is that of the privacy concerns, where a minor glitch in the system can lead towards the loss of data of the customer. Some also critique that the CRM element introduced in companies can also lead towards the loss of human contact and hence, less innovative appeal for the consumers (Kumar and Kumar 2014). 


[bookmark: _Hlk65077306][bookmark: _Hlk65720758]2.2 Marks and Spencer change in business strategies
  Marks and Spencer have been one of the biggest retail companies in Britain (Jones, P., Comfort, D. and Hillier, D., 2016). Whereas, as it has been mentioned before, the massive changes like globalization and dissemination of information technology led towards forcing the company towards employing a changing business strategy. Whereas initially, Marks and Spencer were reluctant to change the company’s strategy and enforced the same orthodox practices, as Capell puts forth: “what works in Manchester will work in Milan” (Capell, 1999).
 Whereas, this complacency in executing new customer relationship management and taking the importance of customer loyalty granted led towards a certain degree of loss and crisis for the company. 
              Mark and Spencer in regards with sustainability 
Mark and Spencer were faced with challenges of lost market share as well as lost brand image and customer loyalty. The company had to devise a rather impactful crisis management plan leading towards a massive change in the working of the company as a whole and leading towards the sustainability of the company in the market once again. For this purpose, the company employed an ethical business strategy that progressed over time with different business measures and advanced practices. Despite the plethora of additional products and customer services like online retail services for the customer, it had to devise something eccentric to stand out in a saturated global market. Hence, in 2006, M&S launched a campaign known as ‘Look behind the Label’ (Wales, A., Gorman, M. and Hope, D., 2010). It was influenced by the go green ethical standards popularized by the environmental activists. The campaign aimed at changing the strategies of the company from the roots and altering the retail practices. It was followed by a Plan A ‘100 commitments in five pillars in 2007(Grayson, D., 2011). The five pillars of the Plan A were as following:
1. To cater to the climate change dilemma, M&S aimed to transform all its operation as being carbon-neutral
2. To mitigate the production of waste, the company employed strategies for the recycling of bags and zero waste being passed towards the landfill. 
3. Make the use of sustainable raw material to produce end commodities
4. Respecting the rights of its employees and the people associated with the company i.e. the people in the supply chain as well as their families and the communities that they are associated with. 
5. Encourage more healthier practices within the company
The initial phase of the Plan A was able to get great achievements and the targets that it had set (Morgan, E., 2015). These achievements caused an increase in the company support from various customers and ultimately, ended up making the company form a newer and better image as well as receiving a vast clientele. The success achieved from the onset of Plan A put the new strategy of the company in motion, with the company aiming to be the world’s most sustainable retailer in 2015 on the company website. The initial phase of the Plan A was able to achieve the 5 commitment, in 2010, the aim was to achieve 80 commitments and by 2015 to 2020, the company aimed at achieving all the 1000 commitments. Although the study of Plan as a whole might be a rather broad topic and nearly impossible to be covered, taken into consideration all its various aspects, therefore, we shall only be focusing on the ‘customer attraction’ aspect of the going green Plan A. 
   Since the Plan A was established as a sustainability measure for the company, it had a plethora of aims that it wanted to achieve. We shall be analyzing the role of the customer relationship management achieved through the plan.
[bookmark: _Hlk64999808]Relationship between ethical branding and consumer culture
According to Biraghi & Gambetti, ethical branding is defined as:
“an approach to positioning and differentiating a brand that starts from the root of the company and is heavily influenced by ethical principles and the concept of corporate social responsibility”
[bookmark: _Hlk64999743]Ambiguity regarding the relationship between ethical branding and a rise in the consumer culture exists in the literature review of ethical branding. A research by Ying Fan in 2005 concluded that ethical branding directly impacts on the 'corporate reputation' and hence impacts the consumer purchasing decisions (Fan, Y. 2005). Delving into the depth of the complexity of this issue, Creyer and Ross fund out the difference in consumer behavior and choices by ethical branding and marketing varying across different regions (Cryer, E. H., & Ross, W. T. 1997). For example, in the USA, ethical practices employed by corporate were seen as highly impacting the purchasing decisions of the customers whereas, in the UK, no clear link was found between the two.
[bookmark: _Toc66816882]Ethical Branding by M&S
[bookmark: _Toc64655854][bookmark: _Toc64655909]Customer loyalty becomes one of the major subjects of concern whenever analyzing the outreach and effectiveness of a sustainability policy, which has been mentioned above as well. The factor that impacts customer loyalty and its continuation is that of customer satisfaction in the company, the image of the supplier and the extent of commitment that the company aims to fulfill. It was concluded that two and a half years after the onset of the Plan A, considerable commercial results, as well as consumer engagement, were achieved because the company was able to fulfill the commitment it had given when proposing the Plan A (Islam, K., 2016). The extending of the Plan A was also based upon the fact that more consumer engagement was achieved. Whereas, it should be noted that the engagement was achieved by the internal audience, the staff, and what were known as the 'Green Crusaders’(Burt, S.L., Mellahi, K., Jackson, T.P. and Sparks, L., 2002). Whereas, the problem that arose after this was that the mainstream customer was unable to grasp the importance or the accomplishment of achieving a go-green sustainability goal. Arnold carried out research to understand the behavior of the mainstream customer as well. The survey elucidated the fact that the mainstream customers did not understand the importance of the reduction of carbon-footprints as well as a term like 'environment friendly'. Whereas, the same group of people, which we are referring to as the mainstream customers, were mindful of terms like a fair trade, recycling, organic, local products as well as supporting charities. Such kind of an ethical branding was able to achieve the customer loyalty for Marks and Spencer in the end. 
[bookmark: _Hlk65720885][bookmark: _Hlk65077488]     2.3 Customer Relationship Management (CRM) in Tesco: 
   Tesco is one of the biggest retailers in the UK, coming in the category of the 'big four' retailers of the UK. The success has been traced back to the massive change in perception that the company started to employ, in the 1970's. This change in perception was directed towards having the kind of business strategy which was focusing on the customer more than any other aspect of the business. Since the customer was at the center of focus, the motto employed by Tesco was (Smith, D. and Sparks, L., 2004): ‘Pile it high, sell it cheaper'
   Due to changes in its business perception and strategy, Tesco was also able to expand internationally. It is considered as the third largest retailer all over the world, coming after retailers like the Wal-Mart in the United States of America and Carrefour in France.
    Keeping into consideration the changing market trends and the need for innovative and new business strategies, Tesco introduced the ‘Tesco Club Card Scheme’, on the 13th of February 1995. This marked a considerable change in the positioning of the business in the UK. Tesco was stuck at the second largest retailer in the UK before the proposition of the Club Card Scheme (Turner, J.J. and Wilson, K., 2006). As the Club Card scheme was introduced, the company was not only able to thrive in the UK, but the extent of its sustainability allowed it to expand internationally as well. The Club Card was able to ensure customer loyalty, an element which was at risk with the rising saturation of the market due to globalization. Although, many factors were seen as having a considerable impact in helping the company out of the financial crises In 2005 for all the retailers across the company, whereas, the majority of people, especially from the Tesco management would claim the Clubcard as being responsible for bringing forth considerable change in the sustainability of the company. The Tesco Personal Finance (TPF) can be associating its beginning as well as its success to the small plastic cards, known as the Tesco Club Cards. This should also be taken into consideration that the Tesco Club Card was not merely an end, but a means to an end (Humby, C., Hunt, T. and Phillips, T., 2007). The membership was able to contribute towards the provision of data regarding the household of the customers, ways of selling new products, changing the format of the stores and opening new stores, pricing, merchandising, promotions, customer services, and increasing the customer relationship as a whole. 
  Following Carroll’s pyramid and looking at the ethical branding, like that of Mark and Spencer, Tesco also incorporated an ethical branding strategy. To formulate an ethical brand image for the customers by catering to the ethical concern of Climate change. In 2009, Tesco launched zero-carbon goals and was termed as the first business to set such a commitment (Banai, R. and Antipova, A., 2016). Additionally, it was also considered as the first business to set a trajectory of 1.5-degree carbon reduction target. This kind of sustainability bond for the carbon reduction was aimed to establish the image of Tesco as an environment-friendly brand. 
Comparison: If one analyzes the aforementioned case studies in regards with Carrol’s CSR pyramid, one can establish how Marks and Spencer and Tesco incorporate economic responsibility by developing strategies which increased the profit ratio, Legal responsibilities by forming a digital platform yet in accordance with the rules and regulations, Ethical responsibilities by ensuring the climate friendly practices as well as the Philanthropic responsibilities like financing climate change campaigns (Carroll, A.B., 2016). Whereas,both the companies used different means of attaining such a model.

[bookmark: _Hlk65720930]     2.4 Models for Customer Relationship Management
Based on the changing market needs and structures, a conceptual shift, as well as a practical shift from the product-centric to a customer-centric organizational strategy, were developed. In this regard, the theorists formed few models for customer management and relationship (CRM). The modern CRM strategies require the businesses to integrate internal functions, business processes, and external networks using information technology. Without the existence of a proper and well-managed information technology, it remains nearly impossible to retain effective CRM, due to a massive customer base. The Value Discipline, which was put forth by Tearsy and Wiersama maximized Customer relationships (Treacy, M., Wiersema, F. 1993).
 This model was based on attaching focus on three different elements:
1. Operational excellence
2. Customer intimacy
3. Product Leadership
Peppers and Rogers provided another CRM model which was called the IDIC (Identify, differentiate, interact, and customize) (Peppers, D., Rogers, M. 1996). Hence, to formulate a close one-to-one customer relationship, the IDIC model depended upon four main principles.  
The Gartner Competency Model which was proposed by Gartner Inc. was aimed at maximizing business profitability and revenue by increasing customer satisfaction and organizing around the segmentation of the customers. Since, ensuring the model depends upon the formation of a framework to monitor CRM initiatives, the framework of The Gartner Competency Model called on the eight building blocks of the CRM to achieve an effective execution of its model (Radcliffe, J., 2001). These eight elements were that of: Vision, Strategy, Valued Customer experience, Organizational Collaboration, Processes, Information, Technology, Metrics.
                               Quality
There needs to be a presence of good quality presence to work in accordance with sustainable costs and effective service provision. According to Swasson 1995, quality refers to the provision of requirements with ‘zero defects’ (Swanson, 1995). Team quality monitoring refers to the undertaking of a team supervisor in an organization to monitor the conversation and interaction that the staff has with the customers and increase the customer relationship in accordance with the results of such monitoring. This monitoring could be done in person or on phone calls and social media. Marks and Spencer’s have adopted this ‘golden rule’ inside their company where the staff is required to deal with the customers in a way that every customer is acknowledged with a smile or a greeting, building of a relationship with the customer with welcoming facial expressions like a smile, ending the conversations with the customers with a goodbye and a good wish (Marks, M.A. and Panzer, F.J., 2004.). In essence, the golden rule refers to the treatment of customers with courtesy. The increase in customer interaction was seen when such a golden strategy was implemented, where the customers keep coming back.

[bookmark: _Hlk65720975][bookmark: _Hlk65077614]        2.5   CRM organizing and engaging Segmentation Marketing
  Due to a complex of segmentation existing in the marketplace, it provides an opportunity for the businesses to formulate marketing and business plan in accordance with the needs of the various groups formed in the process. Whereas, most of the retail businesses might still aim for an ideal retailor ,selling the product most demanded by the market or selling the product in a way that is deemed important for the majority of the consumers (Bourlakis, M. and Bourlakis, C., 2006). Whereas, a drawback to this idealistic approach is that there will be overall mitigation differentiation in the market, therefore, again creating a saturated market. Hence, the process of segmentation prevents the formation of such instances where big retailers might also engage in the differentiation process. A research by O'Callaghan, using the Levitts model in order to understand the ideal market and image position through segmentation was used to analyze the role of segmentation in the marketing of the company, ultimately leading towards a differentiated customer support (O'Callaghan, E., 2017). 
Mark and Spencer were compared against different retailors in the UK. Initially, based on demographics of sex, age, and socio-economic groups. The multi-dimensional Scale (MDS) technique was used to quantify the perception of different consumers regarding the retailing needs. Some common and differentiated perceptions were recorded and ultimately led towards the formation of different segments in the retail market. In the 1990 survey, Marks and Spencer was having differentiated CRM strategies than that of the other retail groups like the Sainsbury, Kwik Save, and Gateway etc. Marks and Spencer catered to the multi-dimensional segments in the retail market, where more importance was attached to the cheerfulness of the staff and the sale of interesting products, rather than perfect products. 
 In the 1990’s, an increased importance was attached to the environmental issues by plethora of the market trends (Strong, C., 1996). Hence in consideration of those market trends, brands started to incorporate the marketing mix of Go green market strategies in order to ensure the loyalty ladder of the customers (Campbell, D.J., 2000). The changing market trends, from wants to becoming needs are shown in the following table:
[image: ]

  In context with the CSR practices, the company employs the 7ps approach to maximize the outcomes of the actions that it undertakes. The TP approach is formulated through segmentation in the market, elucidating different market trends. These 7ps are as following (WRITER, H):
Place: M&S pays much importance to the place in which the stores are to be opened. The company makes sure that the location is sustainable and Energy conservation becomes its topmost priority when opting for a ‘place’.
Product: Since the company had committed in the Plan A to introduce environment friendly practices, therefore it ensures, through a collaboration with sustainable suppliers, that the products are environment friendly, even focusing on the possibility of introducing recyclable products, whereas at a reasonable and cheaper price. 
Promotions: Although the company has undertaken a plethora of practices in accordance with the target audience, but it ensures the promotion of those practices as well through campaigns like ‘look behind the label’.
Price: The Company makes sure that it provides a variety of products at rather cheaper prices.
People: The employed customers, dealing with the CRM practices are well trained with the best CRM practices, in order to develop better and sustainable customer relationships.
Processes: The delivery processes are made quite sustainable and the customers are also encouraged to take part in sustainable processes.
Physical Evidence: The ‘go-green’ approach that the company had proposed in its Plan A, was made evident in all the parts of the company like supply chain, employee attires, and product marketing and processing. 
 Such actions make the customer believe that the company is actively taking part in things that matter for the customers as, hence, make them approach the same company for the services again and again.
[bookmark: _Hlk65077769]                               




                         3. Conclusion

   Despite of maintaining a Customer oriented basis as opposed to a product-oriented business, M&S still has few sectors where it lacks, some internal and some external. Hence, the formulation of the strategies based on the understanding its strengths and weaknesses might help the business to grow whilst retaining a sustainable approach. 
  Strengths: Through the onset of the Plan A and continuation of the commitments the company had previously put forth, a considerable increase in the overall image of the brand as well as its acceptability among the market can be seen. One of the major market trends since the 1990’s in the market has been the employment of environment friendly practices as well as product processing. Hence, due to an ethical CSR practice of incorporating and promoting environment friendly behaviors inside and outside the company, facilitated in retaining an ethical brand image in the market. Catering to the problem of a saturated market formation, especially in the retail sector, M&S sells a vast variety of products like food products, clothing, furniture, home products, wines, financial products etc. Apart from that, instead of maintaining image of an ‘ideal retailor’, the brand focuses on a targeted and differentiated approach, hence catering to a wide range of clientele. This provides an opportunity for the brand to incorporate new customers rather than making efforts to merely retain the previous clientele. Due to the focus of the company towards sustainable practices, it is considered as one of the most sustainable companies in the UK. 
   Weaknesses: When researches were conducted regarding the perception of the clientele, it was made clear that although the consumers considered the quality of the products as being quite reasonable and in accordance with their needs, whereas, the prices, according to the customers, was quite high. The price factor needs to be well considered by the company, because the market competition is so high that the customers can turn towards small retailers providing the same products at a lower price. A considerable reduction in the clothing sector and fashion line, especially due to the onset of the COVID 19 pandemic, was also observed (Shaw, D., Hogg, G., Wilson, E., Shiu, E. and Hassan, L., 2006). The customers, due to an abundance of variety in the market, can turn towards those brands. Additionally, it was also observed that M&S had a lack of trendy wear in its clothing sector, therefore, failing to engage with the targeted groups and sub-groups of youngsters (Burt, S.L., Mellahi, K., Jackson, T.P. and Sparks, L). Some reports have also shown that due to the increasing size and outreach of the brand, there is a lag in the decision making processes of the company, which can ultimately affect the operational management of the company and hence, cause a crisis (Mellahi, K., Jackson, P. and Sparks, L., 2002). 
  Apart from the internal factors leading towards certain weaknesses in the company, some external factors can also be contributing towards destabilizing the position of the company. The Brexit has caused a climate of uncertainty within the UK and hence, conflicts with the European Union can cause various concerning factors for the company (James, S. and Quaglia, L., 2019). The UK retailing sector has always been considered at a threat of economic crises in the 2009. The Covid-19 pandemic had caused another major crisis and hence, M&S needs to deal with it in a manner that retains its stability in the market (Mayhew, K. and Anand, P., 2020). Additionally, the norm of the UK retailing sectors had transformed drastically due to the massive usage of websites like Amazon and Ebay. Hence, the company needs to devise a strategy in order to adhere to such a change (Dixon, T. and Marston, A., 2002).                                   
                          4.Recommendations

As the SWOT analysis has elucidated that Marks and Spencer’s need to conform to the customer needs by conforming to the new trends of clothes, therefore, the company can make a comeback in the market with a fascinating and innovative clothing line. Additionally, there should be more dependency on the communication software’s to cater to the delays that occur in the decision-making processes.
[bookmark: _Hlk65005778]Considering the facts presented above, several opportunities can be formulated for the company, which can provide an opportunity for the company to further grow and thrive, in context with the CRM based on CSR. Initially, the company can engage in the new market by incorporating new products and provision of new services. For example, the marketing of the banking products and incorporating t into the retail sector can have a great impact on the growth and incorporation of new clientele in the company. Exclusion from the EU can provide M&S an opportunity to expand its services in Asia and BRICS, which are the emerging new markets. These markets can also expand the company portfolio. Lastly, the shift of the whole retail sector on the web, due to the COVID 19 pandemic provides a great opportunity for the company to re-formulate its online networking and introduce new and innovative ideas for the r-structuring of CRM online as well. 
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Long Opening Hours

‘Good for Fresh Foods

Wide Product Range

‘Good Standards.

‘Good for Basic Products

Your Choice i Stock.

Easy o Find What You Want

‘Segmenting Atriutes
GoodPacting Service -+
Stoady Prices+
Knowledgeable Saff+
WellLaid Out+

(Good Product Information 1 +
Good for Specilist Food -+ +
‘Good for Own Label + +

Has Competitive Prices-+ +
Caring 4+

Ranga of Payment Faclies+ +
Carres Spacisl Offers -+

Has Easy Car Parking +
Innovative Products+ ++

FOOD RETAILING 1990
Ideal Atrbutes
Hygonic

Quality Service

Well Trained Staft
Value for Money
‘Goodfor Frash Produce
‘ShortQueues

Eaey 0 Shop At

Long Opening Hours
Quality Products

Good for Basics

Wl Leid Out

‘Segmenting Atributes
Has Cheerful taf+

Has WellStocked Sholves +
Carries a Wida Range +
Convenient Location +
WellPresantod Staff+ +

I+ Good for Own Label+ +
Sels Speciaty Products -+
Has Good Pacing Service  +
‘Selsteresting Products -
Supports the Community+ -+
Offrs Trading Stamps-++-+
Has Compaitve Prices -

Has Instore Concossions ++ +




