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Executive Summary
The report has effectively analysed the process of customer relationship management in Mark and Spencer. The report has stated the advantages and disadvantages of Customer Relationship Management process and portrayed the essential touch points followed by Mark and Spencer for an effective customer relationship management process. The report has also stated the practice of sustainability and ethical principles in relation with the CRM process and compared the practices with the practices of TESCO. The report has also applied effective segmentation of the customer and application of marketing mix for enhancing the process of CRM in the organisation. Finally, the report concluded with recommendation for the further areas of improvement 
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[bookmark: _heading=h.gjdgxs]Introduction 
This report has been prepared to execute the request of the CEO of Marks and Spencer to the marketing department to analyse the practices and the position of customer relationship management within the organisation. Therefore, the main purpose of the report is to highlight the different aspects of CRM and the implementation of the same within the organisation of Marks and Spencer. The organisation of Marks and Spencer faces a huge competition in the market of retail fashion in the UK. The population of the UK spent a huge amount on the fashion apparels and therefore there is an existence of a number of fashion retail brands and every brand is indulged in the enhancement of their business that drives them to implement different innovative strategies to maintain customer relationship management and therefore the Marks and Spencer also strives to cope up with the competition (Badwan et al., 2017). The competition has also creeped in the online activities of the organisation as well. The report includes the discussion of the benefits and the disadvantages of CRM and the processes of M&S to maintain the same. It also includes the discussion on ethics and its uses, benefits and disadvantages and also its implementation while maintaining CRM within the organisation. The report also highlights similar aspects of sustainability and quality in the context of CRM. The report concludes with the discussion on segmentation and further with relevant recommendations based on the entire report. The Chief Executive Officer of Mark and Spencer on 04/11/2020 has requested for making the report on customer experience management. The report was effectively compiled by the Natalia Dedu on 03/12/2020 and produced to the CEO of the company.
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[bookmark: _heading=h.imujfksvh6uz]Findings 
Background to organisation
The organisation of Marks and Spencer is one of the leading fashion retail brands in the UK. The organisation also excels in selling home and food products and has its headquarters in London. The products of the organisation are majorly of their own brand and the organisation is also listed in the London Stock Exchange. The organisation was established by Michael Marks and Thomas Spencer in 1884. The organisation operates about 959 stores all over the UK and also owns an online retail of food products under the name Ocado retail (Wilshaw et al., 2021). The organisation has spread its business worldwide and has its reach till Canada, France, Belgium, India, the US, Western Europe and so on. The total number of locations that the organisation of Marks and Spencer serve globally is a whopping 1493. The annual turnover of the organisation is more than 10,180 million pounds and the net income of the organisation is more than 27 million pounds. The company has an employee base of 80000 employees all over the world (Scott and Walker, 2017). The major stakeholders of the organisation are the customers, employees, suppliers and the shareholders. There are other stakeholders also but the effect of the business is not direct on them. According to the evaluation in the recent year it has been established that Marks and Spencer have a market share of 3.1% in the UK’s grocery market which seems to be a decreased percentage from the year 2018 by 0.2%.  The market share of the clothing and the accessories brand of Marks and Spencer is 10.66% that is a declined figure from the last share of 10.78% (Beyne, 2020). 
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CRM Definition
The concept of Customer Relationship Management refers to the strategies and measures taken by the organisations in order to improve customer interaction and the customer data throughout the cycle of the customer’s involvement with the organisation (Soltani et al., 2018). 
The benefits of CRM are stated below:
· The practice of customer relationship management helps the organisation and management to enhance the customer service provided by the organisation. It enables the organisation to collect the information of individual customers which helps them to identify and cater to the demons of the customers and also understand their pattern of transactions. (Sigala, 2018).
· The CRM helps the organisation or the management to increase their customer base and identify new and potential customers. The management keeps a track of the existing clients and their transaction patterns and uses them to facilitate the involvement of new clients by giving them offers like bonus points on recommending to other customers on their website and so on which they would be able to redeem later as per their convenience. 
· The CRM also helps the organisation to increase the revenues by providing effective coordination to the marketing activities. The information of the customers helps the marketing department to design the promotions accordingly and make sure that they do not target the existing customers but a new base of audience (Talón-Ballestero et al., 2018). 
The disadvantages of CRM are stated below:
· The CRM approaches include the increase in the costs of the organisation. The organisations must implement the CRM systems which involves software and that incurs huge costs to the organisations (Abu Amuna et al., 2017).
· One wrong move in the context of CRM can cause huge losses and disruptions in the organisations. There can be a breakdown in customer relationships, loss of revenues, confusion among the employees if the operations are not performed with the perspective of a customer’s viewpoint.
· The implementation of CRM practices would need robust leadership skills. However, it is sometimes difficult to maintain and carry out the leadership activities due to the involvement of such complex procedures of the CRM.
There are a number of approaches and processes that the Masks and Spencer are applying in order to engage with the customer. The approaches and processes are discussed below:
1. The company is making efforts to collect and record the information of the customers at the time of purchase so that they can use the information at the time of providing customer service to the customers. This information also helps the organisation to keep a track of the transaction pattern of the customers to provide them with offers in order to enhance customer retention (Green, 2021). 
2. The organisation is giving keen focus on every detail of the business that is related to the retention and the optimisation of the demands of the customers. The organisation is focusing on the location and the designing of their stores, the choice of the products on the shelves and other details. The organisation takes into consideration the needs, preferences and the demands of the customers and then base their preparation and designs on the same (Kumar and Reinartz, 2018).
3. The organisation is making efforts to make the shopping or the buying experience personalised and customised for the customers so that it is easier for them to find the products that they want and the payment methods are also made convenient for the customers. 
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Customer Touchpoints
The concept of touch points is significant in the context of CRM. it refers to the points of any kind of interaction of the management with the customers regarding the survival, products and any aspect related to the sale of the product. The benefits of touch points are that it helps the management of the organisation to improve the interaction by understanding and identifying the problems the customers are facing and also to identify the demands of the customers and to act accordingly. It also helps to build up the reputation and implement customer retention by focusing on the touch points (Dewnarain et al., 2019). The different kinds of touchpoints that the company uses and their impact on the customer service process are stated below:
Customer Feedback Touchpoint 
· Companies in recent years have introduced the VOC approach or Voice of customer tool that includes implementation of a software-driven application that would help in receiving the detailed insights of the customer. Based on the web survey method that includes closed-ended and open-ended prompts, the customer could effectively rate their shopping experiences with proper feedback. 
· The feedback and the weekly reports are stated as coach reports are circulated every week to the store manager of Mark and Spencer. Based on the report, a change in the customer relationship strategies was then applied for a better customer experience. 
· The shopper mystery program of Mark and Spencer also helps in assessing the level of services provided to the customers within the marketplace (Cmo.com.au, 2017). 
Customer Feedback Touchpoint helps in gaining the trust of the customers. By addressing the feedback of the customers quickly could help to drive the trust of the customers towards their organisation. 
Loyalty Schemes
In recent years, the business organisation named Mark and Spencer again implemented the loyalty scheme known as Sparks Loyalty Scheme. This scheme would consist of an application based digitalised service platform that provides customers with the offer that shopping once in their respective UK stores could provide a chance for them to shop for totally free for the whole week with the help of the application (Marketing Week, 2020). 
The company also started to provide instant rewards schemes for the customers on their every shopping trip. 
These schemes help the organisation to gain the loyalty of the customers towards its services. The schemes and the discount offer attract the customers towards the services of Mark and Spencer.
Launching of effective payment service
During recent times, the company named Mark and Spencer has collaborated with Ingenico Group and effectively launched a payment service model that could help in providing an efficient service for digital pay service channels. The payment platform of the Ingenico provides customers with a feature that they are free to pay from anywhere and anytime. This touchpoint would help in getting a better understanding of the preferences and change of demand for the customers of Marks and Spencers based on which strategies could be framed in quick time (RetailTouchpoint, 2019).
[bookmark: _heading=h.bg4zyj6kd3t]Ethics 
[bookmark: _heading=h.q8uez32ld3kx]The ethics in the business context refers to the application, belief and practice of the “business policies and practices'' in consideration of controversial business subjects like corporate governance, bribery, corruption, discrimination, corporate social responsibility and so on (Blok, 2017). The business ethics and its concept have the meaning that stands beyond the moral principles and code of right and wrong or good and bad and it involves the consideration of legal constraints and liabilities. There are certain laws of the land that are considered while implementing the ethical; considerations (Becker, 2017). The laws include the legal constraints regarding bribery, fraud, employee wellbeing, corruption, customer handling, consumer forum for the production and sale of the products that are safe for consumption. The implementation of ethics is quite significant for the business organisations to be able to carry out the business transparently. 
The benefits of ethics to the business organisations are stated below:
· Ensures a competitive advantage of the organisation in the context of customers. The organisations that implement ethical practices are attractive to the customers in terms of their products and services and also makes them believe in their loyalty (Alwagfi et al., 2020). 
· Enhance employee engagement as it makes the employees comfortable and encourages them to perform better. 
· The ethical considerations regarding the business processes like the transparency of the investments and the prevention of unethical means like bribery, corruption and so on. This drives the investors to invest in the organisation as they can be assured of returns and the honest use of their finance. The investors also feel relieved and content that they are not investing or involving in any unethical investment knowingly (Karpenko et al., 2019). 
The disadvantages of business ethics for business organisations are stated below:
· Business organisations have a limited scope of maximising profit in order to maintain ethical standards. The maintenance of a good working environment and focusing on delivering the right wages and salaries to the employees incurs huge costs to the companies and organisations (Rahman, 2020). 
· The ethical practices in the business organisation are time consuming as well. The organisation has to invest a huge amount of time towards the alteration of the laws and the processes of the business. The ethical practices have to continuously be updated according to the development of the laws of the ethics in the business organization (Manasakis, 2018).
[bookmark: _heading=h.pao8vprwkqjx]Sustainability 
According to Moore et al., (2017), the concept of sustainability within the organisation is related to the three main concepts like profit, people and planet. It also concerns the considerations of the decisions regarding the economic, social and environmental aspects of the business to achieve the short-term earnings and goals of the organisations. According to Lunde (2018), in order to achieve sustainability within the organisations, should accept the supplies from fair trade organisations and these practices need to be highlighted in the annual reports of the organisation. The deals of the organisation are also done by following the sustainability rules of the business organisation. 
The advantages of sustainability to the organisations and customers are stated below:
· Help the organisations to increase the competitive advantage and also enhance the brand image. The increase in the practice of sustainability and carrying on the business by “doing good” has been a trending promotional topic for organisations that gives them a good reputation as a brand and also increases the competitive advantage in terms of customers (Švajlenka and Kozlovská, 2020).
· The sustainability practices by the organisations also enable them to increase the productivity of the company and also help the company to reduce certain costs as well. The development of the sustainability practices within the organisation helps the same to conserve the resources, enhances the efficiency of the operations and also optimises and channelizes the efforts and that helps the employees to increase their productivity and as a result reduces the costs of the company (Chaim et al., 2018). 
· The sustainability practices by the organisations help the organisations to abide by the laws of the government regarding sustainability. The sustainability laws that include the labour laws, environmental laws, and so on are imposed by the government to maintain the wellbeing and the ethical considerations of the business. 
The disadvantages of sustainability to the organisations and customers are stated below:
· The use of the alternate resources has an effect on the employability and has reduced the demand of the employees as most of the process has been automated by technology.
· In order to introduce sustainability in the business process the organisations need to change a number of processes of the business and that attracts resistance from the employees. The employees and the management of the organisations are generally reluctant to believe and adopt new changes in the existent processes of the organisation (Calabrese et al., 2017).
· There will be higher control on the self-choices of the management of the organisations as the sustainability practices incur strict rules. Therefore, the strict rules are not always easy to adopt which gives rise to complexities and takes away freedom of choice.
Identify and describe the ‘sustainability and ethical’ policies and practices at Marks and Spencer and one other comparable organisation (TESCO). 
The measures and strategies that have been taken by M&S in order to execute sustainability within the organisation involves a plan of spanning 5 years that includes the 100 commitments to fight the key environmental and social challenges that the company is facing. The plans of the company, M&S to maintain sustainability include the desire to be neutral on carbon use and address the company as a carbon neutral company (Henninger et al., 2017). The plans also involve the strategies to not generate wastes and result in landfill. The sustainable strategies of the company, M&S includes the strategies to help and ensure the wellbeing of the people and their business associated with the supply chain (Fahima and Mustafee, 2019). 
The sustainability practices of Tesco revolve around the aspects of people, product, planet and places. The people include the employees, customers and the people associated with the supply chain and the contribution of the company towards their wellbeing and healthy lifestyle. The company focuses on the health and safety of the colleagues that are the employees and the ethics while handling the employees. It also includes the diversity and culture among the workforce of the employees and it is a part of the sustainable practices by the company, Tesco (Chkanikova  and Sroufe, 2021). The products used for sale in the organisations come from farms which avoid animal cruelty and follows animal welfare. It also believes in zero waste and also prevents landfill. The company takes measures like zero emission to save the environment. 
The customer relationship experience of Marks and Spencer following ethical principles include the consideration of the human rights by the company, Marks and Spencer. The company does not allow and tolerate any kind of abuse of human rights in any aspect of the business of the company like the supply chain, employees and the customers.  The company has a separate and dedicated department of taking the complaints and they consider any allegations of human rights abuse quite seriously and also take efforts to solve any complaints or problems of abuse of human rights (Sughra, 2019). The company applies strict rules against accepting bribes in terms of unwarranted payments and gifts in order to optimise business in any area of the world. The company makes the payments to the supply chain at the time of purchase and the payments are made as per the contract between the company and the supply chain.
The customer relationship experience of Tesco following ethical principles include the focus on human rights and were awarded the best rating for its supply chain management. The company Tesco has the policy of not receiving materials that are obtained from unethical mining in spite of the fact that it has a large spread of electronics products (Gonen et al., 2017). Under the ethical practices the company, Tesco has committed to impose a ban on the chemicals that are used in plastic materials. The company, Tesco uses and sells factory farmed meat and eggs and maintains the selling of branded meat and livestock products.
How ethical and sustainable good behaviour by Marks and Spencer may impact on the CRM of Marks and Spencer.
The ethical and sustainable good behaviour by Marks and Spencer serves as the main topic for promotions that is majorly highlighted in the advertisements and that attracts the customers to purchase from the company and also increases the customer retention of the organisation as well. The customers also keep a track of the safety standards of the products of the organisation and they count on the safety standards and also health benefits of the product (Álvarez et al., 2017). This aspect helps the customers to use the products of the organisation without any hesitation of the safety and the healthy standards of the products. The customers are also handled with respect and they are provided with robust customer service and that serves as another reason which drives the customer to retain with the organisation.

[bookmark: _heading=h.tyjcwt]Quality 
The concept of quality refers to the standards and utility of products and services that are capable of satisfying the needs of any individual. The concept of quality in the context of business refers to the maintenance of positive and enhanced standards of the products and the services of the organisation (Androniceanu, 2017). 
The quality management model that can be applied in an organisation to improve CRM is the Total quality management theory. 
The principles of the total quality management include:
“Customer focused”: The organisations maintain the quality and are customer focused as the customers are the entities that confirm whether the quality is worth considering. The organisations invest in aspects like training, product development and store development as well (Abbas, 2020). 
“Total employee involvement”: The employees of the organisations are involved to achieve a common goal. Therefore, the organisations try to create an amicable and progressive working environment. The organisations also take efforts to enhance and develop the integrated processes of work so that the total employee involvement can be implemented.
“Process Centred”: The organisations take the inputs from the suppliers and present the output to the customers and maintain a standard quality of the whole process and the quality of the products (van Kemenade and Hardjono, 2019).
Quality control: Quality control is one of the most integral processes of the quality management service. The process of quality control helps in maintaining the quality of each and every operational and functional unit of the business organisation. 

The concept of quality monitoring deals with the maintenance and supervision of the quality standards of the products and services of the organisation. The quality monitoring is done by focusing on the quality checking before delivering the products for sale. The quality standards are also analysed by gathering the feedback of the customers about the quality and also design the quality of the products accordingly.
The Crosby’s theory of quality monitoring preaches the belief that if money is spent in the enhancement of quality then the money is well spent (Filippov et al., 2018). Therefore, the quality is enhanced keeping in consideration the financial strength of the organisation whereas the Ishikawa theory focuses on the problems of quality management and the root of the problem and also the cause and effect of the same. It also deals with the inspection of the problem and finding the solution for the same (Suárez-Barraza et al., 2019). 
Describe how Marks and Spencer undertakes quality monitoring to support CRM
The company mainly aims in customer centric approach for quality monitoring process. Mark and Spencer follow a chain system where they also treat their employees as an internal customer. They follow a strategy where any output of a product from any internal staff becomes the input for the other internal staff of Mark and Spencer and finally it reaches to the final external customers in the market. Thus, the quality check process is going on when any break in this chain occurs during the business operation. The company also integrated continuous process improvement approach through the Plan A of their Quality management plan tool (Cárdenas et al., 2021). The company also gathers the feedback of the customers to know their demands and needs or preferences in terms of quality. 
[bookmark: _heading=h.3dy6vkm]Segmentation 
Describe how Marks and Spencer engages with segmentation, targeting, marketing mix and the loyalty ladder to maintain/enhance its customer relationship.
The company Marks and Spencer makes the use of segmentation in terms of demographic analysis of the customers like their age, gender and so on. The company involved in the products and promotes the products that are designed for all age groups (Doty, 2017). 
The main target of the company is the individuals that are of and above 30 years of age who belong to a higher income group and spend a considerable amount on purchasing and also have a stable job as well (Gaba, 2020). 
The marketing mix of M&S is as follows: 
Product: The company named Mark and Spencer deals in the products especially apparels for the people of every age group and gender. The company offers a similar number of stock and variety for both the adults and children. The company has a wide range of products for its older women. One of them is known as classic standard range. By effectively segmenting the products for adults and children, the needs of the customers could be achieved. As a result, a strong relationship with the segmented customers could be achieved. For example, a woman who participated in a survey stated that the classic standard range of clothes for them has best fittings. Thus, a strong bond with the customers could be achieved with better segmentation of the products in the market. 
Price: Marks and Spencer mainly follow quality-based pricing strategy. The price of the products ranges from medium to higher range of pricing because the products of the company are of premium quality and that is the reason why the company targets individuals with a high-income group (Gilligan and Lowe, 2018). Thus, by making an effective pricing strategy that based on the quality of the product, Mark and Spencer could enhance the relationship with customers as the customers who generally trust the company for its product and price. 
Place: Mark and Spencer are an international brand and it has about 1000 stores in more than 50 countries and it has 800 stores in and around the UK. Therefore, it tries to reach every junction that can cover a large area of customers. Reaching customers near to their houses helps the organisation to attract more customers and make them loyal to the organisation. 
Promotion: The company makes efforts to enhance its promotional strategies and it also tries to align the promotions with the sustainable practices, digital marketing and in store strategies as well. With different kinds of promotional strategies, the organisation named Mark and Spencer enhances the relationship with the customer base. This connects the customers with the organisation more effectively developing a sense of trust for the organisation. 
People: Mark and Spencer involved in the employee retention and management and has a robust employee base of 83000 employees in the organisation. Due to effective retention policy, the employees develop a faith and trust for the organisations and get more engaged into the customer satisfaction process thereby improving the customer relation process of the organisation. 
Process: The company focuses on the in-store beautification and convenience of the customers inside the stores. The company has designed and maintains enhanced and advanced stores all over the world. The delivery process of products for customers in Mark and Spencer is quite sustainable and innovative in nature. They have effective after sales customer services and proper feedback systems. The company also encourages its customers towards the effective recycling process of the various products. This helps to maintain a healthy relationship with the customers. By attaining their feedback and reviews, a sense of trust and faith could be gain between the customer and the company.
Physical Evidence: Marks and Spencers makes efforts to reach to the people by opening stores in major locations all over the world and has 1000 stores worldwide and also tries to promote itself and keep itself in the focus of people by advanced promotion strategies (Andrew, 2019).
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[bookmark: _heading=h.579z8ucax15b]Conclusion 
The report has effectively portrayed the strength of Mark and Spencer regarding the customer management process. The report stated that the company is successful in maintaining a healthy relationship with the customers. The different loyalty schemes and customer feedback process helped the organisation to gain the trust and loyalty of the customers towards its products. Moreover, the company has effectively applied the model of marketing mix as a strategic model for better engagement of the customers with the products

[bookmark: _heading=h.weuosxxlj9t9]Recommendations
Due to global economic recessions, the profitability growth of Mark and Spencer is seeing a continuous downfall. There are various areas of customer relationship management process and quality management process that need to be focused on to retain the customer base in this global recession. Thus, it could be recommended that
· The company needs to adapt innovative promotional strategies in their marketing model to enhance the customer relationship process. 
· The customer service process needs to be more innovative in nature 
· Inventory and warehouse management facilities must be cleared of old stocks and fresh products need to be delivered to customers to retain their trust and faith towards the company. 
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