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Executive summary
Customer Relationship Management (CRM) is a method for dealing with all the interactions and correspondence of the company with the consumers and potential customers. Marks and Spencer uses Sparks Cards to offer loyalty rewards to their customers. The spark cards provide the customers with offers such as a weekly promise that one customer in each UK shop will get their looking for free. M&S tracks down the purchasing habit of a customer which provides them with information with the person's demands and therefore they could gather big data and act accordingly. It is difficult to keep consumers on the presentation of a growing number of unfamiliar brands on the UK retail market, such as TESCO, which draw buyers with low prices. Sustainability relies on meeting the needs of the present without negotiating the potential of persons to resolve their concerns in the future. Ethics and good behaviour by Marks and. Spencer places the company in a positive light and consumers will trust your organization. regardless of exorbitant prices or small slips of assistance. The company places the ethics of its employees in a good light and customers will trust them regardless of high prices or little assistance. This report has stated all the customer relations that Marks and Spencer encounters.
























Table of Content
1.0 Introduction	4
2.0 Findings	4
2.1 BACKGROUND TO ORGANISATION	4
2.2 CRM Benefits and dis-advantages of a CRM system	5
Processes Marks and Spencer use to engage with customers	6
2.3 Defining Ethics	7
2.4 Sustainability	9
Sustainability policies and practices	10
2.5 Definition of Quality	12
Demonstration of Quality	12
Describe Quality Monitoring	12
Describe how Marks and Spencer undertakes quality monitoring to support CRM	14
2.6 Marks and Spencers, STP and Marketing Mix	14
Conclusion	16
References	17


[bookmark: _44jytp8t77f2][bookmark: _Toc66793028]
1.0 Introduction 
The key purpose of this paper is to audit the writing that ultimately discusses the importance, implementation, impact on CRM's market and quality service, and effect of CRM's application on customer satisfaction and unwaveringly, which hence affects efficiency and execution of CRM within Marks and Spencer’s. In order to help assess the future, managers recognizing the value of customer centre business should behave around an optimal opportunity to attract customers and meet their expectations and desires in the present severe business world, dissecting and gathering valuable details about their customers is crucial for proper CRM. The report will examine how CRM is impacted upon by ethics, sustainability, quality systems and the importance of segmentation when trying to identify prospective and current customers.  The report will use secondary sources such as textbooks, organisation literature, websites, and journals to engage with recognised sources.
[bookmark: _heading=h.22i48p6thux7][bookmark: _Toc66793029]2.0 Findings 
[bookmark: _heading=h.8xcgn3cbrhx6][bookmark: _Toc66793030]2.1 BACKGROUND TO ORGANISATION
Marks and Spencer Group plc also commonly known as M&S is a large British multinational retailer based in London, England, specialized in the distribution of clothes, kitchen goods and food products, often under its own name. It was founded in Leeds in 1884 by Michael Marks and Thomas Spencer (Marks & Spencer, 2021). It currently has 959 shops across the UK, including 615 that only offer food items, and claims the unique quality and value of its food and drinks through its media advertising; it also operates an online food distribution service through Ocado retail (Marks & Spencer, 2021). They had a share of 3.1 percent of the United Kingdom's grocery market. The primary stakeholders are the customers and suppliers. It currently employs over 80,000 employees and had a revenue of £10,181.9 million as of 2020 (Marks & Spencer, 2021).  M&S uses customer’s data to re-examine everything from shop areas to products on the shelves to measurement and development methodology to their retail perspective. They follow the approach of first knowing the customer and organizing all the other items around the needs of the customer (Kumar and Reinartz, 2018). Customer information, for example, claimed that M&S stores were deficient in motivation and there was an abundance of space. The retailer is thus venturing its conclusion initiative, shutting about 30 percent of its store heritage in more than 100 current areas for attire and homeware. Some will be moved to more attractive locations, and the surplus shops are being refurbished (Marks & Spencer, 2021). Likewise, the retailer uses data to customize what is available in each region of the store. A separate food offering will be replaced by some covered shops, and others are zeroing in on construction areas such as baby, home and footwear. M&S has marked down its scope for places selling clothing, zeroing down on cutting, consistency and maximizing valuation rather than amount of decisions. An entertaining, tailored experience distinguishes the brand, encourages buyers, helps to smooth the road to buy, and helps the brand establish an enduring brand (Marks & Spencer, 2021)
[bookmark: _heading=h.8bx46cmn4109][bookmark: _Toc66793031]2.2 CRM Benefits and dis-advantages of a CRM system. 
Customer Relationship Management (CRM) is a method for dealing with all the interactions and correspondence of the company with the consumers and potential customers (Minh Ngo et al., 2018). This helps the business to improve their results. Much more often when CRM is concerned it is usually referring to a CRM system. CRM System is a device that helps contact the sales management, workflow processes, productivity and more (Helgeson, 2017). Customer Relationship Management empowers the management to zero in on the relationships with entities of the association, regardless of whether they are consumers, administration customers, partners, or suppliers. CRM is not about deals only. From going beyond CRM as a deal and displaying equipment and inserting it into the business, from HR to consumer administrations and inventory network executives, the absolute biggest improvement in profitability could be emerged. It could be defined as: “CRM is an engaging, participatory and collaborative business-customer partnership. The aim is to achieve a holistic consumer perspective and to be able to reliably predict and respond to their needs at any customer contact point with targeted and productive activities.” (Lokuge et al., 2020) 
Benefits and Disadvantages to an organisation of CRM 
There are several advantages and disadvantages of CRM, it could be described further as follows: 
Advantages 
1. It allows for more effective sales and marketing: Getting tremendous consumer collaboration knowledge initiatives empower an association to create a better picture of its consumers. In a CRM system, it is easy to consider the most beneficial consumers, with a view to investing more time working on them. In addition, the CRM programming enables an organization to customize its exhibiting exchanges to produce more viable returns and, henceforth, a more notable rate of profitability in deals and marketing (Zieliński et al., 2020). 
2. It can speed up the sales conversion process: A CRM system introduced into a marketing department enables pieces of information to be integrated into imminent consumer desires. It further opens up the time of the outreach community, while enhancing the business experience, enabling them to zero in on closing down high probability and high-esteem bargains (Zieliński et al., 2020). 
3. It can improve customer loyalty by making relations: A CRM system aims to speed up actions, motivate staff to answer further requests, and have a decent user service for the most part. An investment in a CRM system is an interest in the consumer unwaveringly and the benefit for that venture rises in the life value and verbal references of consumers. 
 
Disadvantages 
1. Security concerns: There are risks involved with storing a great deal of data in one location. With strict information rules (GDPR, for example), companies could face extreme fines in the event of security breaks. With respect to CRM programming, it is important that security mechanisms are set up to guarantee the very own data of consumers. This may be an immense expense for a company, but the costs associated with not getting such shields set up are far greater (Zieliński et al., 2020).  
2. Process-driven sales: This eliminates missed agreements, raises upselling rates, and offers substantially improved revenue feedback. If there is no traditional calculation 
of deals, presenting one with many companies will be an immense transition, one that could entail broad interest in people, retraining, a whole philosophical step in the company strategy and a tremendous amount of momentary expense and failure. 
3. [bookmark: _heading=h.lteypuiiv8zj]It may not suit every business: A CRM system cannot support those organisations where client exchanges are extraordinarily normalized. A CRM system fits well where client/organization relationships tend to be tailored and where there are multiple Touch Points between the customer and the company through offices over the long term (Zieliński et al., 2020). 
[bookmark: _Toc66793032] Processes Marks and Spencer use to engage with customers. 
[bookmark: _heading=h.gjdgxs]Marks and Spencer uses Sparks Cards to offer loyalty rewards to their customers. The spark cards provide the customers with offers such as a weekly promise that one customer in each UK shop will get their looking for free, giveaways worth thousands of pounds for consumers to buy on the site or in shops, and humbler awards such as Percy Pigs or pharmacist candles. With the use of Spark Card M&S tracks down the purchasing habit of a customer which provides them information with the person's demands and therefore they could gather big data and act accordingly, while also keeping their clients loyal to the brand. Similarly, Starcourt of M&S optimises the shopping experience for their customers with a more premium and luxurious apparels, furthermore M&S uses it as a touchpoint to reach their customers and provide them with a satisfying service to satisfy their client’s needs. For instance, M&S uses well trained employees in Starcourt to have the best possible contact with their customers to ensure maximum satisfaction. Similarly, the Spark Card too acts as a touch point where it gives the customers all the more reason to trust M&S because of the offers and loyalty rewards. M&S also has their own e-commerce websites, and as most of their products have a feedback and review section where customers could post their reviews, this function lets them track the quality as well as satisfaction of the customers. When a negative review is encountered M&S would reach out to the customer to enhance the experience by resolving the problems they face. This increases customers' trust towards the company as well, whereas positive reviews increases the customers trust as well. 

[bookmark: _heading=h.9z8v8f7z48yj][bookmark: _Toc66793033]2.3 Defining Ethics. 
Richard William Paul and Linda Elder (2019) define ethics as "a set of concepts and principles that guide us in determining what behaviour helps or harms sentient creatures". REF
Describe Ethics 
Company Ethics are the analysis of acceptable business practices and work on issues that are conceivably divisive, including corporate administration, insider exchange, pay off, segregation, corporate social responsibility, and trustee obligations (Ferrell et al., 2020). Business morals are always managed by the statute, but business morals include an important guideline on numerous occasions that companies may decide to obey to receive public endorsement. In respect to arguably contentious topics, corporate ethics refers to the application of acceptable business strategies and procedures. Corporate governance, stock dealing, fraud, sexism, corporate responsibility, and fiduciary obligations are some of the topics that come up in an ethics debate. Usually, the legislation sets the tone for corporate ethics, offering a fundamental guideline that corporations will opt to follow to achieve public recognition. Ethics ensure that consumers and multiple categories of business actors of companies have a clear fundamental degree of confidence. A portfolio supervisor, for example, should give equal consideration to the organization of relatives and small person financial supporters. Those kinds of practices ensure that individuals get fair care in general. 
Advantages and Disadvantages of Ethics 
Advantages  
1. Attract Consumers: When an organisation behaves responsibly, they will attract consumers to their goods and administrations and influence them into loyalty. Independent of the corporation, the USPP of the organization can be a moral way of operating together (remarkable selling point). This lifts the standing of a company and can therefore endorse agreements. Customers are easy to worry about putting their money behind on the off chance that they know that the goods would have been produced morally and knowingly (Manasakis, 2018). 
2. Employee Satisfaction: Company Ethics don't simply make it appropriate for existing employees to continue. In terms of representative attendance, it can also give organizations a serious advantage, especially among the more youthful age. 
Representatives would be safer working for a corporation that behaves fairly than one that certainly is not. All things considered, they would like not to be halfway responsible for any unscrupulous effects, such as leading to the deforestation of an area or misery because jobs are short. 
3. Attract investors: In addition, strong business ethics are an appealing feature, which means that different financial backers are bound to be focused on getting their cash into the company, keeping its bid value up and shielding it from acquisition. If financial backers know that the organization, they deal for relies on high ethics and operates in a moral manner, they would be protected in the data. In addition, it ensures that they should be open to recognizing that they are not adding to unscrupulous behaviours by implication. This is a favoured position because financial sponsors are bound to continue subsidizing the company (Manasakis, 2018). 
 
Disadvantages 
1. Limitation in profit: The biggest drawback to business ethics is that they will limit the potential of a company to maximize profit. Changes in workplace standards, such as supplying employees with living wages and setting up acceptable well-being and safety guidelines, are moral, but increasing the amount of cost to operate these manufacturing plants. This, however, eliminates incentives that are not expected to be a challenge with large companies that can bear expenditures. Yet, it could very well be a concern for private businesses, particularly on the off chance that they are expanding. 
2. Time taking and cost consuming: It can be tedious to develop, actualize and preserve business ethics, particularly if a company hopes to turn out to be more virtuous while they have recently adopted unethical practices. In addition, moral standards should be continually refreshed by changes in legislation and guidance for parents, particularly as an organisation evolves. Through hiring an ethical officer, companies can smooth out the loop, but this adds to the expense needed for company ethic (Manasakis, 2018). 
[bookmark: _heading=h.934l6mdv8b1g][bookmark: _Toc66793034]2.4 Sustainability 
It was defined by Brundtland as “Sustainable development is development that meets the needs of the present without compromising the needs of future generations to meet their own needs” (Mondini, 2019). 
Describe Sustainability 
Sustainability relies on meeting the needs of the present without negotiating the potential of persons to resolve their concerns in the future. The definition of sustainability is made up of three columns: economical, environmental, and social, as well as casually referred to as benefits, earth, and citizens. Sustainability encourages organisations to outline decisions if possible, in terms of ecological, social, and human effects, as opposed to, for example, the income report of the next quarter on momentary acquisitions (Reznichenko et al.. 2018). It influences them to weigh a larger range of aspects than just the rapid gain or misfortune involved. Progressively, companies have provided management priorities, such as the responsibility to package zero-squander by a specific year or to reduce emanations by a specific rate in general. Through minimizing discharges, reducing their energy consumption, purchasing products from fair trade associations, and ensuring that their individual waste is adequately discarded and with as little carbon impression as might really be required, these organisations will achieve their maintainable needs. 
Advantages and Disadvantages of Sustainability 
Advantages  
1. Improves Trust: Concerning non-monetary implementation, straightforwardness among associations and partners allows an association to search for recommendations from consumers and financial supporters thus mitigating reputational hazards. 
Announcing management ability, however, retains the brand reputation and the standing of mates (Sullivan et al., 2018). 
2. Assists in improvement of process: The organization's costs can be minimized by breaking down the problems such as material used, squandering generated, energy usage and so on and testing internal administration and complex cycles. 
Maintainability detailing further offers a company with the aid of feasible turn of events to implement how it can present improvements. 
3. Enhanced decision making: Maintenance is seen as a way of presenting organizational development and gaining the upper hand on the lookout. This causes companies to take care of and overcome the risks. It offers a means for companies to grab different freedoms to launch new exercises, boost the cutoff points to join new market markets and draw into ventures. It then causes organisations to become founders and pioneers. 
 
Disadvantages 
1. Increased Costs: Since sustainability development relies on more up-to-date technologies and goods that cost more to produce, the total costs are also higher than those of traditional growth. Tools that have not been built at this stage will be used in future changes. Experimenting through the use of new materials and ideas will also raise prices for all V. 
2. Increased Regulations: Typically, feasible methodologies would prompt increased feedback on organizations' growth and everyday operations. More strict restrictions on how people continue their life would be triggered by a more influential obligation to the environment. Stricter rules of architecture and tougher concepts of emission standards are possible.  
[bookmark: _heading=h.gi8zv7i1vmc][bookmark: _Toc66793035]Sustainability policies and practices 
Marks and Spencer 
Marks and Spencer practices in the UK and the Republic of Ireland are likely to become carbon neutral. They do this by both reducing their usage of electricity and expanding their use of renewable power. They have made obligations to ensure that none of their clothing or bundling ends up in a landfill. In different ways, they are working towards this goal, including reducing bundling, improving reuse, and removing plastic sacks. They reclaimed 125 million shelters in 2009 and reused 37 million plastic jugs for clothing and homeware in polyester. M&S has strongly exclusive specifications for the assistance of the animal administration, commercial fishing, and agriculture (M&S Corporate, 2021). Similarly, they have moved their entire new turkey, duck, and geese to free ranging and have only launched lines of clothes made from raw material and cotton. They have concentrated on addressing vendors with reasonable prices, fostering local networks, and providing excellent working practices for all participating in the inventory network. Marks and Spencer tried clear schemes to battle and maintain the unwavering ones for potential consumers. It is difficult to keep consumers on the presentation of a growing number of unfamiliar brands on the UK retail market, such as TESCO, which draw buyers with low prices. What distinguishes Marks and Spencer from numerous retail stores is outstanding merchandise that cannot be discovered in various market segments by consumers. In the form of exercises that support the networks, the arrangement pulls in consumers. Additionally, the steadfastness cards will be the retailer's critical creation to keep loyal customers (Green, 2021).  
Similarly, customer service plays a vital role. Around the shop floor, Marks and Spencer launched devices that allow explicit products to be found and explicit sizes to be available. Nonetheless, it is impossible to use such electronic devices for the more experienced people who build 50 percent of the consumer base, because they need customer partners who can be proficient and trained all over. Marks and Spencer consistently add to an impressive arrangement of assets and provide a specialist with knowledge on the products and how to communicate with the customers to train their employees (Marks & Spencer, 2021). 
Tesco 
Tesco has also been active on reducing the carbon data. They have approached this by Continued investment in energy saving programs, such as our Energy Ambassador Scheme, which decreased energy consumption by 3 percent across the 56 participating Express stores in the UK. This was done by facilitating behaviour improvement through our supermarket colleagues, such as flipping between bakes from bakery ovens. They are working with our providers and others in industry to eliminate the utilization of all dangerous synthetic substances from our store network, including agribusiness, materials, and calfskin, by 2020 (Tesco PLC, 2021). The scale and intricacy of this issue implies that we cannot accomplish this objective all alone, which is the reason we're working cooperatively with partners in the business to have a critical effect across our inventory chains. 
There is an enduring drive at Tesco to strengthen customer service. In order to enhance current contributions and to convey new administrations about what is to come, the organization is constantly assembling client feedback. Consequently, Tesco actually operates the largest online store in the country, Tesco.com. It tracks 60 minutes with a few million registered consumers in excess of 4,000 orders, delivering deals of over £ 1 billion (TESCO, 2021). The corporate practice of Tesco is for extended term enhancement which reflects on the core purpose for providing an opportunity for consumers to have lifelong commitment. Organization is portrayed in a socially reliable and yet in a moral manner to express business. It retains tacit rules for its workers, climate protection suppliers through the use of market unity to enforce its requirements (TESCO, 2021).   
How ethical and sustainable good behaviour by Marks and Spencer may impact on the CRM of Marks and Spencer. 
[bookmark: _Toc66793036]Ethics and good behaviour by Marks and Spencer place the company in a positive light and consumers will trust your organization regardless of exorbitant prices or small slips of assistance. Morals in consumer encounters reinforce the nature of administration and promote constructive relations. Company values are related to the option of dividing from what is happening and what is good and leading both transactions based on what is right at any case, when doing anything unacceptable would earn more lavish incentives at any cost at the present moment. Good deeds impact the perception of customers, and investors towards the company, this allows the company to have a much more following. Investors tend to invest more, and the customers tend to purchase more from the company. Ethical and Good behaviour is a very important practice, and it impacts the CRM of Marks and Spencer in a positive way.

[bookmark: _Toc66793037]2.5 Definition of Quality
As per Elwyn (2020) “Quality is the totality of features and characteristics of a product or service that bear on its ability to satisfy given needs”.
[bookmark: _Toc66793038]Demonstration of Quality
It is necessary for companies to take additional mileage to the essence of the item and administration they provide to make do in the serious world market providing different products with the best procedures (Elwyn et al., 2020). Buyers in the new world know about the goods and management offered by numerous businesses in the new world. There is also government emphasis today on the consistency problems of the goods. Companies thus give greater focus on efficiency and profitability. Total quality management is an attempt towards this direction. The market endurance of a business is assured by satisfying consumer requirements. To update the nature of products and serve to establish a quality consumer partnership, a periodic quality review is required. A lot of rules should be in place to calculate and optimize this standard to meet these objective relations. A good quality product will contribute to the effectiveness of CRM. 
[bookmark: _Toc66793039]Describe Quality Monitoring
Quality management (QC) also known as Quality Monitoring is an interaction in which an organization seeks to guarantee that the quality of the item is retained or increased. Quality management allows the organization to create an environment where flawlessness is stabbed by both administration and staff. This is achieved by training the staff, setting benchmarks for the consistency of the commodity, and checking products to screen for measurably large varieties (Abbas, 2020). The basis of very highly defined controls is an integral aspect of value management. These controls tend to normalize all growth and reactions to quality problems. Limiting room for mistakes by deciding which creation activities are to be performed by which workforce eliminates the risk of associating members of undertakings for which they do not have adequate training. Two of the most common models of Quality management are TQM and PDCA.
TQM is a theory of global customer-oriented governance that incorporates all an association's operations, features and values, which involves continuously improving and enforcing quality guidelines. It is a precise way of dealing with training, executives and events aimed at focusing and coordinating the actions of all organization members (Pambreni et al., 2019). Two main principles are upheld by TQM: that consistency is the thing that consumers think it is and that it should be completely coordinated in the association's system, including its basic processes, culture, and board structures. For full consistency, it is a simple pursuit. It is the strategy to zero imperfection. This highlights the high degree of value where zero defective items are supplied. This approach challenges the traditional view that sufficient quality standards be understood to supply and sell preordained defective units. A few imperfections cause this approach to restrict the absolute cost of quality.
PDCA Model also known as Deming Wheel, Dr William Deming was the pioneer. In all types of organisations, the PDCA system fits well. By breaking them down into smaller phases or creation phases, and finding ways to enhance each one, it can be used to enhance any process or product (Jangir, 2019). The concept of this model is a four-phase step which could be further explained as follows:
· Plan: Distinguish and understand the problem or chance, to begin with. Perhaps the quality of a finished item is not high enough, or results can be strengthened by a portion of the promotion period. Investigate the available data in detail. Create and screen thoughts and create a hearty schedule of execution.
· Do: This would illustrate whether the suggested modifications produce the ideal effect, with a marginal disruption to the rest of the operation on the off probability that they do not. For example, within a division, in a restricted topographical area, or for a particular portion, it might bring together a preliminary.
· Check: This part is to analyse the project's result against the expectations of the plan. And assess whether the plan was a success or not.
· Act: This is where the solution gets implemented. However, the PDCA model is considered to be a loop and therefore the process starts from the beginning, and the improved product becomes the baseline.
[bookmark: _Toc66793040]Describe how Marks and Spencer undertakes quality monitoring to support CRM.
Marks and Spencer undertake the quality monitoring system to ensure that the customers are satisfied, monitoring quality of products and services substantially improves the CRM support. Marks and Spencer used TQM to ensure that the products that are undergoing the production line are well within the set standard; this makes sure that each product meets the standard of M&S (M&S Corporate, 2021). Products with lack of quality control could have a severe negative impact on the organization. Marks and Spencer are known for their high-quality clothing at a reasonable price. To do so the company also Lean manufacturing systems to cut down on unnecessary travelling, and materials, and lowers down the cost of product without affecting the product quality. All these strategies with incorporation of trained people to make sure that the quality of service meets the quality of product gives the company a boost in CRM. 
[bookmark: _Toc66793041]2.6 Marks and Spencers, STP and Marketing Mix
Segmentation
The right to buy a customer's preference can be predicted from different variables. Marks and Spencer’s adopts a strategic segmentation where people of all ages and the decisions of individuals are equally important to the organization until. The Marks and Spencer’s Company Conveyance Conference is designed to solve any client's problems (M&S Corporate, 2021). If the shopper is wealthy or poor, male, or female, shrewd, or uninformed, etc, has no influence. What is more, for its skill and purpose, Marks and Spencer’s has created several divisions and deals with products that complies with a vast majority of segments.
Targeting
Marks and Spencer’s understands that its diverse clients have altered preferences and need to shop in an unpredictable manner. Their reliance on technology ensures its consumers a good standing as it works on developing systems that bring in a steadily increasing number of buyers to make it easy to get to its products. New technologies are therefore being used to focus on their consumers. It wants to use them to focus on their clients in this evolving market.
Positioning
Marks and Spencer are a value-driven retail chain that is completely multi-channel. The object positioning strategy is distinct and coordinated. They include the highlights of their world, such as individual, place, delivery, and progression, to their clients. The strategy of the Device Points of Interest is to take the network leeway to raise sales for this and they need cash flow to improve its libraries, as the large base is also welcome for its clients to carry the service to the market.
Marketing Mix
Product: Marks and Spencer’s deals with a variety of products including, clothes, food and home products mostly of its own labels. It offers products from its retail stores, and online ordering with home deliveries (Marks & Spencer, 2021).
Place: The headquarters of Marks and Spencer’s is in London, England. However, the company has multiple retail stores all around the world, Also the company has made its proper existence on the internet and now services more than 1463 locations globally as of 2020 (Marks & Spencer, 2021).
Price: Marks and Spencer’s pricing strategy is dedicated to delivering 'value for money' to customers and thereby improving the consistency of goods and services to sustain customer satisfaction. To preserve their market target of sustaining profit without losing it for short-term advantages, it practices aggressive pricing rather than price-cutting policy, CRM and QC.
Promotion: The main promotional part of the promotional campaign of Marks and Spencer’s is their low prices. This single aspect is what distinguishes Tesco from the market's competitors and rivals. Their primary aim is to improve the quality of the brand products and reducing prices while still being committed to preserving its image, while increasing its profit. It also runs campaign ads on televisions and on the internet (M&S Corporate, 2021).
Process: Marks and Spencer use TQM to improve its products and by recruiting competent staff and paying attention to customer complaints and addressing the challenges of preserving their market name and reputation, they continuously work for CRM to improve their relation with the customers (M&S Corporate, 2021).
Physical Evidence: Marks and Spencer’s strategy to use concrete facts to sell the items is excellent. It has diverse store formats and setups that address multiple customer needs. The consistency of baskets & trolleys provides a superior shopping experience. Inside the supermarket, the arrangement of shelves is also impressive and makes shopping easy.
People: Marks and Spencer’s have a good mix of prepared employees and consultants all over who are mindful of the importance of consumer behaviour. Buyers are also assigned a primary purpose when training newly hired staff at work to fulfil customer demands and reach hierarchical objectives (M&S Corporate, 2021). Their systems of consumer and representative administration help them sustain their market priorities and their brand value.
[bookmark: _Toc66793042]3.0 Conclusion
It could be concluded that Marks and Spencer being a multinational organisation dealing in multiple segmentation and multiple markets, has to make sure the CRM strategies are being followed properly in order to maintain the competitive advantage. From the report it was understood that the organisation has multiple strategies that it uses to increase the brand value, it was revealed that the company uses total quality management and lean manufacturing strategies to cut down on the cost of the product while also maintaining the quality of their products. Furthermore, the employees are well trained and are trained to have a primary aim to satisfy their customers, this makes the relationship with the brand and its customers even stronger. Additionally, it was also noted that the company concentrates in maintaining its ethics and on the sustainability to win their customer’s trust. 
4.0 Recommendation
If Marc and Spencer focus on good relationship between the needs of employees and client’s satisfaction, this will help the organization to be more productive and to increasing profitability. If the company provide all the necessary training and good products, they will be win trust and more motivated staff and more satisfied clients. If Marc and Spencer applied more cost cut of their products and still keep high standard of quality, they don’t risk going down losing costumers more now in the pandemic time. More flexible hours for the employees and possibility to work from home will help to develop motivation to work.
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