[image: A logo for a university

AI-generated content may be incorrect.]



Student name: Ionut Claudiu Ungureanu
Student ID number: 2323114
Programme: BA(Hons)Developing Leadership and Management
Module: Building a Sustainable Marketing Relationship
Module code: BMSW5007
Lecturer: Gwyneth Jones
Assignment Title: A critical evaluation of the impact a ‘Sustainable Customer Relationship’ has on a organisation and its customers
Word count: 2,000 words
Submission deadline: 21st November 2025 at 23:59



[bookmark: _Toc214919447]Executive Summary
The report is documented from perspective of a marketing consultant for contributing to research work for ‘Marks and Spencer Food’ regarding importance of making appropriate customer relationship marketing (CRM) strategies. Developing suitable customer relationship policies is important for engaging the target customers in buying the products and it has to be based on sustainable principles for retaining them for long-term. The report is addressed to the marketing manager of M&S Food and provides critical insights of the extent to which sustainable customer relationship is beneficial for the brand. Based on the analysis done, recommendations are given so that M&S Food can increase loyal customer base and retain them for longer time period. The report has helped in analysing how M&S is doing segmentation of customers along with positioning the brand for gathering more interest from them to look into the food items available. There is also analysis of the marketing mix strategy developed by M&S for achieving differentiation and evaluation is done of effectiveness by M&S to meet 4Cs of Customer Needs along with areas where it required further improvement. 
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[bookmark: _Toc214919448]Task 1- Organisational Overview 
[bookmark: _Toc214919449]Historical Development and evolution of M&S
Marks & Spencer evolved from a single stall in 1884 to that of a global retailer selling healthier food items, quality clothing range. Michael Marks opened a Penny Bazar stall in Leeds and then through expansion in different parts the country, the company grew. By 1926, it became a public company (Marksandspencer.com, 2025). In 1931, the first food department was introduced, thereby selling canned goods and during 1970s-1980s, food products were sold by date and also started to sell Indian as well as Chinese meals (Marksandspencer.com, 2025). Frozen food items were also launched during this period. Online shopping option was launched in 1999 and then in recent times, it embraced making innovation in food products by selling more plant-based food items, ready-made meals. 
[bookmark: _Toc214919450]Current Market Position of M&S 
M&S has shown a positive growth trend in both food and fashion as well as home & beauty divisions. The total group revenue in between 2024-2025 increased by 6% as compared to previous year and the profit before tax increased by 22.2%. The food division (M&S Food) market share increased by 3.89% for 52 weeks’ time period (Marksandspencer.com, 2025). The food sell percentage increased by 8.7% in 2024-2025 and also like-for-like growth accounted t0 8.6%, thereby showing positive response from the market by buying M&S food products (Marksandspencer.com, 2025). 
[bookmark: _Toc214919451]Mission Statement of the company and how it reflects values
Mission of M&S Food is to provide exceptional quality food items to customers and also engage in innovation so that there can be continuous development of customer-centric food items. The tastes of customers are changing on continuous basis and it is important to deliver the food products based on the recent tastes (Corporate.marksandspencer.com, 2025).  There is also focus on responsible sourcing which reflects the ethical values and is done through having Plan A program (Marksandspencer.com, 2025). It ensures human rights are given respect as well as business is done by maintaining animal welfare as well as meet net-zero targets. There is ensuring of fact that healthier food products are available for customers and as per convenience through doing partnership with Ocado. 
[bookmark: _Toc214919452]Task 2- Data and Customer Relationships 
[bookmark: _Toc214919453]Role of ‘data collection, analysis and evaluation’ in developing ‘Sustainable Customer Marketing Relationships’ and relevant Examples of M&S 
Data collection plays an important role in maintaining sustainable marketing relationships as there is need of understanding the customer preferences for making products accordingly. Companies need to make use of the collected customer insights also for generating analytics which helps in understanding the affordable range of the target customer base. Accordingly, the products can be designed and kept a price tag so that it becomes affordable (Buttle, 2019). There is also need of ensuring that transparency is maintained of ways in which the product is made and whether the promised values are embedded in the brand items developed or not (Sheridan, 2019). Sustainable customer relationship in terms of food business implies the fact that people are catered with the food items that meets healthy diet criteria and also ensures that there is transoparency maintained in mentioning the nutritional content as well as fat in per gram of the food consumed. There is need of making sure that food is available in different packages so that as per the purchase power, a portion of the healthier food item can be consumed (Gary Armstrong, 2020). A brand also needs to use market data to identify the target customer demands and accordingly, targeted advertisement need to be designed based on data analytics so that more awareness is generated regarding the food product’s to be consumed. 

Figure 1: How M&S Maintains sustainable customer relationship by analysing customer data 
(Source: Created by Author)
[bookmark: _Toc214919454]Task 3- CRM Strategy Analysis 
[bookmark: _Toc214919455]Segmentation, targeting and positioning strategies
	Segmentation- This is the first step and involve categorising customer base into smaller groups based on needs and behaviours (Lee and Charles, 2021)
	Targeting- This involves selection of the most profitable customer base and accordingly, the products are made so that there is customer-centricity maintained (Deszczynski, 2021)
	Positioning- A clear brand image is developed and value proposition is added for meeting needs of target market so that customers can be retained for long-term  (Naresh Malhotra, 2020)

	People who are willing to pay a premium price for healthier food items and are looking forward for ready meals to be consumed (Marksandspencer.com, 2025)
Individuals above 30 years and having mid-to-upper level of income are the primary customer segment of M&S Food (Marksandspencer.com, 2025)
Ready-made meals under ‘Food to Go’ options of M&S Food are drawing attention of customers and young customers are catered to by selling the food products through M&S in-mobile application (Marksandspencer.com, 2025)
	Sustainable relationship is maintained by M&S with customers through offering fresh, unique and quality food (Marksandspencer.com, 2025)
It targets customers over 30 years who are more aware of the need to consume healthier food products and is also trying to involve new target customer base willing to consume plant-based food items. For example, with ‘Plant Kitchen’ food range, M&S Food is targeting young demographics in UK and is adding Gen Zs in its target customer base (Corporate.marksandspencer.com, 2025)
	M&S Food has positioned itself as a premium and trust brand that provides quality as well as valuable food items
M&S has invested in doing partnerships with Ocado so that changing customer habits are identified and accordingly, brand launch new food items to change its position to a food brand producing healthier food products (Marksandspencer.com, 2025)



[bookmark: _Toc214919456]How ‘M&S Food’ achieve market differentiation using Marketing Mix
Product- M&S Food provides a wide range of option to customers to select from such as ready-to-eat meals for those who are not having time to cook, fresh produce, baked good, deli items and beverages. There is the premium ‘Collection’ Line as well as ‘Essentials’ and also seasonal food items are also sold to customers (Marksandspencer.com, 2025). There is selling of fresh produce, meats as well as fish items to the target customer base along with a range of deli items such as cheese and meats. However, customers were also dissatisfied with the lack of food product availability in the stores due to stockout issue reflecting inefficient inventory management of food products. 
Price- Brands adapts different pricing strategy based on market dynamics and it has been identified that at times; there is penetrative pricing strategy done to develop market base (Deszczynski, 2021). Dynamic pricing is also adapted in which price points are adjusted based on market demand. M&S Food has been identified to be following mid-to-premium pricing model and is based on ‘first price, right price’ model (Marksandspencer.com, 2025). It relies less on giving discounts and hence, can be perceived as a brand by customers which do not give much off on products as other retailers do (Marksandspencer.com, 2025). M&S engages in benchmark pricing strategy in which almost 200 everyday staples are marked a price against the competitors to nullify the threat of low-price brands such as Aldi and Lidl. However, it is perceived that the plant-based food items of M&S are becoming too expensive and might lead to switching to different low-cost brands offering more or less same quality as that by M&S. 
Promotion- M&S Food has been identified to be promoting the brand items through traditional advertising as well by investing in having digital-first campaigns. There is marketing campaign done by the brand to show how ethically it is doing business such as through programs such as ‘Farm to Foodhall’ in which origins of the food is shown (Marksandspencer.com, 2025). It has helped in gaining customer trust and they are retained for long-term. Through ‘Insiders’ Program, M&S makes reliable content on how the food is prepared and engages employees from food department in developing this content to add authenticity (Marksandspencer.com, 2025). There is the Sparks Loyalty Program and based on the purchased products, there is analysis done of the innovative food items which can be developed to engaging customers. 
Place- M&S has been able to cater to customer demands of food requirement and made the products reach them through having the option of ordering giving from own website. It sells through the online grocery retailers- Ocado by developing partnership and made it sell dedicatedly M&S Food products (Marksandspencer.com, 2025). There is also option of buying the food products from stores as well as Tik Tok Shop plat from where people can buy the products through selection on the in-mobile application (Marksandspencer.com, 2025). However, online food delivery system often goes through disruptions due to cyberattacks as happened in April, 2025. It led to loss of customer trust factor as they fear that their personal identifiable information or financial data can be stolen or used for money laundering as well as fraudulent activities. 
[bookmark: _Toc214919457]Effectiveness of M&S Food meeting the 4Cs of Customer Needs for ensuring ‘customer centricity’ and long-term loyalty
	Customer-Centricity
	Customer-centricity is met through engaging in innovation through strengthening R&D capabilities (Lee and Charles, 2021). For example, based on data insights gathered, it launched Plant Kitchen as demand of plant-based food items have increased. There is also launch of Gastropub and Dine in ranges so that quality meals are provided in restaurants (Marksandspencer.com, 2025). However, there are some issues associated with ‘dine-in’ meal not having the sufficient portions for meeting the diet needs of entire family. 

	Cost to Satisfy 
	This involves ensuring that a price is kept which is satisfactory and also ensures that less risk is volved as well as time and effort for buying the product (Deszczynski, 2021). There is multichannel accessibility provided to people to buy the food products so that there is long-term loyalty factor maintained. Ocado selling the M&S food items has led to less time to get the food ordered online (Marksandspencer.com, 2025). However, sharing of financial and personal data with such platforms leads to high risk factor of customers data privacy or security protocols getting breached (The Guardian.com, 2025)

	Convenience to Buy 
	Customers need to be provided with ease of buying a product. There are stores opened of different sizes and format to cate to the need of varying demographics. For example, ‘Simply Food’ concept helps in having grocery and convenience items along with making the establishments of these stores in transport hub for providing ease to buy them on the way of going to office or returning (Marksandspencer.com, 2025) 

	Communication
	M&S conveys the protein content and nutritional value that can be obtained by consuming the food items. Based on nutritional science, these food menus are developed and throughs social media marketing strategies’, the communication is done. Engaging marketing campaigns are developed such as ‘Big Daddy Chocolate Var’, ‘Outrageously Chocolate Custard Cream Biscuit Egg’ (Marksandspencer.com, 2025)



[bookmark: _Toc214919458]Ethical and Sustainability policies and practices along with how this are in alignment with customer expectations
The ethical and sustainable business operations of M&S Food are done through help of Plan A program which has become part of the business operations. Customers consuming the food items of M&S expects that there is ethical sourcing done and also the food ingredient contents are mentioned in the label of the food packets. M&S Food has ensured ethical sourcing and has done collaboration with Ethical Trade Initiative Working Group (Effectivedesign.org.uk, 2019). M&S has also ensured that healthier food options are available for customers and hence, is promoting health and wellbeing which is one of the essential sustainable development goals of UN (Corporate.marksandspencer.com, 2025). Through selling plant-based food items, there is also less contribution done to carbon emission rate and has led to development of healthier planet. However, at times, M&S Food received backlash due to misleading labels of product packages. For example, baked food item of M&S used terms such as ‘oven baked in store today’, however, they are baked partly elsewhere and kept frozen in other places. It caused reliability issue and made customers to distrust the business on basis of ethic maintained. 
[bookmark: _Toc214919459]Task 4- Conclusions and Recommendations  
From the report conducted, it can be concluded that M&S Food has been able to make use of customer data drawn from Sparks Loyalty program and develop sustainable customer relationship. However, there is need of developing certain areas of food making and doing business so that long-term relationship can be maintained. M&S Food has been able to pacify the tastes and also launches new products based on plant-based items to meet changing taste trends of people in UK. 
Following are the recommendations given so that M&S Food can improve customer relationship more:
There is need of making sure that propel labelling is done of the ways in which food is prepared and not make wrong claims such as label half-baked food in stores and another half in somewhere else as completely oven-baked. There is need of making sure that foods are stocked in proper amount as per market demand and resolve food stockout issue. The portions in ‘dine-in’ meal of M&S need to be adequate as per required for entire family and also price of vegan-food items need to be kept in check to match the affordability range. There is also need of making sure that proper cloud computing security protocols is maintained along with data encryptions and network vulnerability test on regular basis so that network intrusion as well as access by unauthorised users do not happen readily. 
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M&S has the Sparks Loyalty Program to gather customer data 


Helps in identifying  the relevant customer prefrences regarding food items and price points comfortable with


M&S Food also adjust  the price points accordingly based on market dynamics to cater to needs of every customer base targeted


For exampe, M&S has launched the brand- ' Plant Kitchen' offering healtheir food items  to people 


Tracking of customer purchases happens and interactions with the different touchpoints of the brand 


M&S uses this data to innoavte food items and introduces new categories so that more customers can be added to customer base and retained for longer term 
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