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[bookmark: _Toc66954721]Abstract

The purpose of the report, is to critically analyse M&S organisation, with regards to Customer Relationship Management. CRM is a combination of individuals, procedures and technology that seeks to understand customers, a strategy used by M&S, through the loyalty scheme “Sparks”, which created improved customer satisfaction, brand satisfaction, trust, followed by recommendations. Factors like shareholders, segmentation, touchpoint, demonstrates how M&S, has built a strong CRM, bringing to the organisation benefits, and high revenues.
The second part of the report, analyse M&S’s business ethics, demonstrating through examples, the consequentialism and non-consequentialism of the organisation, and further, the benefits and problems of the two theories. The report presents the link to the business ethical positions, enforced by Corporate Social Responsibility (CSR) and sustainability, and how M&S follow the CSR concept thru charities and stewardship compared with one of M&S’s competitor, Tesco. The report presents evidence of sustainability, and, how M&S follow the Pyramid Model of CSR, developed by Carroll B. in 1979, demonstrating that, the ethics and sustainability factors of CRM, aims to attain sustainability, and everlasting success to the company, through the functioning management of the connection with all stakeholders, especially with customers, which is the key to reach the best values and build a sustainable company.
The third part of the report presents a literature review on Quality Management Models, and is explaining, Crosby’s view on quality, as the conformity to requests, and is necessary to adapt requirements into measurable product or service characteristics setting four stages of quality: monitoring, control, assurance, and total quality management. M&S’s quality monitoring, and control, is conducted thru a variety of on-site audits and product testing and obligating the suppliers to meet all the quality, safety, environmental and social standards. Moreover, the report shows that M&S’s Plan A, follows the TQM’s four classifications known as PCDA Cycle.
The fourth part of the report, presents the insight of the benefits of CRM to M&S and organisations in general, validating that applying one of Porter's generic strategies of cost leadership, differentiation, cost focus, differentiation focus, are an essential part of any effective business, to find its industry position and learning about its customers. M&S is confirming that, the company applies the differentiation strategy, by maintaining its price high, even when, other competitors, cut down their costs drastically, showing that their brand vision is focused on bringing quality, trust, and luxury to the customers. Further, the report is examining M&S’s target customers, their position on the loyalty ladder, and the marketing mix strategy.
The last part of the report provides a conclusion, highlighting the strengths and weaknesses of M&S’s organisation, and based on the conclusion, two important recommendation are presented for M&S to benefit of continuous successful development, boost their profits, and create a permanent loyal customer.
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This report was compiled by Elena Alexandra Moise, at the request of UNIVERSITY OF WALES TRINITY SAIND DAVID, for the module Understanding and Engaging in the Customer Experience (BMSW5103), submitted on the 19th of March. 
The purpose of report is to critically analyse Marks and Spencer organisation, regarding their Customer Relationship Management. The report will investigate the customer relationship experience, compared with other similar organisation based on the ethical and sustainability policies. 
Further, a critical analysis will be conducted upon Quality Models and Theories that can assist Marks and Spencer, in improving CRM, and how CRM is beneficial to organisations in pursuits such as segmentation, targeting customers, loyalty ladder and marketing mix. Additionally, a conclusion will be drawn which will outline the strengths and weaknesses of Marks and Spencer CRM.
Ultimately, the report will provide recommendations for Marks and Spencer, for improving their weaknesses.
All the research material for the requested academic report, were gathered from journal articles, books, and web- sites, specialized in CRM, which were relevant to the report.
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[bookmark: _Toc66954724]Marks and Spencer background

Marks & Spencer was first launched by Michael Marks in 1884, as a kiosk in a market in Leeds, Yorkshire, known as Marks’ Penny Bazaar. His first approach in attracting customers was the: “Don’t ask the price-it’s a penny.” sign, selling household goods, haberdashery, toys, and sheet-music. Later, in 1894, Thomas Spencer joined as a business partner. In 2001, M&S was operating three hundred “Marks and Sparks” retail outlets in the UK, which doubled a decade later, owning also, additional stores in other countries, including France, Germany, Spain, and Hong Kong (Britannica, 2014).
At present, Marks, and Spencer, is one of the most important British retailer, providing food, clothing, homeware, financial services, and electricity, in more than 1,400 stores, throughout fifty-seven countries, and over fifty international websites. The organisation’s objective is to establish a competitive limited version of M&S in designated marketplaces, where the organisation can reach a sustainable market share (M&S, 2021).
M&S is an organisation that relies on its shareholders, which play an influential position in the funding, processes, control, and monitor aspects of the business (Basu, 2019). 
According to Yahoo Finance (2021), the major holders of M&S are divided in insiders( 0.46% of shares), institutions (62.77% of shares), institutions (holds 63.06% of float), and 211 institutions that are holding shares. In October 2020, the statistics showed that, the biggest percent of shares of 1.54%, in the organisation, is owned by the fund holder, Vanguard International Stock Index-Total Intl Stock Index. 
The number of shares, is strongly connected with the total global revenue that M&S generated. In 2020, M&S’s profit was slightly over ten billion pounds, made, both, in the United Kingdom, and internationally (Sabanoglu, 2020).
In contrast to M&S, Tesco’s yearly profits were almost fifty-three billion British pounds in the UK and the Republic of Ireland (Coppola, 2020). This is an evidence, showing the discrepancy between the two most big retailers in UK, and how M&S, although, provides services internationally, cannot outperform Tesco, which provides their services in UK and Ireland. The figures given by Coppola (2021), are showing, that, since 2015, M&S’s profits remained constantly far below Tesco and even Morrison’s, suggesting that M&S, although, is an international company, is not very profitable.
[bookmark: _Toc66954725]Developing Customer Relationships 

The expression Customer Relationship Management, has suffered many attempts to be specifically defined, as seen:
· Chai, (et.al.2020) describes CRM as the mixture of procedures, tactics, and tools, that businesses use, to control and explore customer relations and records during the customer lifecycle; 
· Buttle (2009), stated that IT companies are inclined to utilize CRM, to illustrate the software application that empower the marketing, selling and service functions of businesses;
· Dyché, (et.al, 2002), defines CRM as the foundation that empowers the demarcation of, and improvement in consumer value, and the right method by which, to encourage valuable customers to keep on being loyal and buy again.
[bookmark: _Hlk66876885]CRM is a mixture of individuals, procedures and technology that seeks to understand customers. It is a tactic, in overseeing relationships by concentrating on customer preservation and relationship development. A successful application of CRM will provide rewards in customer loyalty, long-term profitability, and involves a unified and balanced methodology to technology, process, and people . Many companies, fail in implementing a successful CRM, mainly because, they do not understand that CRM requires a company‐wide, cross‐functional, customer‐focused business technique (Chen and Popovich, 2003).
A successful application of CRM in an organisation can bring advantages:
· Reliable reporting
· Boosted messaging with automation
· Active service
· Simplified cooperation (Salesforce, 2021).
Organisations like Tesco, Apple, Coca-Cola, and Amazon, managed to implement successful CRM systems, acknowledging, that customers, are the valuable part of their business, and that it is essential to have a good relationship with them, to lower customer losses (Singh, 2020).
Further, a CRM system in an organisation can bring disadvantages:
· Customer experience may be ruined, due to staff over-dependence on system.
· Security and data protection problems with collected data.
· Time and preliminary productivity cost of application (Thakral,2021).
The CRM disadvantages are backed-up by organisations such as Hershey, Blackberry or British Airways, companies that had an inadequate utilization of CRM, which lead to public relations malfunctions, or, to completely liquidate organizations (Rainbird, 2017).
High street retailer, M&S’s CRM is based on the loyalty scheme “Sparks”, which was launched in 2015, although, the customer feedback, presented the scheme “confusing and hard to use”. The scheme consists in offering members instant rewards like, free shopping or cash giveaway. YouGov Profiles data, indicates that 16% of the population holds a Sparks card, increasing to 43% of those who shop mainly at M&S, improving customer satisfaction, creating a brand satisfaction, trust, followed by recommendations (Shakespeare, 2020).

[bookmark: _Toc66954726] Segmentation
[bookmark: _Hlk65877424]M&S’s segmentation is based on four main categories of segmentation: geographical, demographic, psychographic, behavioural (MindTools, 2021).
The UK segment for M&S, involves UK retail business and franchise operations, while the International segment incorporates: M&S private businesses, in Europe and Asia, as well, international franchise operations (Forbes, 2021). 
M&S organisation, provides products and services suitable for all ages, genders, and culture, based on their customers daily life, income, and interests (MindTools, 2021). 
Having in consideration, the global pandemic, M&S, managed to successfully inaugurate forty-six websites in new abroad markets such as: Argentina, Pakistan, or South Korea, taking the number of international countries in which, it operates, to over one hundred (MacDonald, 2021), demonstrating that the company’s goal is to expand and connect different cultures, covering all market segments.

[bookmark: _Toc66954727]Touchpoint
M&S brand has been profitable, due to its effective tactic of combining and computer-generating, its internal and subcontracted bases. The outcome is a multilingual, omnichannel function, that embraces all sections of the corporation's industry. All channels are connected: parcels and mail, voice, email, social media, SMS, web chat, and web engagement such as:
· Tracking deliveries and responding to letters on the Genesys platform;
· Non-contact centre connections are visible to agents, for quick responses to enquiries, targeting an excellent service;
· The orders through the M&S website shows immediately in the customer’s communication history.
Therefore, M&S’s Touchpoint had expanded into a full online sales support tool, creating a more efficient contact centre, with customer service agents, leading to a 4% increase in overall sales, and 8.2% increase in online sales. Moreover, M&S is looking at speech and data analytics to help boost their customer experience (Retail Technology,2018). 

[bookmark: _Toc66954728]Ethics 

Business ethics, focuses on the goals of the business, its organisational values, and behaviours, taking in consideration both global and local factors (cultural, legal, and political forces) which creates a business structure and behaviour (Morrison, 2015).
[bookmark: _Hlk66222196][bookmark: _Hlk66179234]Business ethics, relates to the interactions amongst employers and employee, manager and workers, concentrating on ethical difficulties and predicaments, that might be prevented or diminished through competent management (Brenkert and Beauchamp, 2010), characterized by two ethical positions: 

[bookmark: _Toc66954729]Consequentialist
[bookmark: _Hlk66219712]Consequentialist is the belief that, standardizing properties depend on after-effects. The theory represents the rudimentary instinct that, what is best or right, is whatever makes the world best in the future. In more depth, consequentialism is about the moral correctness of actions, which maintains that, whether an act is ethically right, depends on the outcomes of that act (Armstrong, 2003).
The benefit of consequentialism in M&S, is that is an impartial theory, and, an appealing moral tactic that delivers obvious and useful support in circumstances where outcomes are predictable, setting apart personal biases and self-interest to benefit others. 
The problem with the theory is, that it can be difficult to determine various advantages to select which one is ethically desirable, consequentialism can struggle to evaluate diverse moral values. Further, the theory is inclined, in getting good outcomes, supporting that harming some people to benefit others, is acceptable (The Ethics Centre, 2016). 
There are evidence showing that M&S is a consequentialist organisation:
· Global Sourcing Principal, is the foundation on how M&S’s is collaborating with their suppliers, from around the world, regarding human rights and working conditions. M&S is auditing every clothing factory that are collaborating with, once a year, to ensure that their principles are respected, the employees are treated fairly, they receive a fair pay wage, making sure that there are no issues such as modern slavery, child labour, discrimination, and harassment (M&S, 2021).
· M&S’s Plan A, fight climate change, use sustainable materials, trade ethically, reduce waste and help customers run healthier lifestyles (Calnan, 2020). 
· The organisation’s standard is to have a successful collaboration with fair partners, creating fair workplaces, and attain changes in environmental performance. M&S is working with fish suppliers and ecologists on marine stewardship, is cooperating with food suppliers on natural water use in Kenya, setting up eco-factories in the UK, Turkey, and China, and establishing fair pay standards in Cambodia, Sri Lanka, Indonesia, and Bangladesh (Beavis, 2012).
M&S’s rival, Tesco, demonstrates the consequentialist position, by joining World Wide Fund for Nature (WWF), to fight against the biggest cause of wildlife loss-global food system, to make affordable, healthy, sustainable food available to everyone, helping customers to eat more sustainably, restoring nature in food production and eliminating waste (WWF, 2021)

[bookmark: _Toc66954730]Non-consequentialist
[bookmark: _Hlk66223543]Non-consequentialism is a prescriptive ethical theory, which disagrees that the rightness or wrongness of conduct, is determined exclusively by the righteousness or badness of the consequences of the actions, or, of the rules to which those actions follow. Non-consequentialism, rejects the truth of both act and rule consequentialism, which are identified as the right act or system of rules, is the one that increases the stability of good consequences over bad ones (Kamm and Kennedy, 2008).
[bookmark: _Hlk66266611]M&S’s non-consequentialist evidences:
· M&S collaborated with clothing factories in India that were paying workers just 25 pence an hour, forcing them to work overtime, leaving their children unattended, having as consequences the lost trust of consumers. (Baker,2010), which is a contra argument to M&S’s Global Sourcing Principal to fight against modern slavery, and child labour.
· [bookmark: _Hlk66227806]M&S collaboration with JBS, the world's major meat processing enterprises, who bought cattle from a farm under investigation in Brazil for using workers as modern-day slaves (Ethical Consumer, 2021).
· M&S was positioned highly in the “Business Benchmark on Farm Animal Welfare” for its Policy on Farm Animal Health and Welfare, although the company still sells leather, silk, cashmere, and merino wool (Ethical Consumer, 2021).
· In 2016, Turkish reporters discovered, Syrian refugees, working for below minimum wage in factories, producing M&S clothes. In 1999, M&S met allegations of exploiting Indonesian children to produce clothes, paid with fifty pence for ten hour working days, in factories around Jakarta (Glass Clothing, 2020).
M&S’s values and beliefs are based on offering to customers inspirational quality accessible to everybody, to provide excellent quality and services, bring innovation and to build trust among customers (Comparably, 2021). M&S demonstrates, that they fight to fulfil their intentions of being an ethical organisation. Taking in consideration the evidences, M&S, was not fully aware of the non-consequentialist issues, that causes brand damage, and as soon they discovered the problems, they immediately, stop or try to remediate the difficulties.


[bookmark: _Toc66954731]Sustainability
The link to the business ethical positions, is enforced by Corporate Social Responsibility (CSR) and further, by sustainability.
CSR is an important concept, defined as the responsibility of businesses towards society, going beyond their legal requirements such as paying taxes, or obey employment laws, and to be sympathetic regarding the communities where the business is established (Zang, et.al.2017).
CSR concept in M&S:
Charities 
· M&S donates one pence, every time a customer shops at their store;
· M&S donated almost seven million pounds to their Sparks charities;
· M&S make donations to Macmillan Cancer Support, Breast Cancer Now, Royal British Legion, Oxfam, Shelter and Marie Keating Foundation;
· M&S donates unsold clothing, food, and unwanted equipment to charity partners like Shelter, Oxfam, Newlife and FareShare (M&S,2021).
Stewardship
· M&S made major investments in programmes to tackle deforestation and promote sustainable forestry;
· M&S detected, recognized, and acted on commodity-driven deforestation in their resource chains, with a specific focus on palm oil, soy and cattle that comes from a forest risk region (M&S, 2021).
· M&S’s collaboration with WWF, since 2004, support communities to catch and farm fish sustainably, attained 100% of the cotton for its clothing to come from more sustainable sources, reduced the conflict between people and elephants in Asia, and improved water management in priority river basins (M&S, 2021).
In contrast, Tesco, donated fifty-five million pounds to charities, recycles, re-uses or transform to energy, about eighty-four per cent of food and non-food waste, formed several Sustainable Farming Groups, which contains around 650 dairy farmers, achieved a substantial decrease in energy consumption due to the installation of a new technology to connect each of 2,700 stores to a data analysis facility (Dudovskiy, 2016).
Sustainability is an important factor that concentrates on meeting the needs of the present, without compromising the ability of future generations to meet their needs. The concept of sustainability is composed of three pillars: economic, environmental, and social (also known as profits, planet, and people), (Grant, 2020).
M&S organisation, follows closely the Pyramid Model of CSR, developed by Carroll B. (1979), having as purpose, to provide the data-definition characteristics of CSR, and to clarify the element nature of the four-part structure:
Economic responsibility:
· The profits generated by M&S, has decreased starting with the year 2014. In the year 2020, the group made a profit before tax of 67.2 million British pounds, which was a twenty percent decrease on the year prior (Sabanoglu, 2020), profits that generated taxes in all international countries where M&S runs their business. 
Legal responsibilities:
· M&S has a legal responsibility to publish an annual online Modern Slavery Statement detailing the actions in addressing slavery in all its forms (M&S, 2021).
· M&S is legally responsible to operate the company in accord with the country laws, maintain the company track record up to date, provide summary on the business accounts and tax return, provide information on the full company name, company number and its registered office to the company website, comply with the legal obligations regarding employment laws, obey the health and safety, fire, insurance legal obligations, and data protection compliance (GDPR), (Business Advice, 2017).
Ethical responsibilities:
· M&S is committed to source responsibly, respect human rights, promote decent working conditions and improve sustainability across their supply base (M&S, 2021).
Philanthropic responsibilities:
· M&S runs charities and community funding donations, donates clothing, food, equipment to charitable organizations, permits fundraising operations in their stores, runs Plan A for climate change, waste management, sustainable raw material, health (M&S, 2021).
CRM factors, aims to attain sustainability and success to the company, through the functioning management of the connection with all stakeholders, especially with customers, which is the key to reach the best values and build a sustainable company. CSR is a useful and modern marketing tool implemented by M&S, to create loyal customers and improve the relationship with them, obtaining advantages like customer satisfaction, customer loyalty, positive advertisement, and better financial performance (Charif, et. al. 2017).  



[bookmark: _Toc66954732]Quality Management Models: A Literature Review

The growing interest of organizations, all over the world, in the importance of quality, in improving and developing their work, as an effort to face the inner and external challenges, has led, to different notion of quality, because of the different nature of the organizations in terms of function, size, and culture (Alomari, 2018).
Quality management is the action of supervising all actions and duties that must be achieved, to preserve a required level of excellence. This comprises the willpower of a quality policy, establishing and implementing quality planning, assurance, quality control and quality improvement. Further, quality management concentrates on long-term goals through the application of short-term projects (Barone, 2020).
An improved QM system is a looked-for objective, that all the organisations are aiming to, being linked with organisational performance (Machuca, et. al. 2018).
[bookmark: _Hlk66443218]According to Nanda (2005), B.P. Crosby’s view on quality, is the conformity to requests, necessary, to adapt requirements into measurable product or service characteristics setting four stages of quality: monitoring, control, assurance, and total quality management.
Both quality monitoring and control, can be observed to be utilized by M&S thru a variety of on-site audits and product testing and obligating the suppliers to meet all of the quality, safety, environmental and social standards(M&S. 2021).
Tesco’s quality monitoring and control, implies the development of highly skilled teams of food researchers and chefs, to regularly review food trends and products, both, before and after launch, including customer panels, benchmarking, user trials, safety testing, and, market reviews(Tesco PLC, 2021). 
Total Quality Management (TQM) model, created by Deming, Juran, and Feigenbaum, originated, in the manufacturing sector. TQM ensures that all employees are working towards the improvement of work culture, processes, services, systems, to guarantee continuous and permanent success. Further, is described as a permanent work from a joint effort of management, staff members, workforce, suppliers aiming to meet and exceed customer satisfaction level, and long-term customer loyalty (Juneja, 2015). 
M&S’s Plan A, a strategy focused on CRM and customer satisfaction, follows the TQM four classifications known as PCDA Cycle (Plan, Do, Check, Act). The planning phase for Plan A, has been thought in 2004, and implemented in 2007. Plan A, is a corporate strategy, centred on corporate responsibility, planning to meet one hundred targets by 2012, thinking at climate, waste, sustainable materials, fair partnership, and health (Grayson, 2011). The ‘’DO’’ part of the cycle, is seen thru the M&S’s collaboration with, Oxfam, helping M&S to promote clothes recycle and reconditioning through Shwopping, and WWF, assisting them, to confront environmental issues associated with water, cotton, wood, fish, and sourcing of palm oil. The ‘’CHECK’’ phase is made by updates and reports, while the “ACT” phase is seen in the end year results: seventy percent less carbon emissions, zero waste, or seventy-seven percent of the M&S packaging being recyclable (M&S, 2020).
Further, four more theories and models are helping an organisation in the process of improving CRM, and can be applied to M&S:
· 6C’s of TQM-comprehensions, commitments, competence, correction, communication, continuance (Mukherjee, 2006).
· Balanced Scorecard- financial, internal business process, learning and growth, customer (Kaplan and Norton, 1996).
· European Foundation for Quality Management model- management activities composed of input, process, and output (Kim, et. al. 2010).
· Six Sigma- define, measure, analyse, improve, and control, a system to operate quicker with a smaller number of faults (Hayes, 2020), best related with M&S.
The importance of a successful implementation of QMS is the link to a productive CRM, a connection between a business and customer needs. QMS and CRM, are proven to bring benefits to M&S, seen thru improved understanding of customers, improved segmentation, customer retention, expectancy of demands, faster communication, and better protection of data privacy (Plaksij, 2021). 
M&S uses QMS, to improve CRM, via Customer Insight Unit, that collects feedback through chain store exit surveys, online surveys, and reviews, till surveys, the Customer Contact Centre and focus groups, to build a comprehensive picture of what their customers want. The company created a centralised data analytics team, to have an accurate view of customers. Their Consumer Barometer give them a description of shopper’s opinion on their household finances, and carefully supervise the exterior marketplace data (weather patterns, travel time to their stores, the competitor environment), to create a solid understanding of customers, and their status in retail market (M&S, 2017).
Statista Research Department (2015) released the results for M&S, which was evaluated based on convenience, value for money, product quality, customer service and product availability, showing that ninety-two percent of customers, using a one to five scale (one-worst and five-best) rated M&S, a four or five. The statistic showed, that, forty-one percent on the customers rated a four, considering, that M&S’s customer service is excellent. According to Coppola (2020), M&S is a leading retailer with seventy-three percent share of satisfied customers, at, in-store experience, while Tesco has sixty-six percent, demonstrating that M&S, is more focused than Tesco, on satisfying the customers.





[bookmark: _Toc66954733]Benefit of CRM to organisations
A professionally implemented CRM systems, deliver many benefits for sales, marketing, service. Using CRM, M&S, has the power to deliver a responsive service, that contributes towards increased client retention. Using CRM, M&S business support, is achieved, by their connection with customers, leading to reach superior level and develop efficiently. M&S, centralises customer and process data, to reach the greatest level of customer knowledge, and with the help of mobile apps, web interface and offline access, M&S’s CRM technology, allows people to get work done anywhere, which for customers, is a very important factor, to have a continuous and up to date communication with the M&S retailer (PreAct, 2021).
[bookmark: _Toc66954734]Segmentation
One main factor, that is valuable in CRM, is market segmentation, a strategy that is beneficial in gathering potential shoppers into classes or sectors with common desires. Market segmentation empowers businesses to aim various groups of consumers who understand the full value of specific products and services differently from one another (Tarver,2020).
Porter's (1985) generic strategies of cost leadership, differentiation, cost focus, differentiation focus, are an essential part of any effective business, to find its industry position and learning about its customers. Porter (1980), recommends that guaranteeing a continuous profitability, the organization, ought to select between one of the generic strategies.
M&S, applies, the differentiation strategy, demonstrating to other companies, how important it is to adapt to the needs of the customer in an ever-changing industry, maintaining a constant focus of the brand across the decades. M&S’s have maintained their devotion focus, on selling high-value, premium products to customers across the UK, helping the company to keep its position in the marketplace, despite a difficult trading environment. M&S, maintained its price high, even when, other competitors, cut down their costs drastically, showing that their brand vision is focused on bringing quality, trust, and luxury to the customers, choosing a higher cost, convincing their customers that they are a company that is worth paying more for (Hodgson, 2021).
Tesco, is applying the cost leadership strategy, providing quality products at lower prices, in its own factories, using own transportation and warehousing systems for delivering and keeping products, reducing their cost, by means of not buying from other suppliers or paying rent (Noman, 2021).
[bookmark: _Toc66954735]Targeting Customers
The idea of evaluating market segments, is to determine one or more segments to enter as an organisation and the awareness of who are the competitors and how many competitors are in that market segment, and to decide of whether they are going to be focused on one or more segments, or they are going to provide to general market. Readily available, are four generic target marketing strategies: undifferentiated marketing, differentiated marketing, concentrated targeting, customized marketing (Chand, 2021).
M&S analysed its customer base, discovering that fifty-four percent of their customers being over fifty-year-old, classified as infrequent, core and top customers (Rigby, 2017).M&S’s fashion sales have persisted in falling, being blamed of selling boring or conservative clothes, not being aware of who is their demographic target, evidence showing that, M&S, reluctantly, is having, as fashion target, customers aged over fifty years old (Russon, 2020), evidence of customized marketing.
M&S’s chairman, Archie Norman, admitted that the organisations is selling expensive clothing, less fashionable comparing to Zara, and, that, their fashion sector is aiming the elders. As result, M&S, had to re-think their fashion target customer strategy, providing attraction to females and males, aged thirty or less (Wood, 2017). Even though, M&S, had been credited as a retailer for middle-aged shoppers, it undertook actions to expand its target market through incorporating Goodmove athleisure, offering one hundred-fifty various pieces of clothing and accessories, attracting the younger customers (Nazir, 2020).
While M&S target customers are the ones with higher incomes, Tesco’s target customer for their products and services are expense-mindful customers, interested in deals, sales, value, and variety of choice. Waitrose target customer relate to individuals within higher income that focus on, quality of products over price, while, Lidl’s approach is focused on cost-efficiency (Dudovskiy, 2016).
[bookmark: _Toc66954736]Loyalty Ladder
M&S’s goal is concentrated on customer attraction, retention, and development on CRM, for customers to become prospects customers, loyal customers, and ultimately, brand advocates. The strategy is called, Loyalty Ladder, that positions customers in five ladder steps: suspect, prospect, customer, client, and advocate presenting, the relationship that customers have with the organisation (Information Resources Management Association, 2017). 
M&S became a brand advocate thru campaigns such as “Leading Ladies” led by role models(Roalfe, 2014), the  Sparks Card loyalty programme, a scheme that presents members with tailored offers across the entire M&S range, invitations to special events, priority access to items on sale and new season previews on clothing(Waldron, 2021), and the latest strategy, which consists in retailing rival lingerie brands, offering to customers additional selections and reasons to shop at M&S (Butler, 2021).
According to a poll, conducted by Fits.me, to find out, to which clothing brand or retailer UK shoppers are most loyal, M&S has exceeded, receiving, twelve percent, up front of Next with over nine percent, and Primark with just about six percent. The same poll positioned Tesco F&F on the eighth place with approximately three percent, under Asda George, which scored, almost four percent (CMS News Desk, 2021).
[bookmark: _Toc66954737]Marketing Mix
M&S’s marketing strategy is based on the 4P’s (Product, Price, Place, Promotion), which helped the organisation to achieve their business goals and objectives as follows:
· M&S product strategy is centred on the product range containing items for all age group- men, women, and kids;
· M&S price strategy was set medium to higher, accordingly to its premium quality of their own house brand and pursues a competitive pricing strategy due to the increased competition in-store and online, along with a dynamic pricing strategy during seasonal times;
· M&S is an international brand with more than one thousand stores operating in more than fifty countries. M&S’s major business is in UK, where the company has around 850 stores, over fifty stores in India, providing its own website, from where the customers can buy products and get home delivery with the option for international delivery for certain products, demonstrating a successful place strategy;
· M&S promotion strategy is focused in aligning its commercial campaign with digital marketing and in-store strategy, using print media, TV ads, mobile ads. Further, the company uses its own website to promote its brand, creating blogs and fashion tips, and uses “Sparks” loyalty program (MBA Skool, 2020).














[bookmark: _Toc66954738]Conclusion
The purpose of the report was to critically analyse M&S organisation based on their strategy on maintaining a successful CRM, focused on theories that the organisation applied. The report highlights that M&S is a strong and well recognized brand, in UK and internationally, generating over ten million pounds in 2020.At this moment, M&S customer relationship is based on the “Sparks” loyalty scheme, improving their customer satisfaction dramatically, creating a brand satisfaction, trust, followed by recommendations, being considered as the company with excellent customer service. M&S, provides products and services suitable for all ages, genders, and cultures, based on their customers daily life, income, and interests, and managed, during the global pandemic, to expand in new abroad markets.
M&S demonstrated that their main objective, is to demonstrate that are an ethical company thru M&S’s Global Sourcing Principal and Plan A, which rely mostly on sustainability, following the CSR, to create loyal customers and improve relationships. By developing Plan A, M&S demonstrated a successful QM, through TQM, covering areas like climate, waste, sustainable materials, fair partnership and health.
Further, the report demonstrate that M&S business is based on the differentiation strategy, maintaining high prices that its competitors, their brand vision being focused on bringing quality, trust, and luxury to the customers. As result, M&S target are the elders, with higher incomes, but making efforts in attracting younger customers thru different campaigns such as Goodmove. Although M&S target is high-street customers, it still managed to became brand advocate, throughout huge campaigns led by role models, and Spark’s loyalty programme.
M&S’S marketing follows the 4Ps validated by their product strategy centred on the product range containing items for all age group, with prices set between medium to high, accordingly to its premium quality of their own house brand, with a successful place strategy, running their business in UK, and more than fifty international countries.
The conclusion highlights that M&S’s strengths are that are a brand advocate, in UK and across many countries, and that the brand relies in providing quality at higher prices thru an excellent CRM. The conclusion also underlies the major weakness of M&S by targeting the high street costumers, especially, on the fashion sector.







[bookmark: _Toc66954739]Recommendations
Based on the conclusion, the report provides recommendation regarding two main areas: target and price, in which M&S’s organisation, need to reconsider their strategy, in order, for the organisation to benefit of continuous successful development, boost their profits, and create a permanent loyal customer.
1. M&S Fashion, needs to reconsider their targeting strategy, by, including in their target customers, the youngsters, providing them products that are suitable for their age and needs, keeping the fashion basics, at the same quality, and creating offers that will bring curiosity amongst the customers (Mould, 2017)
2.M&S’s pricing strategy needs to be reconsider, to the point when, lower and medium earning customers, have a sample of M&S’s service and quality, providing to the organisation, the benefit of having future potential customer, which, later, can became new brand advocates (David, 2020).





















[bookmark: _Toc66954740]Reference List
[bookmark: _Hlk66832133]Ainsworth, P. (2018), Brand Loyalty Index: M&S Voted Customers’ Favourite Supermarket, [Online], Available: https://cxm.co.uk/brand-loyalty-index-ms-voted-customers-favourite-supermarket/, (Accessed 05 March 2020)
[bookmark: _Hlk66482403]Alomari, B.(2018), Strategic Role of TQM in the Customer Relationship Management: An Empirical Study in Amman Pepsi Cola Factor, [Online], Available: https://www.researchgate.net/publication/329973203_Strategic_role_of_TQM_in_the_customer_relationship_management_2, (Accessed 12 March 2021)
Armstrong, S. W. (2019), Consequentialism, Stanford Encyclopedia of Philosophy, [Online], Available: https://plato.stanford.edu/entries/consequentialism/, (Accessed 09 March 2021)
[bookmark: _Hlk66398291]Barone, A. (2020), Quality Management, [Online], Available: https://www.investopedia.com/terms/q/quality-management.asp, (Accessed 11 March 2021)
Basu, C. (2019), The Importance of Shareholders in Business, [Online], Available: https://smallbusiness.chron.com/importance-shareholders-business-20844.html, (Accessed: 03 March 2021)
[bookmark: _Hlk66222804]Beavis, L. (2012), M&S: Doing the Right Thing Leads to Change for the Better, [Online], Available: https://www.theguardian.com/sustainable-business/best-practice-exchange/marks-and-spencer-change-better, (Accessed 09 March 2021)
Brenkert, G.G. and Beauchamp, L.T. (2010), The Oxford Handbook of Business Ethics, p.4, Oxford University Press
Business Advice, (2017), Essential Business Legal Responsibilities to Keep Your Company Within the Law, [Online], Available: https://businessadvice.co.uk/insurance/liability-and-indemnity/essential-business-legal-responsibilities-to-keep-your-company-within-the-law/, (Accessed 11 March 2021)
Butler, S. (2021), M&S to Sell Rival Lingerie Brands for the First Time, [Online], Available: https://www.theguardian.com/business/2021/mar/11/ms-to-sell-rival-lingerie-brands-for-the-first-time, (Accessed 16 March 2020)
Buttle, F. (2009), Customer Relationship Management, Concepts and Technologies, p.3, Butterworth- Heinemann
[bookmark: _Hlk66221293]Calnan, M., (2020), M&S to Relaunch its ‘Plan A’ Sustainability Programme, [Online], Available: https://www.thegrocer.co.uk/marks-and-spencer/mands-to-relaunch-its-plan-a-sustainability-programme/651342.article, (Accessed 09 March 2021)
[bookmark: _Hlk65791388]Chai, W. (et. al. 2020), CRM (Customer Relationship Management), [Online], Available: https://searchcustomerexperience.techtarget.com/definition/CRM-customer-relationship-management, (Accessed 04 March 2020)
Chand, S.(2021), Target Marketing: Four Generic Target Marketing Strategies, [Online], Available: https://www.yourarticlelibrary.com/marketing/target-marketing-four-generic-target-marketing-strategies/13400, (Accessed 15 March 2021)
[bookmark: _Hlk66393588]Charif, M. ET. et. al. (2017), Corporate Social Responsibility a Tool in Building Sustainable Relationships with Customers, [Online], International Conference on Economics and Management Engineering, DOI: 10.12783/dtem/iceme2017/11791, (Accessed 11 March 2021) 
Chen, I.J. and Popovich, K., (2003), Understanding customer relationship management (CRM): People, process and technology, Business Process Management Journal, Vol. 9, No. 5, pp. 672-688, https://doi.org/10.1108/14637150310496758, (Accessed 04 March 2020)
CMS News Desk (2021), Marks & Spencer Top for Customer Loyalty According to Survey, [Online], Available: https://www.customerservicemanager.com/marks-spencer-top-for-customer-loyalty/, (Accessed 16 March 2021)
[bookmark: _Hlk66267708]Comparably, (2021), Marks & Spencer Mission, Vision & Values, [Online], Available: https://www.comparably.com/companies/ms/mission, (Accessed 10 March 2021)
[bookmark: _Hlk65753506]Coppola, D. (2020),  Annual revenue of Tesco Group in the United Kingdom (UK) and the Republic of Ireland from financial year 2015 to 2020, [Online], Available: https://www.statista.com/statistics/490931/tesco-group-finance-revenue-united-kingdom-uk/, (Accessed 04 March 2020)
Coppola, D. (2020), Leading supermarkets in the United Kingdom (UK) in 2017, based on share of customers satisfied with in-store experience, [Online], Available: https://www.statista.com/statistics/661074/customer-satisfaction-loyalty-index-uk/, (Accessed 15 March 2021)
[bookmark: _Hlk65757834]Coppola, D. (2021), Morrison’s annual turnover in the United Kingdom 2009/2010-2019/2020, [Online], Available: https://www.statista.com/statistics/382306/morrisons-turnover-united-kingdom-uk/, (Accessed 04 March 2020)
David, J. (2020), Marketing Mix of Marks & Spencer (M&S), [Online], Available: https://howandwhat.net/marketing-mix-marks-spencer-ms/, (Accessed 17 March 2021)
[bookmark: _Hlk66352364]Dudovskiy, J. (2016), Tesco CSR Overview, [Online], Available: https://research-methodology.net/tesco-csr-overview/, (Accessed 10 March 2021)
Dudovskiy, J. (2016), Tesco Segmentation, Targeting and Positioning, [Online], Available: https://research-methodology.net/tesco-segmentation-targeting-and-positioning-2/, (Accessed 16 March 2021)
Dyché, J. (et., al.2002), The CRM Handbook - A Business Guide to Customer Relationship Management, p.4, Addison Wesley
[bookmark: _Hlk66229151]Ethical Consumer, (2021), Marks & Spencer Group Plc-Is Marks and Spencer ethical? [Online], Available: https://www.ethicalconsumer.org/company-profile/marks-spencer-group-plc, (Accessed 09 March 2021)
[bookmark: _Hlk65878413]Forbes, (2021), Marks & Spencer, [Online], Available: https://www.forbes.com/companies/marks-spencer/?sh=34a305c37de1, (Accessed 05 March 2020) 
Glass Clothing, (2020), Marks and Spencer’s and Sweatshop Scandals, [Online], Available: https://glassclothing.com/marks-and-spencers-and-sweatshops/, (Accessed 09 March 2021)
[bookmark: _Hlk66272355]Grant, M. (2020), Sustainability, [Online], Available: https://www.investopedia.com/terms/s/sustainability.asp, (Accessed 10 March 2021)
Grayson, D. (2011), Embedding Corporate Responsibility and Sustainability: Marks & Spencer, 30(10), pp. 1017-1026, Journal of Management Development, Emerald Group Publishing Limited, DOI 10.1108/02621711111182510
[bookmark: _Hlk66484846]Hayes, A. (2020), Six Sigma, [Online], Available: https://www.investopedia.com/terms/s/six-sigma.asp, (Accessed 12 March 2021)
[bookmark: _Hlk66706793]Hodgson, S. (2021), Quintessentially British brands: It’s not just branding, it’s Marks & Spencer branding, [Online], Available: https://fabrikbrands.com/marks-and-spencer-branding/, (Accessed 15 March 2021)
Information Resources Management Association, (2017), Advertising and Branding Concepts, Methodologies, Tools, and Applications, p.675, IGI Global
Juneja, P. (2015), Total Quality Management - Meaning and Important Concepts, [Online], Available: https://www.managementstudyguide.com/total-quality-management.htm, (Accessed 12 March 2021)
Kamm, F.M. and Kennedy, J.F. (2008), Intricate Ethics: Rights, Responsibilities, and Permissible Harm, p.11, Oxford University Press, USA
Kaplan, R. S. and Norton, D. P. (1996), The Balanced Scorecard, Translating Strategy into Action, Harvard Business Review Press
[bookmark: _Hlk66710466]Kim, D. Y. et. al. (2010), European Foundation for Quality Management Business Excellence Model: An integrative review and research agenda, International Journal of Quality & Reliability Management, 27(6), pp. 684-701, http://dx.doi.org/10.1108/02656711011054551
M&S, (2017), Market and Customer Insights, [Online], Available: http://annualreport2017.marksandspencer.com/M&S_AR2017_Market&CustomerInsights.pdf, (Accessed 12 March 2021)
[bookmark: _Hlk66192075]M&S, (2020), Ethically Made, Trusted Value, [Online], Available: https://corporate.marksandspencer.com/sustainability/quick-reads/ethically-made-trusted-value, (Accessed 09 March 2021)
[bookmark: _Hlk66449637]M&S, (2020), Making Plan A, a Part of the M&S Family of Business, [Online], Available: https://corporate.marksandspencer.com/documents/reports-results-and-publications/plan-a-reports/2020/plan-a-report-2020.pdf, (Accessed 12 March 2021)
[bookmark: _Hlk65704239]M&S, (2021), About Us, [Online], Available: https://corporate.marksandspencer.com/aboutus, (Accessed: 03 March 2021)
[bookmark: _Hlk66356117]M&S, (2021), Code of Conduct, [Online], Available: https://corporate.marksandspencer.com/documents/m-and-s-code-of-conduct.pdf, (Accessed 11 March 2021)
[bookmark: _Hlk66274453]M&S, (2021), Community Engagement, [Online], Available: https://corporate.marksandspencer.com/sustainability/community-engagement, (Accessed 10 March 2021)
[bookmark: _Hlk66398997]M&S, (2021), Product Standards, [Online], Available: https://corporate.marksandspencer.com/sustainability/clothing-and-home/product-standards, (Accessed 11 March 2021)
[bookmark: _Hlk66275144]M&S, (2021), Protecting Forests, [Online], Available: https://corporate.marksandspencer.com/sustainability/business-wide/natural-resources/protecting-forests#, (Accessed 10 March 2021)
M&S, (2021), Responsible Sourcing, [Online], Available: https://corporate.marksandspencer.com/sustainability/business-wide/responsible-sourcing, (Accessed 11 March 2021)
MacDonald, G. (2021), Marks & Spencer launches online in almost 50 new international markets, [Online], Available: https://www.retail-week.com/fashion/marks-and-spencer-launches-online-in-almost-50-new-international-markets/7036912.article, (Accessed: 08 March 2021)
Machuca, M., et. al. (2018), Quality Management: A Compulsory Requirement to Achieve Effectiveness, Total Quality Management & Business Excellence, 32(1-2), pp.220-239, DOI: 10.1080/14783363.2018.1548275 
[bookmark: _Hlk66874892]MBA Skool, (2020), Marks & Spencer Marketing Mix (4Ps) Strategy, [Online], Available: https://www.mbaskool.com/marketing-mix/services/17122-marks-and-spencer.html, (Accessed 17 March 2021)
MindTools, (2021), Market Segmentation, Understanding Different Customer Needs, [Online], Available: https://www.mindtools.com/pages/article/newSTR_84.htm, (Accessed 05 March 2020) 
Morrison, J. (2015), Business Ethics, New Challenges in a Globalised World, p.3, Palgrave Macmillan
[bookmark: _Hlk66875715]Mould, R. (2017), Five things that M&S needs to do better (even if Steve Rowe is starting to get it right), [Online], Available: https://www.youinvest.co.uk/articles/investmentarticles/131749/five-things-ms-needs-do-better-even-if-steve-rowe-starting-get-it, (Accessed 17 March 2021)
Mukherjee, P. N. (2006), Total Quality Management, p.61, PHI Learning
Nanda, V. (2005), Quality Management System Handbook for Product Development Companies, p.1-4, CRC Press
Nazir, S. (2020), Big Interview: Nathan Ansell, Marketing Director, M&S Clothing & Home, [Online], Available: https://www.retailgazette.co.uk/blog/2020/03/nathan-ansell-ms-clothing-home-marketing-director-marks-spencer-profile-interview/, (Accessed 16 March 2021)
Noman, A. A. (2021), Strategic Analysis of Tesco, [Online], Available: https://www.academia.edu/36582044/Strategic_analysis_of_Tesco, (Accessed 15 March 2021)
[bookmark: _Hlk66486346]Plaksij, Z. (2021), CRM Benefits: How CRM Improves Customer Relationships, [Online], Available: https://www.superoffice.com/blog/crm-benefits/, (Accessed 12 March 2021)
Porter, M. (1980), Competitive Strategy, Free Press, New York
Porter, M. (1985), Competitive Advantage Creating and Sustaining Superior Performance, Free Press, New York
PreAct, (2021), CRM Benefits, [Online], Available: https://www.preact.co.uk/resources/crm-benefits, (Accessed 15 March 2021)
[bookmark: _Hlk65829455]Rainbird, J. (2017), The 3 Biggest Disasters in CRM History, [Online], Available: https://flowbird.co.uk/the-3-biggest-disasters-in-crm-history/, (Accessed 04 March 2020)
Retail Technology, (2018), CASE STUDY: M&S connects touch points to grow revenue, [Online], Available: https://www.retailtechnology.co.uk/news/6737/case-study:-ms-connects-touch-points-to-grow-revenue/, (Accessed 08 March 2021)
Rigby, C.(2017), Marks & Spencer: Reaching Core Customers, [Online], Available: https://internetretailing.net/research-articles/research-articles/marks-amp-spencer-reaching-core-customers, (Accessed 15 March 2021)
[bookmark: _Hlk66833716]Roalfe, M. (2014), Connecting Brands to Consumers: The Age of Kinship is Upon Us, [Online], Available: https://www.campaignlive.co.uk/article/connecting-brands-consumers-age-kinship-upon-us/1294204, (Accessed 16 March 2020)
[bookmark: _Hlk66797448]Russon, MA., (2020), M&S: Five reasons the retailer is struggling, [Online], Available: https://www.bbc.co.uk/news/business-53478403, (Accessed 15 March 2021)
[bookmark: _Hlk66354723]Sabanoglu, T. (2020), Profit before tax of the Marks & Spencer group worldwide from 2014 to 2020, [Online], Available: https://www.statista.com/statistics/872854/marks-and-spencer-profit-before-tax-worldwide-uk/, (Accessed 11 March 2021)
[bookmark: _Hlk65752149]Sabanoglu, T. (2020), Revenue of Marks & Spencer worldwide from 2010 to 2020, [Online], Available: https://www.statista.com/statistics/413349/group-revenue-marks-and-spencer-mands/, (Accessed: 04 March 2020)
[bookmark: _Hlk65792137]Salesforce, (2021), The 6 Greatest Benefits of CRM Platforms, [Online], Available: https://www.salesforce.com/ap/resources/articles/benefits-of-crm/, (Accessed 04 March 2020)
[bookmark: _Hlk65832329]Shakespeare, S. (2020), Relaunched M&S loyalty scheme Sparks customer satisfaction boost, [Online], Available: https://yougov.co.uk/topics/consumer/articles-reports/2020/07/29/relaunched-ms-loyalty-scheme-sparks-customer-satis, (Accessed 05 March 2020)
Singh, R.(2020), Top 5 Customer Relationship Management Examples, [Online], Available: https://www.appvizer.com/magazine/customer/client-relationship-mgt/customer-relationship-management-examples, (Accessed 04 March 2020)
[bookmark: _Hlk66704588][bookmark: _Hlk66696522]Statista Research Department (2015), How would you rate M&S on convenience, value for money, product quality, customer service and product availability?, [Online], Available: https://www.statista.com/statistics/534719/uk-premium-brands-mands-performance-customer-evaluation/, (Accessed 15 March 2021)
[bookmark: _Hlk65875442]Tarver, E. (2020), Market Segmentation, [Online], Available: https://www.investopedia.com/terms/m/marketsegmentation.asp, (Accessed 05 March 2020)
Tesco PLC, (2021), Product Safety & Quality, [Online], Available: https://www.tescoplc.com/sustainability/publications/policies/downloads/product-safety-quality/, (Accessed 11 March 2021)
[bookmark: _Hlk65793355]Thakral, R. (2021), Advantages and Disadvantages of CRM, [Online], Available: https://www.targetintegration.com/advantages-and-disadvantages-of-crm/, (Accessed 04 March 2020)
[bookmark: _Hlk65671431]The Editors of Encyclopaedia Britannica, (2014), Marks & Spencer PLC British company, [Online], Available: https://www.britannica.com/topic/Marks-and-Spencer-PLC, (Accessed: 03 March 2021)
[bookmark: _Hlk66191466]The Ethic Centre, (2016), Ethics Explainer: Consequentialism, [Online], Available: https://ethics.org.au/ethics-explainer-consequentialism/, (Accessed 09 March 2021)
Waldron, J. (2021), How the Marks & Spencer Loyalty Card Upgrades In-Store Fulfilment & Personalisation, [Online], Available: https://etaileurope.wbresearch.com/how-the-marks-spencer-loyalty-card-upgrades-in, (Accessed 16 March 2021)
[bookmark: _Hlk66797982]Wood, Z. (2017), Not Just for Over-55s! M&S Chairman Says Chain Needs Younger Clothing, [Online], Available: https://www.theguardian.com/business/2017/nov/05/not-just-for-over-55s-ms-chairman-says-chain-needs-younger-clothing, (Accessed 16 March 2021)
[bookmark: _Hlk66277188]WWF, (2021), Marks & Spencer, [Online], Available: https://www.wwf.org.uk/who-we-are/who-we-work-with/marks-and-spencer, (Accessed 10 March 2021)
WWF, (2021), Three Ways We’re Fighting for Your World with Tesco, [Online], Available: https://www.wwf.org.uk/updates/three-ways-were-fighting-your-world-tesco, (Accessed 09 March 2021)
Zang, D., et.al. (2017), Sustainable Development and Corporate Social Responsibility, p.1, Taylor & Francis
