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Marks and Spencer has developed many customer relationship management (CRM) systems to collect data and information of their customers and are operated differently. The global customer service listening and insights program, and the loyalty scheme will be discussed. According to Cameron (2018), global customer service listening and insights program was developed to improve customer satisfaction globally. In addition, M&S decided to finance into a fresh voice of customer (VOC) approach and software application. Therefore, they required customers insights into the organisation quicker. It was expressed by Cameron (2018) that the organisation have seen an average twenty three percent increase of customer satisfaction across its stores.

The loyalty scheme which is the Sparks card developed in 2015 is operated by awarding customer points (Anderson, 2015). M&S decided they needed this system as their competitors has already had this scheme in place. According to Vizard (2017) this system has been successful as it allowed M&S to communicate directly and understand their customers. But it was stated by Gilliand (2018) that customers found the Sparks card too complicated and hard to understand. It was stated by Tesseras (2017) that M&S uses internal frequency for segmentation to focus on customers who comes occasionally. 


Task 6 – Threats and Recommendation

It was identified by Lesonsky (2018) that just twenty percent get help to get most from organisation which was according to the loyalty report 2018 by Bond. Thus, it is required for M&S to make it easy to understand for the customers so they could use it more. Therefore, it is required to train employees about the scheme so they could explain to customers.
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