


Executive Summary

This report include a critical discussion trough literature review about Customer Relationship Management in Marks and Spencer organisation, investigating Ethical and Sustainability policies between Marks and Spencer and Tesco Plc, quality models and theories wich assist the value of Customer Relationship Management, engaging activities like segmentation ,targeting customers, loyalty ladder and marketing mix that bring   benefits to Marks and Spencer organisation, concluding with recommendation outlining strengths and weaknesses of Mark and Spencer Customer Relationship Management.
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[bookmark: _Toc32581730]Introduction

‘’The value of CRM’’ report was requested by CEO of Marks and Spencer on 10-01-2021 to research what is Customer Relationship Management system and what means for Marks and Spencer group drawing a conclusion wich outline the strengths and weaknesses of Marks and Spencer Customer Relationship Management System, 
The areas wich this report look for is to investigate customer relationship experience for Marks and Spencer compared to another similar organisation based on Ethical and Sustainability and critical discussion if a variety of quality models and theories that may assist Marks and Spencer improving their customer relationship management and engage an analysis following Segmentation, Targeting Customers, A Loyalty Ladder and Marketing Mix.
[bookmark: _Toc32581731]Findings

Customer Relationship Management

 Customer Relationship Management (CRM) is the foundational approach that a business implements to create a customer-centric culture that focuses on maintaining and maximising existing and potential client relationships. In other words, to fulfil their needs, surpass their desires, and deliver value, customer relationship management depends on a deep understanding of the customer, both personally and collectively.
Customer relationship management (CRM) is a commonly used strategy for managing a company's interactions with customers, clients, and sales prospects, focusing on creating long-term and sustainable customer relationships that create value for both the customer and the company. It is also defined as "a widely implemented strategy for managing a company's interactions with customers, clients, and sales prospects." being often described as '' Any organization's beating heart’’.
Customer Relationship Management (CRM) assists businesses in developing strategic processes that win the loyalty of their best customers and enhance the buyer experience. (see appendices 1)
In the end, the organisation that does this the best will have a competitive advantage over its rivals.


[bookmark: _Toc32581732]Ethics and Sustainability

Marks and Spencer are a British multinational retail business company, Michael Marks and Thomas Spencer laid the foundation of the company in1884.Sinc then Mars and Spencer brand launched approximately more then 1400 location points across 57 countries. Some of the main products of Marks and Spencer are home products, food and edible items and clothing.
Marks and Spencer are a listed company under the London Stock Exchange. The company is employing approximately 80000 people in 2020, However, in August 2020, the company announced that it would cut down 1000 jobs due to Covid-19 pandemic. (www.corporate.marksandspencer.com)





Ethics 

Climate change, human rights, workers' rights, animal rights, factory farming, irresponsible marketing, anti-social finance, divisive innovations, and political practises are all ethical concerns with Marks and Spencer. (http://www.ethicalconsumer.org/)
This study will focus on comparing and contrasting some of their key rivals, such as Tesco.
· People
Other organisations have raised some concerns. This includes an investigation by ‘'The Guardian" and ‘'Reporter Brazil" revealing that a supplier to Marks and Spencer, JBS, one of the world's largest meat processing firms, bought cattle from a farm under investigation in Brazil for using employees as modern-day slaves; JBS says it stopped buying from the farm after learning of the alleged connection to labour abuses,, and an ‘’Ethical Consumer’s’’ research found that Marks and Spencer had operation in a number of countries considered governed by oppressive regimes, countries like Kazakhstan, Philippines, Russia, Saudi Arabia, Thailand and Vietnam.
Tesco, on the other hand, obtained the highest ranking for supply chain management from ‘'Ethical Customer" in September 2019 after reading the following documents on their website: ‘'Our Approach to Human Rights" (11/4/19); ‘'Modern Slavery Statement2018/2019" and Supplier Code of Conduct". However, it was revealed at the same time that one of the contractors had been caught using slave labour during a three-year criminal investigation. Despite its extensive range of self-brand electronics, Tesco had no dispute mineral strategy in 2019. Minerals are exploited in regions where there is armed conflict and human rights violations, such as the Democratic Republic of Congo's eastern provinces.
Farms where gang-supplied men and women worked supplied Marks and Spencer, Tesco, Sainsbury's, and Asda. The supermarket chains and corporations concerned, on the other hand, said they were unaware of the workers' exploitation.
· Environment
In a variety of environmental policy fields, including environmental reporting, palm oil resourcing, and wood resourcing, Marks and Spencer earned an Ethical Consumer Best ranking. Triclosan is not allowed in the company's own brand of household and personal care goods, and no Phthalates or parabens are used. By 2022, Marks and Spencer will have removed 2000 tonnes of plastic packaging, which will be widely recycled. They have also launched a customer plastic takeback programme for difficult-to-recycle plastic, which will be recycled into new playground equipment. In the negative hand, the organisation has been chastised for its contribution to sustainable fish sourcing. According to research, only 13% of Marks and Spencer's wild seafood range was accredited MSC in 2017, accounting for less than a third of the wild fish it sold.
 Tesco earned the lowest ranking from ‘'Ethical Consumers" for its policies on the use of chemicals in its electronic goods, compared to Marks and Spencer. Tesco has committed to zero hazardous chemical discharge by 2020, but this does not include electronics; only agriculture, textiles, and leather are included.
Tesco F&F fashion department was "committed to enforcing current Phthalate bans," according to a statement from June 2018.
· Animals

Marks and Spencer have a mixed record when it comes to animal rights; for example, the company was rated highly in the ‘'Business Benchmark on Farm Animal Welfare" (BBFAW) for its Farm Animal Welfare Policy and Supplier Enlargement Approach. According to the company, they "provide a consolidated and organised account of their approach to farm animal welfare." The company does, however, continue to sell leather, silk, and merino wool goods. Marks and Spencer have acknowledged to supply chain failures in 2016, according to the Grocer Magazine, after one of its dairy suppliers apparently "broke animal welfare laws by keeping calves in cramped conditions." Animal Equality UK, a vegan pressure group, claimed to have discovered that six-month-old calves were contained in pens meant for animals up to eight weeks old at its Dorset supplier, ‘'Grange Daisy." Mark and Spencer apologised and vowed that its 40 UK dairy farms will be audited in the future to ensure that they met RSPCA Assured Requirements Tesco, which sells factory-farmed meat and non-free-range eggs, went from a middle to a worst ranking on animal testing in August 2019 after extending the deadline for animal testing for its own brand products.
· Politics
For the likely use of tax avoidance schemes, Marks and Spencer earns the lowest Ethical Customer ranking. According to Ethical Customer, Marks and Spencer has:
· A Hong Kong-based holding company with operations in Hong Kong, Macao, and Cambogia.
· Another Hong Kong-based holding company with Chinese branches.
· A Singapore-based holding firm with an Indian subsidiary
· Guernsey is home to six enterprises.
· Jersey has seven companies.
· Singapore has six companies.
Marks and Spencer had a tax policy that the company intended ‘’to manage our global tax affair in a manner that it is keeping with our long standby values and aligned to our shareholders interests and ensured that any tax planning is based on commercial business activity’’.
Tesco was discovered in 2019 to be using tax avoidance tactics, similar to Marks and Spencer. One in Hong Kong, one in Cyprus, one in Jersey, and one in Guernsey were among the company's tax haven subsidiaries. Tesco said its interests in Hong Kong and Cyprus were being forced to liquidate. The organisation continues to maintain two subsidiaries in tax havens with no clarification as to why.
Sustainability

One of the brands leading the charge for higher ethical standards on the high street has been Marks and Spencer. They have tried to address everything from low wages to animal care on the company's vast supply chain as part of their famous Plan A commitments.
But do their intentions fit their acts, or do they fall short of the ambitious expectations they have set for themselves? 
‘’Plan A is our way to help build a sustainable future by being a business that enables our customers to have a positive impact on wellbeing communities and the planet through all we do.’’(www.corporate.marksandspencer.com)
Marks and Spencer is a retailer based in the United Kingdom. Plan A was launched in 2007 as a ground-breaking corporate responsibility policy. As part of Marks and Spencer's agreed science-based target, the policy was revised in 2017 to include goals to make all Marks and Spencer packaging "widely recyclable" by 2022, halve food waste by 2025, and reduce operational emissions by 80% compared to 2007. Marks and Spencer's Plan A initiative brings together consumers and suppliers to fight climate change, minimise waste, use renewable raw materials, trade ethically, and help customers live healthier lives. (www.mylearning.org/stories)
Marks and Spencer expanded Plan A to 180 commitments in 2012, with the aim of becoming the world's most sustainable major retailer by 2015. The 180 commitments to sustainability are organised into seven pillars:
· Involving the customers
· Climate change
· Natural resources
· Fair partner
· Waste
· Health and wellbeing 
· Making the Plan A the ‘’way we do business’’. (Sustainability Reporting Examiner/2014)
 The Forever Fish movement began in 2011 with the aim of educating people about fish, cleaning British beaches, and protecting marine life. To achieve these goals, Spencer pledged to develop and run a School of Fish, as well as encourage its customers and employees to participate in the Great British Beach Clean twice a year, organised by the Marine Conservation Society (MCS); to invest over a million pounds in WWF projects that help manage UK fish stocks, such as cod, and protect important species such as dolphins and turtles; to enable people to make safe and sustainable choices by preserving high-quality, sustainable fish supplies and introducing new species such as Dab and Flounder.
Some of the achievements of Marks and Spencer until now are:
· The company consumes about 5500 tonnes of palm oil per year, accounting for less than 0.001% of global palm oil output.
· They collaborate with the Better Cotton Initiative (BCI), the World Wildlife Fund (WWF), and other organisations to promote sustainable cotton practises that benefit both farmers and the environment.
· The company stated that ensuring that suppliers pay employees a decent wage is a top priority, and that they have zero tolerance for issues such as modern slavery, child labour, sexism, and harassment. For participating in sustainable development programmes, the organisation earned a Fairtrade Premium.
· In 2012, they became the first large retailer to achieve carbon neutrality, with 100 percent of energy coming from renewable sources.
· [bookmark: _Toc32581733]In 2017, the organisation set a bold new science-based goal of reducing emissions by 90% by 2035, from a current level of 75%.

Tesco's responsible sourcing strategy relies heavily on certification. It provides their customers with the assurance that their products are manufactured in accordance with high moral, environmental, and animal welfare standards. Credible certification programmes are also a powerful way for them to solve issues that might be difficult to address elsewhere in our supply chains. (www.tescoplc.com)
On the other hand, from the selling of live turtles in China to the treatment of service providers, Tesco Plc has been the target of several campaigns during its business strategy. Tesco claims to be doing everything possible to support sustainability, so how do the company's ethics stack up? (www.ethicalconsumer.org)
Quality systems

The four stages of Quality Management system are:
· Quality monitoring testing of finished product
· Quality control testing the process to identify weak points and corrective measures.
· Quality assurance (QMS)
· Total quality management (TQM)
Models of Quality System

Quality Management System (QMS) by Edwards Deming.
Deming's concept is a device-based management theory paradigm that "represents a systematic approach to leadership and management," according to The W. Edwards Deming Institute..”( https://testingchange.com/2020/06/10/demings-theory-for-quality-improvemen) 
 The QMS consists of:
· Systematic approach
· Written plan: What/How
· What they have done to achieve quality
· How to maintain that quality or will achieve in the future
· A system ensuring fulfilment of customer expectation of quality.
· PDCA Model – Plan, Do, Check, Action
Prior to Brexit, the QMS system was related to European Union ISO (International Organization for Standardization) requirements; the system documents proof that the product/organization meets European standards. Following Brexit, the ISO was renamed British Standards. (appendices2)
Total Quality Management (TQM) by Walter A. Shewhart and Joseph Juran.
Total Quality Management (TQM) is all about the way of life in an organisation, according to Joseph Juran. To build a "subculture of greatness" and obtain a competitive edge, TQM aims to make managing outstanding the responsibility of all workers of an organisation. It ensures that uniform processes are in place for every aspect of a company, and that all workers are trained in how to complete each part of their job effectively and consistently. TQM aims to cover all aspects of a company's operations, from procurement and manufacturing to revenue and after-income provider provisions. Through doing so, businesses will reduce and correct errors at various points in the entire production and revenue system.
Maintaining quality is critical for businesses because it allows them to provide superior products and services. They must be aware of their customers' needs and expectations, and they must satisfy those needs and expectations. This is a means of achieving a strategic advantage. (www.bbc.co.uk/bitesize)
A few benefits of TQM for a business encompass:
· price reduction
· increased performance
· increased client delight
· reduced waste and mistakes
Some risks of TQM for a business consist of:
· the price of education.
· may be difficult and time consuming to introduce.
· all employees need to believe in TQM for it to achieve success. (see appendices 3)
Balance Scorecard Models (BSC) by Robert Kaplan and David Norton
BSC model is based on setting Targets and Measuring their achievements in four key areas:
· Financial-Profitability
· To promote sustainability and stability against competitors, financial resources are invested in quality at a financial value.
· Customer’s perspective-Long term relationship
· Quality plays a major role in the loyalty ladder; engaging consumers in quality can turn them into long-term customers or help them move up the loyalty ladder.
· Internal view: productivity.
· Method for eliminating waste and growing productivity.
· Innovation- creative teams.
· Instead of copying, use your imagination. (see appendices 4)
To achieve quality all this above must work in harmony. (www.toolshero.com)
Eight routes to poor quality
1. Focus on quality in the short term
2. Cost-cutting while tolerating high waste levels.
3. Consumers with a "take it or leave it" mentality will ruin the Customer Relationship Management system.
4. Treating employees as productive robots, which leads to dissatisfied employees.
5. Competing on price but not on quality. Customers want low prices with a quality component if they are to participate in the sustainability process.
6. Purchasing at the lowest possible cost
7. Resistant to change, but willing to change arbitrarily when compelled.
8. Macho management leads to crisis management.
Thompson and Martin (2010) stressed the importance of dedication to customers' offerings, quality, and continuous improvement. This attention to detail is crucial in providing clients with precise customer service. There is nothing more important to Marks & Spencer than their customers and providing a superior standard of service. Three items are promoted at the company: imagination, initiative, and a positive attitude. Mindset is one of the big detail innovations that Marks and Spencer instils in its employees, regardless of their qualifications or skills. "Marks and Spencer has accelerated in their product services, and it seems that they employ humans with the proper attitude that demands notable pride in delivering outstanding service," one of the customers commented. This type of mindset, when seen through the eyes of their employees, is what drives creativity and imagination. (www.testmyprep.com)
Most businesses, including Marks and Spencer, strive to continue to satisfy or fulfil their customers' needs. Over the years, Marks and Spencer has continuously produced and delivered high-quality goods to their customers. That is contemplated as they continue to dominate their industry and as clients are persuaded that everything, they accomplish is essentially a first-rate object. General Quality Management is a continuous process that requires the participation of everyone in the organization, from the CEO to the store clerks. For the company to continue to fulfil its obligations in the handling of grievances. Organizations with high standards and rewards must review their processes on a regular basis to find ways to develop in order to retain their market position, and most importantly, their achievement and competitiveness.
 Segmentation

This is the method of segmenting the consumer market into distinct categories based on shared characteristics. To sell goods based on consumer preferences, the business should adopt a customer segmentation strategy. Customer segmentation is the process of dividing the customer market into smaller categories based on common characteristics such as age, interests, gender, or educational attainment. The goal of breaking down the target market into smaller segments is to make the customer market more manageable.
Other segmentation goals include gaining a deeper understanding of customers' preferences and requirements, building a partnership with them, recognizing existing customers more easily, and creating various opportunities such as up-selling and cross-selling. The business profit would rise as a result of better market and customer base strategies., (www.bbc.co.uk/bitesize) (see appendices 5)
Another form of segmentation is Smart Segmentation, which is used in the online digital world and divides users into buyer and nonbuyer groups. The aim is to monetize advertisements for app users who do not purchase the app.
Markets have been segmented by ethnic, regional, psychographic, and behavioral segments at Marks and Spencer. The United Kingdom is their most important geographic segment, but they still have 337 stores in 41 other countries (www.marksandspencer.com). The agency has segmented the market geographically by building shops locally that can make it easier for consumers to shop, while maintaining a similar internal atmosphere with the help of a standard packaging structure, so that customers have an easier time shopping.
Targeting Customers

Marks & Spencer has struggled in recent years, with disappointing results and criticism from fashion critics. CEO Steve Rowe is eager to achieve a turnaround, with apparel sales growing for the first time in two years in the fourth quarter of 2016 and an intensive program of store rationalization underway. “There is lots more to do,” he said in January. “This is a self-help story. There are still lots that needs fixing. We are on a journey and the customer is starting to respond but we will stick to our knitting.”
important to the strategic plan is the organization’s wanting to apprehend and have interaction greater closely with customers. As Rowe placed it inside the organization’s ultra-modern annual document. The only time we have stumbled as an organization is when we have emerged as introverted, overpassed the purchaser or didn't preserve tempo with current dwelling. (Steve Rowe 2020)
Marks and Spencer have surveyed its consumer base and discovered that 44% of them are over the age of 50. It has also divided customers into three groups: ‘occasional,' ‘center,' and ‘pinnacle,' with the latter group consisting of emblem fans who frequent more than one hundred stores each year. It is crucial to improve customer loyalty and convert more of the "occasional" to "main" customers.
It will also increase online interest because targeted offers are only available via an app or on the website, and cardholders would earn points not only for purchases but also for providing reviews on the website. Rather than trading points for the same old loyalty gift cards, they can be saved to gain access to more appealing rewards. (www. internetretailing.net)
Loyalty Ladder

The Customer Loyalty Ladder is a scientific framework for classifying consumers into five distinct categories based on their level of contact with a brand. Customers may use the customer loyalty ladder to identify capable customers who can stay engaged with their company for a long time and remain loyal to their brand. ( www.mbaskool.com)
Sparks, a loyalty program launched in October 2015by Marks and Spencer, is at the heart of this strategy. On the release, executive director Patrick Bousquet-Chavannes said, "Customers tell us they want to ‘be a part of something special,' and that's precisely why Sparks is a membership." You are more than a customer as a member, and you will get the most out of M&S with personalized deals, priority access, and invitations to exclusive events. Sparks gained 4 million buyers in the first six months, and the ‘membership' has helped raise traffic to the M&S website, which rose from a median 6.5 million visits per week when it launched to eleven.5 million visits per week six months later. Although Sparks playing cards can be picked up in-store, customers would need a Marks and Spencer.com account to register the card and begin collecting. “As Marks and Spencer puts it,”
If Mark and Spencer do not increase the required approach, Sparks cards can jeopardize business development. Excessive classified ads may be a turn-off, and they can go unnoticed as garbage. Furthermore, clients may be insulted if they are uncomfortable disclosing personal details in order to benefit from the system's benefits. Other promotional campaigns suffer as a result of the Sparks card program's overuse. Problems arise in finding more customers who are willing to buy on a regular basis. As a result, consumers can refuse to make purchases unless a lower price or other reward is provided. If the average customer chooses this behavior, the company's long-term and bridging revenue will suffer. Since consumers may make assumptions about the value of brands based on price, Spark’s card schemes, when used ineffectively, may potentially decrease the value of the product or service provided. (www.ehow.co.uk)
Marketing Mix

Marks and Spencer have adopted a full-fledged marketing strategy and has partnered itself with any available method. To make its presence known, it has used both above-the-line and below-the-line tactics. The logo has carefully chosen its promotions and presented them in print, interactive, and visible mediums. Ad campaigns can be seen in magazines, newspapers, radio, television stations, billboards, and hoardings. The organization understands the importance of celebrity endorsements and has enlisted the support of celebrities such as Myleene Klass, Antonio Banderas, Lisa Snowdown, and John Sergeant to advertise its products over the years. Marks and Spencer have an in-store approach that allows them to sell their goods across their stores. The preferred advertising tool is the internet, which it heavily promotes through its own website. Product information, as well as promotional sports and related information, is updated daily on the website. Details about different discounts, deals, and rewards is also recognized first. ( www.marketing91.com)




Strengths of Marks and Spencer

· Well-experienced-For the past 130 years, Marks and Spencer have been in business. It is one of the most well-known retailers in the United Kingdom. Over the years, the organization has established a variety of major foreign partnerships.
· Recognized brand-Marks and Spencer has a reputation for delivering high-quality goods to its customers, according to ‘'Statista.". (www.statista.com)
· Multinational company- Marks and Spencer does not only have an on-line store but it also got an offline physical store in Europe, Asia, and the Middle East.
· Variety of products- The company ‘’Suppliers Management Section’’ shows that is has approximately 400 suppliers with 800 sites allocated in 44 countries worldwide. The brand offers 500 different types of prepared vegetables, salads, and fruits to its customers. (www.corporate.markandspencer.com)
· Famous Designer Brands- Marks and Spencer has given a place to a large member of famous brads at its stores. Some of them are North Coast, Autograph, Big& Tall, Blue Harbor, Indigo Collection, Portfolio, Classic and many more.

Weaknesses of Marks and Spencer

· Declining sales- According to a report by ‘’Wood’’ in 2019 the sale in some stores of Marks and Spencer was declining by the end of 2019. It was because of the poor supply chain system and the non-availability of products.
· Perception of public- There is a perception among the public that Marks and Spencer do not offer clothes to the young and teenagers.
· High cost due to manual processes- One of the major drawbacks of Marks and Spencer is the company heavily relies on manual operations. If the company adopt the latest tech than it would make the brand save time and cost becoming more efficient.

Conclusion

The company is still very strong and has a good reputation for providing quality goods, but the threat of competitors is real, according to the results of the swot analysis of Marks and Spencer. The management should segment the customers and continue to open stores that adapt to their specific needs. This is one way to proceed. ( www.martechadvisor.com)
Marks and Spencer's management team has realized that keeping current with trends, boosting trade with the energy of the era, staying up to date with customer preferences, and making feedback more valuable, simpler, and faster can all help the company turn around.
Here are a couple of their variation plan's initiatives:
· Digital is paramount-According to CEO Steve Rowe ‘’ Marks and Spencer in store technology and system have been historically underinvested and require improvement.’’ Digital transformation includes things like website optimization, better product imagery, simplified checkouts, and increased transportation proportion. They are both experts at making website navigation easier and providing customized analysis.
· Store feedback-Marks and Spencer is rethinking the store's voices in order to bring customers back in the driver's seat. Front-line workers who work with customers may be able to provide insight into their interests, pain points, and suggestions. The company specializes in cultivating a customer-focused subculture by developing a supportive environment with a strong emphasis on the clients.,
· Data analysis- Marks and Spencer plans to revamp its 'Sparks' loyalty program and create a single client information center; create comprehensive client profiles by integrating online customer data, Spark’s purchaser information, and Ocado online save data to provide better and more oriented customized shopping experiences for their clients and better management of customer data. Include clients and shop information as a decision pivot rather than internal consensus on hierarchy as a decision driver by investing in information analytics and virtual abilities to build client facts likes and accurate client insights. (www.lovemoney.com)
· Changing the price scales.
· [bookmark: _Toc32581735]Source shopping experiences from both in-store and online.
Recommendations

Focus on customer segmentation.

Customer segmentation has several benefits, including increased competition, new business opportunities, powerful brand strategies, a more attractive delivery strategy, and improved client retention (according to current market research, 75 percent of customers will return their purchase to the same brand where they had a fantastic experience. (www.research-methodology.net)
Improving the offer of clothing ranges

In April of last year, Marks & Spencer announced its overhaul plan in response to the coronavirus crisis, stating that it expected its clothing and home division to be "seriously limited" during the lockdown and to remain under pressure due to the expected gradual lifting of social distancing restrictions. It had already been grappling with years of poor performance in its clothing and domestic divisions but were looking to restructure the company to focus more on online sales. 
Marks and Spencer’s director of manufacturers Neil Harrison confirmed that as part of the new 'Never the Same Again' initiative, they are excited to be adding guests’ brands to MarksandSpencer.com in the spring as part of their plans to accelerate their online growth. As part of its plan to "turbocharge" growth, Marks & Spencer will add brands like Joules, Triumph, and Hobbs to its online offering. (www.irishtimes.com)
Online Store

Even though Marks and Spencer have an online store, the company is far behind its rivals in terms of market share, despite the fact that the company is old, experienced, and has a good brand image.
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