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Executive Summary 
The retail market of the United Kingdom consists of several retail giants Mark & Spencer is one of them. CRM is important for an organisation to hold a competitive market position by considering the preferences of the target customers. The company is developing its business strategy to cope up with the changing business environment. Mark & Spencer have introduced its new strategy named "Plan A" which concentrates more on People, Product and Planet. The three components of Plan A represent Economic, Social and Environmental sustainability of the company. The company changed its motto and business strategy which is different from the previous business strategy. The aspects of the new business plan will lead to a better future and more profit soon. 





















[bookmark: _Toc66731348]1.Introduction 
This report has been requested by the M&S marketing executive and delivered on 25.06.2021 by Monika Owczarzak. The recent increments of market competition carry the significant signature of holding excellent customer relationships. The report demonstrates the CRM deployment of Marks and Spencer to overview the customer management context of the company. The report investigates the CR experiences of M&S by comparing the CR context with Tesco. The quality models and theories encompass how M&S can improve CRM. The report sheds light on segmentation, targeting customers, loyalty ladder, and 7Ps marketing mix to justify the business aspects of Marks and Spencer. The strengths and weaknesses of the company are highlighted in this report that finds out the loopholes of M&S. The report focuses on the recommendation to improve the weaknesses of M&S so that the company can hold an authentic business context.      

2.0 Fandings
2.1 Organisational background 
M&S is the multinational retail company in the UK that sells home products, clothes, and food products. It was founded in 1884 by Thomas Spencer and Michael Marks. More than 80000 employees are working in Marks and Spencer. The revenue of the company is about 10181.9 million pounds. M&S expands in business in the international context and achieves success due to having an excellent CRM. M&S is continuously accessing the marketing factors that help the company to deploy more concise business strategies. The main stakeholders of M&S include Customers, employees, suppliers, government, business owner, departmental managers, and shareholders. The main business activities of M&S are to provide the retail items and consumer goods to the customers with the lowest possible prices. M&S provides different training sessions for the employees and design flexible budget system to meet the market requirements. 

2.2 CRM definition and CRM at Marks and Spencer
Definition of CRM- Customer relationship management (CRM) refers to the process of interaction management of the company with the existing and potential customers. CRM allows the company to successfully manage the customers by concentrating on their demands and necessities (Rahman, 2017). 
CRM deployment of Marks and Spencer- CRM brings positive organisational values and authentic business meaning for Marks and Spencer. CRM possesses a higher degree of customer support that helps the company to resolve customer issues (Rahman, 2017). M&S can increase positive organisational values by deploying CRM. The CRM of M&S concentrates on three aspects of CRM that are discussed below.   
Operational CRM system- Operational CRM system helps M&S to streamline the entire business process. The operational CRM system of M&S includes Service automation, Marketing automation, and sales automation. Sales automation in operational CRM helps M&S to automate the entire sales process. Marketing automation in operating CRM develops the effective channel selection context of Marks and Spencer (Taylor, 2019). The objectives of marketing automation are to point out the best process to offer services and retail products. Service automation concentrates on customer retention to provide the best quality of customer services and build a strong customer relationship. 
Analytical CRM system- Analytical CRM system is helpful for M&S to measure the best way to serve the customers. According to the analytical CRM system, the top management of M&S concentrates on data analysis context to apply the best CRM preferences. The sales executives of M&S increase sales and hold a competitive brand reputation in the competitive market through analytical CRM (Taylor, 2019). The support personnel of M&S to improve the customer support quality by developing the customer relationship and improving the CRM system of the company effectively. 
Collaborative CRM system- Collaborative CRM system enables M&S to share customer information for developing the customer base. Collaborative CRM system believes in strategic CRM that possesses a cooperative customer service context to fill the gaps in customer services. As an example, the feedback collection from the support team of M&S is useful for the marketing team of the company to deploy the targeted customers with specific ranges of products and services (al Habibi, 2019). The new customer base increases sales of Marks and Spencer.
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Figure 1: CRM 
Source: (Created by Author)

2.3 Benefit of CRM 
 1: Concentrate on similar organisational goals- M&S focus on the simultaneous team working by sharing information for holding a higher profit margin. Business losses can be justified by deploying a higher degree of collaborative CRM. It helps M&S to unite all teams to obtain similar organisational goals (al Habibi, 2019). The CRM system helps M&S to hold strong connectivity for protesting the company from Covid-19.  
 Customer base improvement- CRM system helps M&S to analyse customer data that is deploying from different touchpoints. The CRM system in M&S helps the market analyst of the company to get a better overview of the current status of the company (Le Thuy, and Oe, 2020). The customer base understanding is the prime concern of M&S to deal with the difficult business situation. 
 Focus on the operational life cycle- The main purpose of the CRM system in M&S is to concentrate on the operational life cycle of the company. The CRM system in Marks and Spencer is to generate a higher degree of operating leads, convert the leads into contacts, capture the required customer details (Le Thuy, and Oe, 2020). 
2.4 Disadvantage of CRM 
Necessities of the experienced workforce- The management of M&S needs to appoint the experienced workforce to successfully operate the mentioned CRM systems. It increases the overall costing factors that adversely impact the brand reputation of the company (Madhani, 2019). The training is necessary to uplift the quality of the appointed employees for deploying a higher degree of customer services (Tarasanski, 2017). The adaptation of new frameworks is necessary to hold the authentic working context that increases the operating costs. 
Loss of customers- M&S loss the customers if their data are not recorded properly. The loss of customer data signifies the ineffective database management system. The ineffective DBMS possesses security risks that can leak valuable customer information (Tarasanski, 2017). Marks and Spencer face criticism if the information of the customers is not recorded properly. 
2.5 CR experiences of Marks and Spencer
The sale is considered as a competitive ecosystem where everyone tries to overcome the others. The employees try their best to sell the organisational product to the customers. The employees' workability depends on workplace motivation and organisational management (Walsh et al., 2021). Ethical behaviour is fulfilling a daily target to satisfy the customer and serve them their needs.
Loyalty and credibility: An organisation should be loyal to its customers. The loyalty of an organisation helps to build a sustainable relationship with the customers. The selling of a product should come in the second priority and building customer relationships should be the first. A happy customer always brings more customers which increase the overall sales (Walsh et al., 2021). Employees should interact with the customers while looking at their eyes which portray trustworthiness.
Accountable for every deed: An organisation should always consider its selling and product issues truthfully. Not taking responsibility for their faults can jeopardize the organisation’s image and future sales. In the case of online selling, an organisation should make sure about on-time delivery which builds up customer trust (Fernandes and Coutinho, 2017, June).
Information clearance: Whenever an organisation sells a product to the customer then it should share information. The transparency while selling anything builds the trustable relationship between the company and the customer. An organisation should have the answer to every possible question regarding every sellable product (Fernandes and Coutinho, 2017, June). In online selling where the customer buys a product without touching it, the information transparency helps a lot for the organisation’s trustworthiness.
Competitive comparison: In the competitive market every organisation should evaluate its brand position and selling capability. They need to assess their organisational features to compare the company position with the competitors (Madhani, 2019). Employees should tell the good things about the company instead of telling the bad about their competitors.
Solving customer issues: In sales, customer issues are a very common thing. Organisations should consider every customer issue and resolve those for maintaining the trust and customer relationship (Sheveleva, 2018). Employees should check the quality of products before selling products to the customer.
Organisational commitments: Organisational commitment is one of the major aspects of organisational trustworthiness. Based on the brand value and brand position, customers trust organisational commitments. An organisation should keep its commitments while serving the customers.
Setting an example for other organisations: In the highly dense and competitive market, an organisation should set an example for other companies in terms of serving, selling and keeping commitments (Sheveleva, 2018). When an organisation creates an example for other companies it pushes up the company’s market position.

2.6 Ethic
Marks & Spencer and TESCO Ethical and Sustainability Policy comparison
	Ethical Policy
	Marks & Spencer
	TESCO

	People
	Mark & Spencer is one of the largest multinational retailer companies based in the UK. The company rated ‘Good’ in the labour rating segment. The SEDEX member ethical trade audit certified Marks & Spencer (Spencer, 2019). The company is a pioneer in abolishing modern slavery from the workplace in the UK. Besides that, the company is operating its business in some oppressive regime countries like Libya, Saudi Arabia, Philippines etc.
	TESCO is one of the retail giants in the UK. In 2019 TESCO rated best in managing the supply chain globally (Tesco.com, 2021). During the same year, an organisation called Ethical Consumer found that one of the product suppliers of TESCO was using modern slavery policies.

	Environment
	The organisation Ethical Consumer rated M&S as best in the environmental policy section. The company does not use the harmful component called triclosan in own-brand products (Spencer, 2019). The company also does not use parabens and phthalates in personal care items.
	In 2019, TESCO rated the lowest in the environmental policy segment. The company was found using toxic chemical components in the manufacturing of electronic products (Tesco.com, 2021). In 2020, TESCO officially announced that the company is banning the use of phthalates from the clothing segment.

	Animals
	M&S scored high in the animal ethics and welfare section by BBFAW (Business benchmark on farm animal welfare). The company faced a supply chain issue in 2016 as one of the dairy product suppliers broke animal welfare ethics (Walsh et al., 2021). The company promised to meet the RSPCA standards in its future productions.
	TESCO used to sell non-free-range eggs and factory-farmed meat. In 2019 the company reduced its animal testing which led to its worst rating in the animal ethical policy. The company started selling third-party meats which are more trustworthy than TESCO’s produced meat (Peeroo, 2019).

	Political
	M&S has faced several issues for its tax avoidance schemes. Not only M&S its shareholders in Hong Kong, Jersey, India, Singapore and Guernsey found to avoid taxes. The company stated that they were intending to manage their global tax while working with their subsidiaries (Walsh et al., 2021).
	TESCO has several internal political issues in the top management section. TESCO was found to avoid tax in 2019. TESCO was using its subsidiaries in Cyprus, Hong Kong, Jersey and Guernsey to avoid tax (Peeroo, 2019).



Triple Bottom Line of Marks and Spencer
The triple bottom line consists of three components which are economic, environmental and social. M&S is one of the largest multinational retail stores based in the United Kingdom. The company sells food, clothing and household goods. The company holds 12% of the UK’s clothing market. The company has 2000 suppliers’ worldwide and nearly 80000 employees (Abdullah et al., 2018, January). The company has introduced its Plan A for a sustainable future. M&S has designed five pillars for developing its business. The five pillars are climate change, sustainable products, waste management, health and fair partner. The company first took a step for initiating its Plan A by opening two sustainable stores in 2011 in Ecclesall Road and Sheffield Store. The company made a contract with several green organisations like Forum for the future, The carbon trust, WWF-UK and Oxfam to achieve the sustainable business plan and maintain its five business pillars (Abdullah et al., 2018, January).
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Figure 2: Triple Bottom Line
Source: (Created by Author)

The company is trying to embody zero carbon emission while constructing its stores and offices. Besides that, it is manufacturing products by using 100% recyclable materials (Blaser, 2017). The operational cost of the stores in Ecclesall Road and Sheffield is 6 to 7% lesser than other stores in several countries and the UK. The company is working on its Plan A for a better sustainable future.
2.7 Quality
 Models and theories to improve CRM 
Definition of quality- Quality demonstrates the features and characteristics of the products and services (Androniceanu, 2017). It bears on the ability of the quality managers to satisfy the necessities of the customers. Quality refers to the inherent and distinguishing features that indicate the degree and grade of excellence (Blaser, 2017). Quality deploys the degree to which the entity such as product, process, and service satisfies the particular set of requirements. Quality holds the captivity of M&S to compete with its core competitors such as Tesco and Sainsbury. As an example, Marks and Spencer can engage new business plans A- People, Planet, and Products. M&S can hold great business value after Covid-19 situation by holding the quality of the products and services. 
Describe quality monitoring, control, and assurance- Quality monitoring fosters the quality consciousness in the employees and deploys a higher degree of customer satisfaction. Quality monitoring holds customer satisfaction. Customer behaviour is changing with the deployment of new technology and time (Androniceanu, 2017). Hence, the management of the company needs to focus on the satisfaction of the customers to hold a competitive business reputation. Quality control refers to the process that helps the company to seek the best product quality maintenance (Ren et al., 2017). Quality control develops testing of units and R&D deployment of the operating context. The key performance indicator can be analysed by the quality control that helps the company to justify the individual performance and organisational business context (Ren et al., 2017). KPIs improve the employee and team collaboration of the company to develop customer service. Quality assurance refers to the process to prevent mistakes and operating defects to hold authentic product and service quality. Quality assurance is used by Marks and Spencer to concentrate on product qualities. Quality assurance helps M&S to avoid issues while delivering the services and products to the customers. M&S can share the customer data among different business units including the marketing team, sales team, technical team, and support team through quality assurance. It ensures to set better operating standards and acquire a new customer base that helps the company to effectively handle the existing customers (Cruz et al., 2019, June). Quality assurance invites extensive CRM coordination that deploys the customer information and it ensures that there arise no conflicts in customer satisfaction. 
Comparison of various quality theories- Quality theories help the company to use all customer information for improving the customer service quality and customer trust for achieving loyalty and acquiring new customer base. The quality theories and models are important for M&S to concentrate on customer issues and difficulties that are faced by the company to find out the best solutions (Cruz et al., 2019, June). Different quality theories have a significant impact on the overall operating context of the company. These are described below. 
Dromey model- According to Dromey model, the product evaluation is different and the dynamic idea is necessary to hold the reputed business context. The Dromey model helps the company to deploy different qualitative assessments on different systems. This model is helpful to realise the relationship between CRM and quality demonstration (Povorina et al., 2017). As an example, M&S concentrates on new delivery partners in the form of Ocado. M&S can concentrate on both high-level and subordinate attributes to hold the quality of services. Marks and Spencer invested 750 million pounds with 50% of Ocado’s share to hold the quality of the services and products. It helps the company to hold the continuous commitment to the planet of business plan A. This quality theory helps the top management of M&S to illustrate better decisions, and marketing executives to realise the marketing campaign effectiveness. 
Deming’s Theory- According to Deming's theory, quality refers to the consequences of work efforts over the entire costs. Deming’s theory rests on the quality system of the organisation to support new business plans. According to this theory, the company needs to create an equilibrium context between cost and quality (Blaser, 2017). As an example, M&S concentrates on system appreciation that helps the CEO to open 1463 branches in different locations. It concentrates on the human virtues that help M&S to justify customer behaviour. As an example, The CEO of M&S concentrates on the new business strategy to cope up with the changes in customer preferences and recent shopping experiences (Marksandspencer.com, 2021). The market share of Marks and Spencer can be improved by developing the customer base. CRM analyses the interactions with previous, existing, and potential customers. It helps M&S to analyse the operating life cycle and improves customer services.   

2.8 Segmentation
Customer segmentation refers to the process of categorising customers into different groups based on common attributes. Segmentation helps the management of M&S to market each group properly. Segmentation is done based on geographics, demographics, psychographics, and behavioural (Dibb, 2017). Segmentation is demonstrated below. 

	Segmentation 
Company name- Marks and Spencer 
Performed by- Marketing research department 

	Segmentation 
	Preferences 

	Geographics
	Country- UK
City- London 
Population- 89.8 lakhs  
Language- English 

	Demographics
	Age- 18 years to 60 years
Gender- Both male and female 
Income- 50000 pounds to 100000 pounds 
Social status- Both medium and higher class. 

	Psychographics
	Lifestyle- Medium to rich. 
Value- Traditional norms and higher ethical scenes. 
Attitude- Positive attitude towards the products of Marks and Spencer (Dibb, 2017).  
Personality- Conscientiousness, openness, and agreeableness. 

	Behavioural
	Buyer engagement- Average85% buyer engagement 
User status- Active. 
Intend- Higher intend to purchase products from Marks and Spencer. 
Purchase- Most of the customers purchases retail items and house appliances from Marks and Spencer (Dibb, 2017). 
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Figure 3: Segmentation 
Source: (Created by Author)

Targeting customers
The target customers help Marks and Spencer to increase the activities of CRM. The marketing analysts of the company concentrate on customer profiling to treat each customer as an individual. It helps the management to hold an authentic working context for the company (Lessmann et al., 2019). 


Loyalty ladder
The loyalty ladder refers to the relationship marketing formula for M&S that concentrates on the customers gradually. It uplifts the relationship level with the customers by starting at the prospects and ends up with advocates (Researchgate.net, 2021). The objective of the relationship marketer is to help customers for deploying the higher level of the ladders. It has five stages that are given below. 
· Prospect- Prospect is the lower stage of the loyalty ladder that indicates likely future purchaser. This stage indicates that the customers intended to purchase the products from Marks and Spencer but they did not purchase yet (Researchgate.net, 2021).  
· Customer- Customer is the second stage of the loyalty ladder that indicates the purchasers who purchase products for the first time. Customer satisfaction is needed to deploy by M&S to make them clients.  
· Client- Client is the third stage of the loyalty ladder that indicates that the purchasers are satisfied with the products of Marks and Spencer. Their repetitive purchases from the company help the management to hold the sustainable profit margin (Researchgate.net, 2021).  
· Supporter- Supporter is the fourth stage of the loyalty ladder that indicates that the clients try new products from Marks and Spencer. The supporters passively support the growth of the company by purchasing new product lines (Rahman, 2017).  
· Advocate- Advocate is the highest stage of the loyalty ladder that indicates M&S reaches the highest loyal positions. The achievement of loyal brand champion texture helps the company to hold the competitive market position (Rahman, 2017). 
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Figure 4: Loyalty ladder
Source: (Researchgate.net, 2021)


Marketing mix
Marketing mix refers to the important marketing tools that help M&S to hold the competitive market position. The marketing mix helps M&S to meet the business goals. 7Ps marketing mix is given below. 
People- Marks and Spencer has over 1463 stores in more than 50 countries. The employee strength of M&S is about 80000. Marks and Spencer pays attention to the development of the employees (Taylor, 2019). M&S follows the competitive payment policy for retaining the employees.
Place- More than 850 stores of Marks and Spencer are existed in the UK. The management of the company concentrates on the business expansion in Spain, Turkey, Ireland, Hungary, and Finland. M&S develops its website from where the clients purchase products (Taylor, 2019). 
Product- The product portfolio of Marks and Spencer is huge that holds the authentic market values. M&S concentrates on all age groups including men, women, and kids. As an example, the women's clothes section includes skirts, tops, jeans, and traditional clothes. The men's clothes section includes T-shirts, men jeans, shirts, and traditional wears. The kid's clothes section includes pyjama, shirts, coat, pants, and traditional children's clothes (Pistol and Bucea-Manea, 2017, July).    
Promotion- Marks and Spencer concentrates on ‘Never the same again’ advertisement slogan to hold the brand uniqueness. M&S emphasises to deploy an identical message on all communication mediums (Taylor, 2019). M&S uses TV advertisement, print media, mobile advertisement, and social media campaigns to promote products. 
Price- Marks & Spencer concentrates on the competitive pricing strategy to set the product prices. M&S also maintains the dynamic pricing strategy for the seasonal context. The company offers up to 20% discounts on the products for attaining more customers (Loo and Leung, 2018). 
Physical evidence- Marks & Spencer has its website and it develops the website designing to attain more customers. The management of the company concentrates on the short product description with its attractive picture on the official website (Loo and Leung, 2018). The offline stores of M&S are divided into three sections for women, men, and children.
Process- The business attributes of Marks & Spencer are divided into several floors that separate different sections. The first floor of M&S is for the clothing sections for women, men and children. The second floor of M&S is for furniture and gift sections. The third floor of M&S is for food codes and other home accessories (Marksandspencer.com, 2021). Customers who have M&S loyalty cards can purchase online products with more rewards.  
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Figure 5: 7Ps marketing mix
[bookmark: _46x97o838byf]Source: (Created by Author)

[bookmark: _Toc66731350]3. Conclusion
Mark-and-Spencer is one of the leading retail stores operating in the UK. It has a lot of strengths to survive the huge competition in the selling industry. Besides, M&S has few weaknesses which can lead to huge losses in the future. The strengths and weaknesses of this company are mentioned in this section. Marks & Spencer comes under the top retail businesses in the UK. The company revenue in the 2020 financial year is 10,181.9 million pounds which is the highest among the UK based retails companies. At the end of the 2020 financial year, the M&S generated nearly 10.2 billion pounds from the UK stores and other international stores (Marksandspencer.com, 2021). The UK population likes to shop from the Marks and Spencer stores more than any other stores in the UK. The high brand value and trust among the customers make the company separated in this competitive market.
Product Variety: Marks&Spencer has several products ranging from clothing to food to the households products. The wide product variety attracts more customers in the company outlets. The company sells every type of meat and dairy products for different types of customers. More than 2000 worldwide suppliers make the company sell a huge range of products according to customer needs (Pistol and Bucea-Manea, 2017, July).
Company Outlets: The Marks&Spencer has more than 1500 stores over 62 international markets. The huge numbers of stores in different countries make the company outlets more accessible for the customers (Pistol and Bucea-Manea, 2017, July).
Designer Brand: The clothing and household product revenue of Marks&Spencer is 3.2 billion pounds. The company has large loyal customer bases that trust the company for a variety of designer clothes (Mkansi and Nsakanda, 2019). Marks&Spencer is incorporating several established clothing brands with them for reaching to more new customers.
Weaknesses of Marks and Spencer
Manual processing: the Company Marks and Spencer rely more on manual processing than digital processing. The manual operation in the stores increases the operational cost of the company. It also delays the organisational operation (Mkansi and Nsakanda, 2019). The company is incorporating several new brands with it which requires fast processing and operation. The delay in the workplace due to the manual operation is decreasing the organisational efficiency in the competitive market.
Public Perception: In this competitive market every organisation needs to attract every type of customer to increase its sales. The population of the UK has a perception that M&S clothes are non-trendy and those are not suitable for teenagers. Nearly 20% of the population of the UK consists of people aged 10 to 30 years (Marksandspencer.com, 2021). The perception of the UK population regarding M&S clothing is decreasing its sales.
Sale Declination and Poor Product Supply: The 2019 report of Wood mentioned that some M&S stores are facing a sharp decline in product selling (Marksandspencer.com, 2021). The reason behind the sale decline is the poor product supply chain. The company faced the same issue in 2017 for not satisfying the customer demand during the Christmas season.

[bookmark: _Toc66731351]4. Recommendation
Recommendation 1 (Incorporation of new Technologies): One of the leading retail stores in the UK is Marks and Spencer. The company offers a wide range of products to its customers. It sells clothes, household products and food in different specific stores. The company needs a fast processing unit to sell its products and meet new customers in every store. Although the company has more than 78,000 employees still its processing speed is getting low compared to its customers. The company needs new technologies to process its organisational operation and sell faster than the present time. Marks and Spencer should invest more in new technologies than hiring new employees.

Recommendation 2 (Changing public perception): It is a common perception in the UK that Marks & Spencer sells clothing products only for the elderly perception. The company needs to change the perception of future business. Once a wrong perception about a company starts spreading it gets difficult to stop the spread and get back the past sale. Although Marks & Spencer incorporated various clothing brands like Indigo collection, Blue Harbour, Collezione, Limited Collection, Portfolio, etc. still it needs to collaborate with more brands which are popular among the teenage and young population. 
Recommendation 3 (Reduction of operational cost): In this competitive market cost reduction is one of the biggest challenges. Marks & Spencer needs to cut its operational cost for more profit which will lead to more capital for future investment. The manual organisational operation requires huge money. Mark & Spencer needs to invest more in technology which will reduce the operational cost. Besides the incorporation of new technologies, the company needs to manage the transportation cost. The reduction in shipping cost decreases the product price which makes products more affordable for the customers.
Recommendation 4 (Strengthening the supply chain): Mark & Spencer operate its business in 62 international markets with over 1500 stores. The company needs a strong supply chain of clothes, household products and foods to reach customer demand. The company has 2000 suppliers worldwide still it is facing several issues to satisfy customer demand. In 2017 during the Christmas season, the company failed to reach the customer demand which led to huge losses in that financial year. The same thing took place in 2019 due to poor supply chain management. Marks & Spencer needs to increase its worldwide suppliers to manage its supply chain.
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