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1.Introduction
· Compiled by Vladimir Kostadinov - Marketing officer of Marks & Spencer.
· Requested by the CEO of Marks & Spencer Steve Rowe.
· Date of request – 01/02/2021
· Date of publishing – 19/03/2021
The aim of the report is to outline the strengths and limitations of Marks and Spencer's CRM framework, as well as to explore the areas that support it, such as Ethics, Sustainability, Quality, and Segmentation. In addition, the report will include a conclusion and make recommendations. This report's analysis approach is secondary, and the sources include textbooks, journals, and websites.
2.Finding’s
2.1. M & S background 
The Marks & Spencer Group was founded on September 28, 1884 in Leeds by Michael Marks and Thomas Spencer, and is headquartered in London, United Kingdom. Today with nearly 300 company-owned Marks & Spencer (M&S) stores in its home market, Marks and Spencer p.l.c. is the largest retailer in the United Kingdom. Clothing, accessories, toys, home furnishings, and food are all sold in the stores, with many of the items being sold under M&S's private-label St Michael brand. Nearly 100 additional Marks & Spencer stores are owned and operated by the corporation in Europe, Hong Kong, and Canada, and 85 Marks & Spencer stores are franchised in Europe and the rest of the world. Brooks Brothers, a men's clothing chain with over 170 locations in the United States and Japan, is now owned by Marks and Spencer. Marks and Spencer Financial Services provides credit cards, personal loans, life insurance, and savings, retirement, and pension plans to its clients. Outside of the United States, Marks and Spencer generates about 17% of its sales. 75.5 thousand staff work in the company's shops and companies. Customers, staff, suppliers, and the owners are the most important stakeholders for M&S. Schroder Investment Management Limited, the company's biggest shareholder, owns 8.1 percent of the company. The second and third largest shareholders, on the other hand, own about 7.9% and 5.9% of the company, respectively. 16% of Marks and Spencer Group is owned by the public, with private companies holding 3.3 percent of the company's stock. Marks & Spencer had a 3.1 percent share of the UK grocery market in the 12-week timeframe leading up to April 18, 2020, a drop of around 0.2 percentage points from 2017. Marks & Spencer made a total of 10.2 billion British pounds in revenue, with the bulk of it coming from food sales in the UK with just a small amount coming from overseas operations and franchises. In 2020, the company began working with online retailer Ocado to deliver grocery items over the internet. Meanwhile, for the past nine fiscal years, its apparel and home revenue has been declining. In 2017, department store retail sales in the United Kingdom totalled 34.5 billion British pounds, with John Lewis controlling a quarter of the market, followed by Marks & Spencer with 23.3 percent.
2.2.CRM
“CRM stands for “Customer Relationship Management” and refers to all strategies, techniques, tools, and technologies used by enterprises for developing, retaining and acquiring customers.”
2.2.1. Benefits to the organisation and customers.
Customer relationship management (CRM) is an innovation that permits organizations both large and small to coordinate, automate, and synchronize each aspect of client interaction. CRM framework models incorporate promoting, deals, client service, and support. Most CRM stages include organizations breaking down client associations and improving the client relationship. Customer relationship management (CRM) is the blend of practices, systems, and advancements that organizations use to oversee and examine client connections and information all through the client lifecycle. The objective is to improve client support relationships and aid client maintenance and drive sales and deals development. CRM frameworks order client information across various stations, or resources, between the client and the organization, which could incorporate the organization's online platforms, phone, live chat, direct mail, advertising materials, and informal communities. CRM frameworks can likewise give client confronting staff members detailed information on clients' personal data, buy history, purchasing inclinations, and concerns.
This is a methodology that has functioned well for Marks and Spencer (M&S), the retailer. As indicated by a YouGov review, commissioned by the marketing agency Baber Smith, M&S keeps on being Britain's most confided-in retailer for the second year straight; what produces such trust has been distinguished as having a decent reputation. A big part of their success is down to a predictable own-name item range – and not a more established, working class market fragment. M&S has become a market chief in semi-arranged, own-image dishes that have been upheld through prominent 'over the line' TV commercials. This implies the nonsensical insight that 'own-image rises to sub-par' has been separated, expanding their standing and along these lines boosting trust. Besides, all retailers have direct contact with their clients and can utilize the board data frameworks, utilizing information from loyalty cards and direct feedback, to coordinate their novel item improvement to purchaser needs. Subsequently, own-brand labels have gotten separated by taking advantage of unfulfilled specialties – something Woolworths failed to do. Presently there is no reason for building trust on the off chance that it is not misused (while promoting should increase the client's experience, this, questionably, should be done beneficially). As indicated by a similar YouGov survey, 26% of respondents said the financial area – banks, building social orders and assets – would be no greater, or much more dreadful at caring for their money than stores, which have expanded into financial administrations. Subsequently, M&S's formidable reputation may help their diversification strategy and, in this manner, defeat the marking issues of food associations when entering financial administrations, where trust among buyers is imperative. Even a large part of the accomplishment of M&S Money and Insurance could be credited to the weak PR among the financial area, powerful CRM implies clients of own-mark food sources are bound to attempt other own-image administrations. Eventually, the central objective is accomplished: expanded deals income.




2.2.2. Dis-advantages to the organisation and customers.
Problems with CRM implementation can trigger key issues for any company or organization. Cost is one of the most significant obstacles to CRM implementation. There are hundreds of software choices to choose from, as well as a range of pricing plans. To determine the actual cost of CRM software, the company must consider the overall cost of ownership, which includes software subscription or purchase fees, premium updates, personalized marketing or reporting features, and more. Other factors that can influence overall costs include data migration and consistency, as well as converting business operations. Setting a reasonable budget for a CRM project requires thorough preparation and evaluation of any potentially hidden costs. Any CRM development plan may be hampered by poor leadership. Management should set an example by assigning their team the task of always finding a better solution and pushing for customer attention on any project. People inside the company's lack of commitment or resistance to cultural change may cause major problems with CRM implementation. If everyone in the company is dedicated to seeing their operations through the eyes of their customers, customer relationships will break down, resulting in revenue loss.
2.3. Ethical behaviour
 “The term “ethical behaviour” refers to how an organization ensures that all its decisions, actions, and stakeholder interactions conform to the organization’s moral and professional principles. These principles should support all applicable laws and regulations and are the foundation for the organization’s culture and values.”
2.3.1. Benefits to the organisation and customers from the use of ethical policies and practice
Honesty, justice, fairness, and several other positive qualities are all examples of ethical conduct. Those who make choices with the best interests of others in mind are behaving ethically. In the workplace, there could be a code of conduct that is essential to be followed by all employees. Employee perceptions of an organization's ethical behaviour can lead to positive outcomes and better business results. Employee efficiency, work satisfaction, organizational engagement, confidence, and organizational citizenship behaviours can all benefit from a positive view of ethical behaviour. Obedience to corporate policies, constructive communication, accepting responsibility, transparency, professionalism, confidence, and shared respect for co-workers are all examples of ethical workplace behaviours. 


The company's core values of Innovation, Inspiration, Integrity, and In Touch are firmly held by Mark & Spencer. These principles, according to the company, are the cornerstone to a good partnership, cooperation, and service with their clients, suppliers, and colleagues around the enterprise, and they underpin their customers' logo "Enhancing lives, Every day." The company values the loyalty and confidence of their customers and always welcome their feedback. Mark & Spencer believes it is critical to build a welcoming atmosphere in which any company member or employee can express concerns or ask questions without fear of disciplinary action or suspension. The Audit Committee examines the procedures by which workers can raise complaints about potential improper conduct inside the company in confidence and receive an independent investigation and adequate follow-up. At least once a year, the head of Internal Audit and Risk reports all investigative findings to the Audit Committee. Mark & Spencer assumes responsibility for compliance with relevant laws and regulations in all countries where the company operates to uphold the company's image and values in all its activities and operations. Relationship and collaboration with suppliers and third parties is based on high ethical standards of honesty and integrity. The company's key aim is to excite and encourage its customers, which requires continuous development and a desire to do the right thing by constantly listening and acting thoughtfully. Mark & Spencer has a zero-tolerance policy when it comes to accepting or offering bribes or illegal payments of some sort.
Marks & Spencer is one of the most well-known labels in the United Kingdom, having been a fixture on the high street for over a century. The company offers plus size, maternity, and petite options to appeal to a wide variety of customers. Marks & Spencer has published "Plan A," a study that reaffirms the company's dedication to global social and environmental concerns such as animals, the climate, and their employees. The emphasis on high-quality, long-lasting goods demonstrates Marks & Spencer's contribution to the environment. Company uses eco-friendly fabrics such as recycled nylons, recycled polyesters, and organic cotton, as do several other companies leading sustainability in the apparel industry. Customers may also engage in a recycling scheme. M&S has set a deadline of 2020 to remove all toxic chemicals from its manufacturing network. They have also shown their dedication to the environment by introducing water conservation measures. M&S considers plastic to be a last resort and has promised to design plastic out and substitute it with environmentally friendly alternatives in the future, with the goal of removing 1,000 tons of plastic in the next year! M&S has also made the decision to stop using fur, angora, and other exotic animal skins!

2.3.2. Dis-advantages to the organisation and customers of ethical policy and practice.
The most significant disadvantage of business ethics is that it can limit a company's ability to maximize profit. Having factories in developing countries, for example, can save money. This is because businesses can engage in practices such as child Labor and low wages to maximize profits. The rise of online consumer activism has increased scrutiny of business activities, and consumers are becoming more concerned about the sourcing of their products and the conditions under which they are produced. This is putting more pressure on so-called "safe sourcing." Some of the claimed disadvantages of ethical business include sourcing from Fairtrade suppliers rather than the cheapest; ethical policy training and communication; risk of creating unrealistic expectations. Not all company’s products are environmentally friendly, and they must set strict targets for embodied water. SEDEX Members Ethical Trade Audit, which examines basic human rights in corporate practices and global supply chains, has accredited the brand. M&S is on a mission to eradicate modern slavery, human trafficking, and other forms of prejudice from their operations. However, the brand continues to operate in some high-risk Asian countries. The brand uses leather, down, and cashmere without disclosing where they come from. They do, however, use wool in accordance with the Responsible Wool Norm.
TESCO - example of ethical behaviour policies and practices
Tesco is focused on understanding people – consumers, colleague, and societies – and what matters to them, and then attempting to improve those things. It is about listening to people and communicating with them using all the resources – from Clubcard data to social media – and then acting to meet their needs by adapting and innovating. Tesco's reputation depends on its employees looking after their co-workers and partners in an atmosphere of confidence and respect. Colleagues who are respected and praised for the work they do together, who could advance, and who are encouraged in their growth as they progress through their careers in the organization, are more likely to go beyond for customers. But Tesco’s ethics are constantly put in doubt as the company has been the target of many campaigns over its approach to business. According to the report by Ethical Consumer, one of Tesco's suppliers was found using slave Labor during a three-year police investigation. This culminated in the UK's largest ever modern slavery ring, with some of its 400 victims employed on plantations, waste processing centres, and poultry factories for as little as 50p a day. Despite its extensive line of own-brand electronics, the firm had no policy on conflict minerals in 2019. There are minerals extracted in regions where there is armed conflict and human rights violations, such as the Democratic Republic of Congo's eastern provinces. Any business that produces electronics must have a policy in place on the procurement of conflict minerals. Tesco made a commitment to zero hazardous chemical discharge by 2020, but this did not include electronics; only agriculture, textiles, and leather were included. Tesco F&F apparel was "committed to upholding current bans on Phthalates – used in many plastics as plasticisers and flame retardants," according to a statement released in June 2018. Phthalates have been prohibited and limited in the United States and EU in certain ways and uses. Tesco sells factory-farmed meat and eggs that are not free-range. Furthermore, the company's animal testing score fell from a middle to a worst ranking in August 2019 after they scrapped their set cut-off date for animal testing on its own brand items. Tesco also sold other branded goods from companies that continued to research on animals. Several shareholder groups expressed concern in 2015 after Tesco's remuneration report showed that the firm paid chief executive Dave Lewis £4.13 million in compensation and salary for his first six months on the job, as well as a £1.2 million payment to his predecessor who oversaw diving sales and profits.




2.4. Sustainability
“Sustainability is about setting reasonable business goals and working towards them right along.” “The concept of sustainability comes with three pillars: economic, social, and environmental (also known as the three Ps: profit, people, and planet). Its focus is to meet the needs of today without blowing future generations' chances to meet their needs tomorrow.”
2.4.1. Benefits to M & S of sustainable policies and practices.
M&S is dedicated to building long-term value for its shareholders and improving people lives every day through its high-quality, own-brand food, clothes, and home products sold around the world. Plan A was launched in 2007 to support the company's unique business model and prepare for the future, when sustainability will be determined by the ability to offer excellent goods and services in a world that is becoming increasingly resource limited and undergoing social change. Plan A is a multi-year sustainability transition plan that has been revised many times (2010, 2014, and 2017) to reflect the company's business evolution as well as the risks and opportunities that social and environmental concerns present. The company transformation program aims to return M&S to profitable, long-term growth while also providing long-term value to all stakeholders. In 2019/20, the priority has been to adapt Plan A to represent the company's new operating model and to integrate the program into the core strategy rather than running in parallel with operations. The Plan A system brings together individual business unit initiatives into a shared initiative to reach consumers and allow organization members to report on results at the Group level, which is central to the M&S brand. M&S's CEO is responsible for sustainability, and the company's managing directors will oversee creating new performance indicators to promote behavioural improvement and ensure the company's long-term viability. The Executive Committee, as M&S's senior leadership team in charge of the business's day-to-day activities, will be responsible for the whole program, as well as adherence to M&S policies and regulations, to help accelerate progress and a more prosperous future for M&S. Many Plan A issues are too big or complicated, which is why collaboration is essential. External partners of the organization have also offered solutions, increased awareness of problems, and inspired customers. For example, Oxfam assisted with clothing reuse and recycling, while WWF partnered on water, cotton, and other environmental issues.
M&S has made its manufacturing processes and goods more competitive by using less carrier bags (1.7 billion bags saved in five years) and less packaging (26 percent less by weight). The supply chain has completed over 12 million hours of training and education, including health care and job rights; all wild fish sold at M&S comes from the most sustainable sources available; and 257 M&S goods now use certified sustainable palm oil. Customers who shopped – donated an unwanted piece of clothing while purchasing a new one to be re-used, re-sold, or recycled by Oxfam – and customers who participated in last month's Big Beach clean-up are among those who have participated in Plan A activities. Plan A is now present in 31% of goods, encouraging M&S consumers to consume in a more sustainable manner. Every year, a billion individual goods with a retail value of £3 billion are sold. By 2015, the aim is to increase this to 50%, and by 2020, to 100%. 138 of the 180 commitments (100 introduced in 2007, 80 added in 2010) have been met, 30 are on track, six are behind schedule, and six have not been met shows the statistic so far. Some of the greatest achievements during Plan A includes: 5,000 people with obstacles to jobs such as people with disabilities have completed Marks & Start job placements, with 40% of them moving to full-time employment. Since 2008, M&S has collaborated with Oxfam to collect over 11 million garments to be resold, re-used, or recycled. Since 2007, sales of Fairtrade food have risen by 88 percent at M&S. M&S has improved the energy efficiency per square foot by 28%, and 100% of the energy it buys directly now comes from a "green" tariff, with 15% coming from small-scale generators. The world's first large retailer to go carbon neutral. Despite increasing sales space by 18% over the same span, M&S has reduced greenhouse gas emissions by 22%, or 158,000 tonnes CO2e, since 2007. M&S sends 89% of its food waste to anaerobic digestion plants, which transform it into electricity, some of which M&S resells to power companies. Six of Plan A's initial promises have yet to be fulfilled such as: 84 percent of the wood used by M&S comes from sources that help to protect forests and communities; concerns regarding the sustainability of crops used to produce bio-diesel fuel contributed to the cancellation of the Bio-Diesel pledge; the goal of reducing water consumption by 20% by 2012 has not been met; plans to switch 20 million apparel garments to Fairtrade cotton were derailed due to supply problems, as well as the size and length of the cotton supply chain.


2.5. Quality/QMS
"Quality is about meeting the needs and expectations of customers".
“A Quality Management System, often called a QMS, is a set of internal rules that are defined by a collection of policies, processes, documented procedures, and records. This system defines how a company will achieve the creation and delivery of the products and services they provide to their customers.”
The ISO standards, a collection of global standards that provides a pre-defined framework on which businesses can develop a quality management system, have been used by most companies to implement QMS. "ISO" denotes that the system is compliant with the International Organization for Standardization, which keeps track of and tracks all requirements. Organizations should clarify recorded in writing what they are doing, have done, and will do to improve quality, just as report on their advancement, as indicated by ISO norms.
2.5.1. Benefit of implementation of the QMS models
The company's management has established and enforced a set of rules at several levels of business operations, resulting in a substantial increase in reputation, as quality certificate holders or suppliers are always viewed as trustworthy. Other parties concerned, such as banks and workers, see the quality certificate as a source of security.
2.5.2. Certification according to QMS (ISO) specifications has the following drawbacks.
Since it requires paying an authorizing authority and a contractor, it is moderately administrative, tedious, and costly. Internal auditor preparation is an investment in staff but, it does not really ensure the quality of the item or administration.
2.5.3. Quality control, quality assurance and quality monitoring
· Quality assurance is a component of quality management aimed at ensuring that quality requirements are met. Internally, quality assurance provides assurance to management, and externally, it provides assurance to clients, government agencies, regulators, certifiers, and third parties.
· Although quality assurance is concerned with how a process or a product is manufactured, quality control is more concerned with the inspection component of quality management that is used to meet quality specifications.
· When a person or company listens to and reviews phone calls between employees and customers to enhance call handling, customer care, satisfaction, and revenue, this is known as call quality monitoring.

In Europe, the most popular quality models are BS, EN, ISO standards.

The EFQM Business Excellence Model is a self-evaluation tool with the option of external evaluation and competitive awards. Since it is not a standard, EFQM interprets consistency more broadly than ISO and allows for more versatility.
Motorola invented the SIX-SIGMA method in the late 1980s, and it is now used in a variety of assembling and administration ventures. Customer emphasis, data-driven management, process focus and change (using a development of Deming's Plan-Do-Check-Act cycle with Statistical Process Control to minimize variations), cross-functional cooperation, and a strategy of striving for perfection while taking risks are the key components of this approach. It follows Juran's approach to process change, which is project-by-project, where Projects are chosen based on whether they are Critical to Quality (CTQ) in the eyes of the consumer. Each project is expected to save money on the bottom line, with process steps taken both before and after the project.
Deming's 14 Points on Quality Management, also known as the Deming Model of Quality Management, is a compilation of management strategies that can help businesses improve their quality and efficiency. It is a central principle in implementing total quality management (TQM).
The Juran Trilogy is a common way of thinking about quality that applies to all roles, levels, and product and service lines. The fundamental principle is that quality control is made up of three universal processes: Quality Control (Process Control & Regulatory), Quality Improvement, Quality Planning (Quality by Design), Quality Control (Process Control & Regulatory) (Lean Six Sigma).


Most Marks and Spencer's consumers are conscious of their high quality and are willing to pay more for it. M&S deals every week to entice consumers to purchase at the stated price of other rivals' goods, such as Tesco's, to show to customers that their price is the same as others', but the quality is not. These deals are made by Marks and Spencer to attract customers' attention. As part of its five-year transformation strategy, Marks & Spencer has partnered with data science firm Starcount to forecast potential consumer purchasing behaviour. By personalizing M&S' loyalty and customer experience management programs, such as its Sparks Card program, the collaboration aims to enhance customer awareness and perspective. Sparks, which has over 6 million members, is a valuable tool for consumer feedback and interaction, as well as a core component in M&S's transition to a digital-first retailer. Starcount, led by Edwina Dunn and Clive Humby, will use its innovative technology and strategy to map out consumer passions and forecast future purchasing behaviour.
2.6. Segmentation
The market segmentation process of identifying and dividing a broad homogeneous market into segments with similar needs or demand, as well as segmentation marketing, help groups in the markets develop and succeed.
M&S selects the target audiences for its goods based on demographic segmentation. M&S divides its customers into age, income, social class, and occupation classes. M&S is aimed at people in their 30s who have a high salary and work as executives. Its market segmentation is also focused on value. Marks and Spencer's market segmentation is based on the value of many of their products such as food and clothing. The 7Ps system is monitored to ensure that each product meets the defined sustainability objectives. In every region, the company focuses on the growing number of environmentally conscious customers. The company's advertising approach is also bolstered by best CSR practices. M&S uses compelling advertisements and stories to elicit strong feelings from a wide range of potential customers. Place is a term that focuses on unique places where more shoppers are conscious of best sustainable practices. M&S also caters to the diverse needs of its customers and provides them with reliable information. M&S makes sure that its locations and shops are environmentally friendly. Energy management is also encouraged to meet the company's CSR objectives. To purchase and sell environmentally friendly goods, the company has partnered with sustainable suppliers. These goods are often produced in a sustainable manner. Recyclable materials are used in food packaging. The company's products are less expensive, and M&S markets its products in environmentally friendly facilities. Employees and staff are required to dress in environmentally friendly clothing. The company's "Plan A" educates consumers about its CSR efforts. More people would be inspired to protect the environment because of the advertising strategy. To support the company's goals, every employee is equipped with adequate CSR skills. Every customer's sustainability activities are also supported by the marketing process.
3. Conclusion
M&S competes in a fiercely competitive retailing industry. This explains why company concentrates on the most effective methods for achieving its business objectives. M&S has been able to draw more customers by enhancing their CRM. Many customers are currently keeping tabs on the success of various businesses. As a result, customers have become more ethical, pushing businesses to rely on best practices. The company's ability to deal with competition has also improved because of the strategy. The findings of this report ensures that the company will continue to be profitable in the future and the successful inventing of Plan A who has won over 100 awards for sustainability, including Responsible Retailer of the Year at the Oracle World Retail Awards last year and the Queen's Award for Enterprise for Sustainable Growth prove this statement. Still, there are areas to be improved and issues to be deal with such as the few of Plan A's initial promises. Despite signs of improving momentum in the Clothing & Home operation and the proposals outlined by Steve Rowe as part of the ‘next phase' of Plan A, the stock is down.
4.Recommendations
 This is the company's opportunity to appeal to a younger demographic while still satisfying loyal fans. M&S.com has had issues, but it remains the best venue for offering a wide variety of products compared to its physical stores. To have as many marketing platforms as possible, the business can provide free delivery and returns, as well as click and collect.
Pay attention to quality rather than price. M&S should resist the urge to be weighed down by price and instead focus on quality. It's possible that margins would suffer as a result, but that could be the price of resuming top-line growth.
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