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[bookmark: _Toc214901389]Executive Summary
This report shows what methods M&S uses to attract, retain, and how they build a strong relationship with their customers. It also talks about CRM concepts: the 7Ps of the marketing mix and the 4 Cs of what customers want.





















                                                           Contents
Executive Summary	2
1. Customer Relationship Management and Its Importance for Marks& Spencer Food	4
Customer relationship management (CRM)	4
Organisation Overview of M&S Food	5
1. Historical Development and Evolution	5
Mission statement and reflection of values	5
2. Data and Customer Relationships	7
M&S practice effectiveness	7
3. CRM Strategy Analysis	9
3.1Segmentation, targeting, and positioning	9
3.2The Marketing Mix (7Ps)	9
Porter’s Generic Strategies and M&S Food	9
3.3 The 4Cs of Customer Needs	11
3.4Ethics and Sustainability	11
Conclusion and Recommendations	13
References	14







[bookmark: _Toc214901390]

1. Customer Relationship Management and Its Importance for Marks& Spencer Food
[bookmark: _Toc214901391]Customer relationship management (CRM) is the use of data-driven tools and processes to keep track of how a business interacts with its existing and potential customers (Williams, D.,2014). CRM may assist businesses in finding out what their customers like and how they buy things. 
This allows them to give each customer a unique experience (Payne& Frow, 2017). The supermarket business in the UK is getting more and more competitive; thus, M&S Food requires CRM to keep customers and get them to stay loyal.
There are a lot of grocery stores in the UK: Tesco, Sainsbury’s, Aldi, and Lidl are all huge stores that compete with each other on price, quality, and how easy they are to use (Harvey, M.2006). 
M&S Food could use CRM to create unique marketing campaigns for each customer, reward loyal customers with programs like Sparks, and use data analytics to learn what customers want. This one-on-one engagement fosters trust and an emotional connection, which are vital for repeat purchases and long-term loyalty (Buttle&Maklan,2019).
At the same time may be annoying for most of the customers if the push notifications and campaign emails are repetitive and in large numbers.
Putting the needs of the customer first when making business decisions is one of the most important components of CRM that works. The M&S products are of high quality, and its customer service is good, which makes it stand out from its cheaper competitors (Li, L., Wang, Y.,&Zhang, Y., 2023). Good customer service also leads to good word-of-mouth and support, which are vital for keeping business growth going in a competitive retail environment (Kotler et al., 2022).


[bookmark: _Toc214901392]Organisation Overview of M&S Food
[bookmark: _Toc214901393]1. Historical Development and Evolution
 Marks &Spencer Group started in Leeds in 1884 as a store selling garments and other products (Carter, K., 2013). After “Foodhalls,” the food business grew quickly, and ultimately, stores that just sold food were created. The company focused a lot on quality, new ideas, and the “Simply Food” style (Mark & Spencer’s Group plc,2025). The fact that the company is no longer only a grocery store but is now a serious contender in the UK food retail market shows that it is altering its strategic focus.
Current market position: market share, patterns of growth or decline, and performance. On September 7, 2025, M&S owns about 4.5% of the supermarket market. About 4.0% of this comes from its stores and 0.5% from its partnership with Ocado Retail Limited (The Grocer,2025). For the whole year ending March 29, 2025, food sales rose by 8.7% to almost £9.0 billion. Sales were up 8.6% over the same time last year (Marks & Spencer Group plc,2025).
The food company made an adjusted operating profit of £484.1 million (Marks& Spencer Group plc, 2025). But the group’s legal profit before tax fell by 23.9% to £511.8 million because of one-time losses, such as its investment in Ocado.
M&S Food is doing well in its niche, but it’s not as big as the biggest grocery stores yet. It is still subject to” market concerns like inflation, supply chain problems, and cyber risk, especially after a cyber-attack” (Reuters, 2021).




[bookmark: _Toc214901394]Mission statement and reflection of values
Marks & Spencer Group plc (2024) declares that its mission is “to bring the magic of M&S to every customer, whenever, and however they choose to shop”. The store’s values of trust and excellence, which set it apart from the rest, are in line with the goal.
 In a world where living costs are high, customers may care more about price than quality. This could mean that the mission doesn’t do enough to promote competition based on value. So, even while it makes sense and fits with the brand, it doesn’t do a good job of showing how it competes in the mass market (Hong, T.K., 2024). Its mission statement backs up its reputation and values for high quality, but to do well in the UK grocery business, it will need to keep being clear about its values and approach.
















[bookmark: _Toc214901395]2. Data and Customer Relationships
When companies and customers establish long-lasting, mutually beneficial relationships, sustainable customer marketing works. Always giving clients value and getting repeat business that earns money for the firm is how these relationships
are built.
They depend on trust, relevance, and consistency across touchpoints, all of which depend on data and feedback loops (Buttle and Maklan, 2019).
These relationships are very important for a business’s success since they make clients more valuable over time, lower the cost of recruiting new customers, and get more people talking about your brand. There are a lot of rivals and low profit margins in retail; therefore, this is especially true (Payne and Frow, 2017).
CRM is the company’s overall plan for how to treat its customers. CRM software systems carry out this plan by collecting data, sorting it, sending out campaigns, and keeping track of results (Payne and Frow, 2017).
CRM strategically aligns offerings and messaging with customer preferences, while tactically, solutions facilitate extensive personalisation and enable closed-loop learning. There are many dangers, such as data silos, bad data quality, algorithmic bias, problems with getting users to use the system, and privacy and security breaches (Buttle and Maklan, 2019).
[bookmark: _Toc214901396]M&S practice effectiveness 
M&S collects first-party data from Sparks, which includes loyalty IDs, transactions, retail, and app interactions. After that, it connects this information to digital journeys on the M&S website and app. Sparks also maintains a track of café stamps and charity choices, which makes people more likely to engage (Mark&Spencer, n.d.).
M&S uses CRM tools and analytics to divide customers into groups, send them personalised offers and campaigns based on special events, and use A/B testing and dashboards to see how they react and how much they spend (Payne&Frow, 2017; Marks& Spencer segment plc, 2025).
A good mix, on the plus side, first-party data and tangible advantages, like food and donations to charity, help keep customers and build loyalty.  Operational shocks can make CRM less valuable. For example, after the cyberattack in 2025, M&S had to put Sparks on hold and then bring him back. This shows how data-heavy initiatives might be risky for trust and resilience (Guardian, 2025).


















[bookmark: _Toc214901397]3. CRM Strategy Analysis 
[bookmark: _Toc214901398]3.1Segmentation, targeting, and positioning is a marketing framework that helps a business break its whole market into useful customer groups, choose the group it wants to focus on, and then create a value proposition and brand image that will make the target customer remember it (Palmer, 2014).
When a business uses STP, it may customise its products, services, and communications to meet the needs and wishes of different types of clients. This makes people happier and more loyal (Wedel& Kamakura, 1999).
Their “Bigger Pack, Better Value” ad campaign is aimed at families that want to save money and buy in bulk (The Sun, 2025). M&S Food wants people to think of it as a high-end grocery store, not a cheap one. It does this by placing the quality, innovation, and freshness of its own brands first (Marks &Spencer, 2022). Having a full awareness that their prices are higher than competitors, but at the same time willing to keep the quality and their freshness, they try through these campaigns to build relationships and stay closer to their customers.
[bookmark: _Toc214901399]3.2The Marketing Mix (7Ps)
[bookmark: _Toc214901400]Porter’s Generic Strategies and M&S Food
According to Michael E. Porter, the generic strategies for achieving competitive advantages are cost leadership, differentiation, and focus (Porter,1980). In the context of M&S Food, the company pursues a different strategy: higher quality, own brand innovation, and premium positioning, rather than competing just on price (Ali et. al.,2023).                                                                                                                                                                    	
	Product
	Own Premium products
Dine in several locations
	Quality is well recognized, but higher prices may deter cost-sensitive people

	Price
	Mid to premium prices 
	Value is explained through quality, but is still higher than the competitor’s 

	Place
	1000+ UK branches, online delivery via Ocado
	Strong multi-channel reach, but the rivals (Aldi, Lidl) are more aggressive 

	Promotion
	TV screen campaigns, Spark loyalty programme, dedicated offers via app
	Excellent loyalty building, but promotional volume may decrease premium perception

	People
	Quality service through
Well-trained staff
	Service quality supports loyalty, though staffing costs pressure margins

	Process
	Click & collect, online orders, Sparks app
	Strong convenience, yet a cyber-attack in 2025 exposed a process vulnerability 

	Physical evidence
	Elegant store environments, premium packaging 
	Reinforces premium image, but packaging changes (to plastic) may lose trust (Scottish Sun 2025)



                                                                         

M&S Food can meet customers’ expectations for good service, quality, and new ideas by using the 7Ps technique. This helps customers build trust and partnerships, but there are still huge problems: the premium strategy might slow down growth in a market, and process risks might break the brand promise. M&S offers a distinctive offering built on outstanding quality, innovation, and trust that better satisfies particular customer needs than many rivals, especially in its food segment.


[bookmark: _Toc214901401]3.3 The 4Cs of Customer Needs
The 4Cs method changes the traditional marketing mix(4Ps) to focus on the customer:
· What they want and need: M&S Food meets customers' needs for new ideas, freshness, and ethical sourcing. But some shoppers might desire everyday items at very low cost, which is something that other stores do better
· How much does it cost to meet those needs: M&S prices are higher than its discount competitors, and this could make people who are more sensitive to price, less loyal.
· How easy it is to buy: M&S ships through a multitude of various channels, such as the Ocado Retail Limited collaboration for online delivery and new store formats.
· How to talk to them: M&S uses the Spaks app to send personalised messages, run seasonal promotions, and tell stories about sustainability (Robert F. Strauss, 1996). 
M&S Food largely follows the 4Cs and uses them to make friends, more customers.

[bookmark: _Toc214901402]3.4Ethics and Sustainability 
When it comes to ethics and sustainability, it’s becoming increasingly important to build relationships with clients. The Triple Bottom Line concept suggests that success should be evaluated in three key areas: social, economic, and environmental (Elkington, 1998).
M&S wants to cut food waste in half by 2040; it wants the value chain to have no emissions at all (Marks &Spencer, n.d.; Zwick, 2017). The “Eating Sustainably” campaign advises people to modify how they eat, buy goods that don’t produce carbon emissions. These programs are based on the social and environmental pillars of the Triple Bottom Line, and they help build trust and loyalty among customers (Marks& Spencer, 2024). People trust supplier scorecards because they are clear and help cut down on waste (Oxford Said Business School case study,2018).  
Some goals for packaging have not been met (Scottish Sun,2015), and Scope 3 emissions are still a problem (Eco Textile News, 2024).
It’s really vital to make customers feel like they know you and want to buy from you again in the busy UK supermarket business.
Targeting, segmentation, and positioning are the key concepts that inform the company’s advertising strategy. This ensures that firms meet the demands of important groups of customers, such as families who want a fair bargain and those who care about quality. This makes customers happier and helps with marketing (Christopher et al., 2020). Protect the environment and promote the brand, bring in new customers, and help the firm expand over time (Gronroos, 2017).
The audit did state that some things could be better, though. M&S’s loyalty and customisation programs work, but their CRM system has to be enhanced so that all their online and in-store channels are the same (Stone&Woodcock,2014). The brand's high costs make it look amazing, but they also make it hard for customers to buy. When the economy is poor, people who are worried about money may not be as loyal. M&S might want to think about making its value offer more adaptable. For example, they might provide more things at lower prices without harming the brand's image.
If you don’t accomplish your environmental goals or if your packaging isn’t particularly excellent, people may not trust you as much. People will trust the company more and stay with it longer if stakeholders talk to each other more, especially about how well the company is doing with sustainability (Kotler et al., 2022).







[bookmark: _Toc214901403]                                                 Conclusion and Recommendations
In conclusion, M&S Food's customer relationship management (CRM) activities, such as customising things based on data, providing high-quality goods, and adhering to ethical standards, are crucial for the company's success and customer retention. M&S can become a trusted, customer-focused leader in the UK food industry by changing how it handles data, finding the right balance between price and quality, and making sure its messages about sustainability are obvious (ISLAM, Kamrul, et al., 2016).
M&S is doing well under its “Reshaping and Growth” strategy, but it should make some improvements, updating its supply chain and IT infrastructure (Cheshire, L., 2023)
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