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Executive Summary 
Customer experience demonstrates the heart of every organisation that helps to hold sustainable competitiveness. As the expectations of the customers shift due to Covid-19, the business experiences are changed and M&S increase the customer's interactions online. The report focuses on the customer relationship management context and marketing perception of Marks and Spencer. The report explores knowledge regarding how M&S satisfy the customers in the pandemic situation (Covid-19). The report expresses detailed information about M&S and discusses different marketing theories such as marketing mix theory, SWOT, PESTLE, CRM value chain analysis, IDIC model, and Maslow's Hierarchy of Needs. The application of these theories is explained in the M&S context for increasing good customer satisfaction context and quality processes.  
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[bookmark: _7wwpjmmosvd4][bookmark: _Toc79606372]1. Introduction 
The outbreak of Covid-19 affects the customer's behaviour and quality process of the company. The changes in customers' behaviour due to Covid-19 forced the management of the company to use CRM as the strategic function for improving the customer's experience. The Covid-19 pandemic situation affects the marketing context of Marks and Spencer including reduction of customer's numbers, decrements of sales, and reduced revenues. The online platform helps M&S to develop new customer bases and hold the existing customer base throughout the world. The report concentrates on the organisational overview of M&S including its vision, mission, business objectives, and stakeholders. The marketing and CRM theories are discussed to spread knowledge regarding different marketing contexts that are followed by M&S for attaining the customers. The application of different marketing and CRM theories are demonstrated to analyse the impact of external and internal factors on customer relationship and quality process of M&S. The report focuses on the applications of the theories to manage the new situation and achieve the business objectives of M&S by developing the customer experiences. The quality process systems and customer relationship systems are discussed to explore knowledge regarding how the management of M&S improves the business context during the Covid-19 situation.

[bookmark: _2gydmboxf93k]

[bookmark: _Toc79606373]2. Overview of the Company 
Marks and Spencer is one of the leading UK-based multinational retailers founded in 1884. The company was co-founded by Micheal Marks and Thomas Spencer, moreover, the current CEO of M&S is Steve Rowe. The organisation specialises in products such as clothing, food products, home decors, and other household products and accessories. M&S mostly sells products of its own label. Brands such as Autograph, Per Una, Rosie, Goodmove, M&S Collection, M&S Energy, Jaeger, and many other brands are part of M&S. The company currently has 959 stores all across the UK which includes 615 stores that sell only food products. The joint venture of M&S with Ocado enables the company to concentrate on offering online food delivery services. According to Corporate Marks and Spencer (2021), the company has a total of 1509 stores in different corners of the world and has a total of 70,000 employees serving approximately 30 million customers every year. The revenue of the company in 2020 was £10,181.9 million and operating income in the same year was £254.8 million.
The mission statement of M&S is to make aspirational quality accessible for all through various ranges and depths of its services and products. The core of the brand is created on fundamental values of services, quality, trust, and innovation (Corporate Marks and Spencer, 2021). The current business objectives of M&S are 4Is- Inspiration, In touch, Integrity, and Innovation. Major stakeholders of the company include its employees, customers, suppliers, local and national government, investors and shareholders, and local communities. Major shareholders of M&S involve RWC Asset Management LLP with a 5.36% share, Schroder Investment Management Ltd. with a 4.43% share, Threadneedle Asset Management Ltd. with a 4.22% share, and many more (Market Screener, 2021). 
The Covid-19 pandemic has a severe impact on the operations of Marks and Spencer like any other business organisation. According to a report by Prynn (2021), the company has plunged its first major annual loss due to the Covid-19 pandemic. M&S has witnessed a loss of approximately £200 million as sales drastically reduced due to the current situation. The report also stated that more than 100 cities and towns will either witness consolidation of various stores of M&S, transformation to food-only stores, or outright withdrawal. This is the first major loss of the company in 94 years as the clothing section slumps (Hardcastle, 2020). In order to deal with the rising threats of the pandemic, M&S has planned to launch about 46 new websites for developing its online business in overseas markets such as Uzbekistan to Iceland. The e-commerce sales of M&S increased to 75% according to the current interim outcomes, as total loss across business operations reached £87.6 million in the last six months. The company has also cut about 7,000 in response to the pandemic (BBC, 2021). 
[image: ]
Figure 1: M&S Store
(Source: BBC, 2021)
[bookmark: _vkh2qu79rkk4][bookmark: _Toc79606374]3. Discussing major Marketing and Customer Relationship Management Theories 
Marketing theories and models act as sources of appropriate and relevant marketing decisions. Theories of Customer Relation Management provide an in-depth understanding of the significance of CRM and how organisations can utilise the concept for developing a positive relationship with customers. This section will discuss various marketing and CRM theories that are relevant for enhancing customer experience and engagement during the current pandemic situation. 
Maslow’s Hierarchy of Needs
Maslow’s Needs hierarchy has divided human needs into five major stages- physiological and safety as basic needs, belongingness and esteem as psychological needs, and self-actualisation as self-fulfilment needs. The psychological need involves water, food, and other basic elements. The safety needs of an individual are security and proper safety. Belongingness in the model refers to different interpersonal relationships. Self-esteem needs are feelings of accomplishment and prestige. Lastly, self-actualisation refers to achieving full potential which also includes creative activities. In general, the appearance of upper-level needs depends on the fulfilment of lower needs. According to Maslow, a need that is satisfied is no longer considered a need but a motivating factor. 
This is a basic model of motivation which is also used for determining factors that influence human needs. Organisations usually apply Maslow’s Hierarchy for understanding the requirements of employees and factors that motivate them. However, this theory can also be used for understanding the level of customer satisfaction and analyse factors that influence customers’ needs. Customer satisfaction is one of the most essential elements of a business. In order to ensure the satisfaction of customers, understanding their preferences and needs are crucial. As Maslow’s theory suggests, the needs fulfilled act as a motivating factor; satisfying the needs of customers will motivate them to choose the same organisation for future products and services (Loew, 2021). M&S can use this theory to understand the current needs of customers during the pandemic. This will enable the company to develop a positive customer experience and engagement. 
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Figure 2: Maslow’s Hierarchy of Needs
(Source: McLeod, 2020)
Marketing Mix
Marketing Mix is one of the most widely used theories of marketing. It enables a business to set clearly defined goals of marketing according to the current external and internal situations of the business. Marketing Mix is generally referred to as the model or tactics that deals with satisfying customers’ needs and positioning products and services of an organisation in such a way to attract more customers, enhance customer experiences and their engagement (Boonpradub and Thechatakerng, 2015). Initially, only the 4 Ps of the marketing mix were introduced. These 4Ps include product, price, promotion, and place. Later, three more elements of the marketing mix were introduced resulting in the 7Ps of the marketing mix. Three additional elements of the model were process, people, and physical evidence. 
According to Rathod (2016), in the case of organisations selling only products, 4Ps of the marketing mix are used and 7Ps are used for services. The model helps an organisation to successfully plan products or services for the potential customer base by analysing seven major elements of marketing in the context of the current market situation and competitors’ strategies (Creately, 2021). Marketing Mix elements enable M&S to understand customers’ preferences and position their products accordingly. It also assists the organisation to implement appropriate promotional, product, and pricing strategies. Since M&S provides only products, the company uses 4Ps of the marketing mix. However, implementing three more elements of the marketing mix will help the company to enhance its customer service. This will further boost customer experience and enhance the overall profitability of M&S. 
[image: ]
Figure 3: Marketing Mix 
(Source: Oxford College of Marketing, 2021)
SWOT Model
SWOT Model is a commonly used technique for assessing various internal factors that influence the operational functions of an organisation. SWOT represents strengths, weaknesses, opportunities, and threats of a business. Analysing these factors accurately helps to create and implement effective marketing strategies accordingly. According to Vlados (2019), SWOT not only assesses internal factors but is also associated with external factors as well. Strengths and weaknesses represent internal business environmental factors, on the other hand, opportunities and threats are associated with external business environmental factors. Internal factors include operational efficiency, organisational culture, operational capacity, financial resources, the workforce, organisational structure, and other similar factors. Business opportunities and threats are associated with societal changes, competitors, customers, suppliers, business partners, government regulations, and other similar elements (Corporate Finance Institute, 2021). 
SWOT provides several benefits to large organisations like Marks and Spencer in many ways. It enables organisations to gain insight into their current business status and measure the overall business performance. Analysing strengths help businesses to penetrate a competitive market and meet business objectives. It also helps in improving business operations according to the market and customer demands by identifying the potential improvement areas. Identifying business opportunities and potential threats enable multinational organisations like M&S to plan marketing strategies accordingly and capture the target market more efficiently. According to Medium (2020), by leveraging the SWOT model an organisation can develop a strategic plan while focusing on the business aims and objectives, further enabling the organisation to adapt to the changing market circumstances. 
[image: ]
Figure 4: SWOT Factors
(Source: Pruitt, 2021)
PESTLE Model
PESTLE model is considered a strategic framework widely used by organisations in order to identify and analyse external environmental factors that influence the operational functions of a business. PESTLE refers to six external factors- political, environmental, social, technical, legal, and environmental. Political factors may include trade restriction, tax policy, bureaucracy, tariffs, etc. Economic factors are the rate of unemployment, inflation rate, GDP, rate of economic growth, and many more. Social factors include cultural perceptions and aspects, age distribution, population growth rate, etc. Technological advancement, the introduction of new technology, automation, R&D activities are all parts of technological factors. Intellectual property, industry regulations, permits and licenses, labour laws, etc are legal factors. Environmental factors include climate change, pollution, temperature, natural calamities, etc. 
According to the model, analysing these six elements enables a business to develop an effective corporate strategic plan and identify the benefits and drawbacks of the plan according to external business factors. PESTLE model is an extended form of PEST that lacks legal and environmental factors (Corporate Finance Institute, 2021). The model is used by large organisations like M&S for different purposes such as developing strategic business plans, workforce planning, developing effective market planning, organisational changes, product development, and many more. One of the major advantages of the PESTLE model is easy to understand framework and the model that covers every aspect of business operations. During the Covid-19 pandemic, M&S is significantly using this model to analyse external factors affecting different marketing elements such as customer satisfaction and customer engagement. PESTLE analysis is also enabling organisations to transform their business operations to online mode (Pathak, 2021). 
[image: ]
Figure 5: Diagrammatic Representation of PESTLE Factors
(Source: Author)
CRM Value Chain Model
CRM Value Chain Model as the name suggests is a model that deals with Customer Relationship Management. The primary objective of the model is to ensure that organisations develop mutually beneficial long-term relationships with their strategically significant customers. Not all customers can be referred to as strategically significant customers as not all customers purchase frequently and are loyal to the brand. Thus, there are a few customers who are quite expensive to obtain and provide service to (Aiyer et al., 2019). Strategically significant customers are divided into four major categories according to the model. The first category is customers with high Lifetime Value (LTV) which include customers whom the organisation can serve at a low cost. The second and third categories involve customers whom others imitate and customers inspirations respectively. The fourth category customers are referred to as cost magnets according to Buttle. These customers absorb disproportionately high volumes of fixed cost, further enabling other customers to gain profit. Developing customer experience and engagement are essential components of marketing (Aiyer et al., 2019). This model will help M&S to enhance customer experiences and engagement during the current pandemic situation by analysing different types of customers based on the model and their requirements. 
[image: ]
Figure 6: CRM Value Chain 
(Source: Aiyer et al., 2019)
IDIC Model
The IDIC model of customer relationship management was developed in 2004 by Rogers and Pepper. The model suggests that in order to develop a positive one-to-one relationship with customers, an organisation must take four different actions namely- identifying, differentiating, interacting, and customisation. The first action involves identifying customers and understanding their expectations from the business. The second stage is differentiating which involves categorising customers based on the values they possess- which customer provides present value and which will provide value in future. Moreover, differentiation enables businesses to plan customer-specific strategies (Khashab et al., 2020). The third action, interacting as the name suggests, refers to the interaction with customers and plays a vital role in developing customer-business relationships. Effective interaction with customers helps businesses to appropriately understand customers’ preferences and their expectations from the company. The last action is customising in which businesses analyse previous actions and customise their services and products accordingly in order to meet customer expectations (Khashab et al., 2020). The entire process helps M&S to ensure that its customers experience better service quality and products. Moreover, the interaction stage enhances customer engagement as well. 
[image: ]
Figure 7: IDIC Model
(Source: Chetty and Thakur, 2019)
[bookmark: _nspdj3m6m409]
[bookmark: _lv9fs8wbwv6c][bookmark: _Toc79606375]4. Application of Marketing and Customer Relationship Management Theories in the current situation of M&S 
[bookmark: _ipmd78gibj2a][bookmark: _Toc79606376]4.1 The impact of internal and external factors incorporating COVID-19  on the quality system of the organisation quality and customer controlling 
External factors
PESTLE Analysis refers to the external environment analysis that affects the business context of M&S. The management of M&S can’t control the factors of the external environment but through the analysis of the external factors, M&S can understand the market contexts. PESTLE Analysis focuses on six factors that are important to analyse by the management of M&S. These are given below.
	PESTLE Analysis 
	Description 
	Impact 

	Political factors 
	Government policies- The UK government has a free trade agreement with non-EU countries that helps M&S to implement the business easily in these countries (CIPD, 2021, p.3). Alternatively, the strict government policies and higher tariff & taxation rate negatively impact the business collaboration of M&S. 
Corruption rate- The corruption rate reflects the demonstrations of the political power that affects the store opening and business expansion context of M&S. As an example, the corruption index is 77 in the UK which signifies the moderate corruption rate that exists that negatively affects the business expansion context of M&S.   
	High 

	Economic factors 
	Inflation rate- The management of M&S faces issues to fix the price of the products due to the variation of the inflation rate. The UK’s inflation rate fluctuates between 0.5% to 2.5% and it is difficult to predict (CIPD, 2021, p.3). 
Currency exchange rate- The forex rate indicates the success of the business collaboration of M&S in the international context. The higher forex rate indicates the higher valuation of the national currency that helps M&S to successfully conduct business (Christodoulou and Cullinane, 2019, p.45). 
	High

	Social factors 
	Changes of customer’s behaviour- Covid-19 changes the customer’s behaviour and the customers are not willing to visit the offline stores of M&S. The customers are more likely to purchase products from online websites and social media platforms (Phan, 2021, p.37).    
Cultural distinctions- Different cultural people are living in the UK and throughout the world with different preferences. The management of M&S faces issues to satisfy all the customers from different cultural backgrounds during Covid-19.   
	High 

	Technological factors
	Technological alignment- The development of different mobile apps for online shopping and websites signify proper technological alignment such as internet facilities, AI, machine learning, and cloud computing (Nandonde, 2019, p.54). 
New CRM process development- The development of a new CRM process is important for M&S to capture the customer’s attention. The CRM process is developed by initiating innovation and new technology.  
	High

	Legal factors 
	Equality Act- The equality act is important for M&S to construct a discrimination-free working environment. This act helps M&S to develop an authentic working context and provides equal opportunities for all employees including offline and remote workers.  
Health and Safety Act 1974- Health and Safety Act 1974 is important for M&S to develop a health and safety working environment for reducing the number of workplace accidents (Health and Safety Act, 1974, p.2). M&S imposes this act for the remote workers so that they can feel motivated and engaged.  
	Moderate 

	Environmental factors 
	Renewable energy adaptation- The Government of each country is aware of the adaptation of renewable energy sources to develop an eco-friendly marketing and business plan (Phan, 2021, p.37). Through the adaptation of renewable energy, the management of M&S can attract eco-friendly customers.  
Reduction of GHGs emission- M&S has the target to reduce the GHGs emission by using sustainable energy sources. The greenhouse gases include carbon, CH4, CFC that hampers the O3 layer on the earth. M&S avoids the poly-ethylene and plastics for keeping the environment safe from being polluted (Phan, 2021, p.37).  
	Moderate


Table 1: PESTLE Analysis 
Source: (Author)

Internal factors
SWOT Analysis- SWOT Analysis concentrates on the internal strengths and weaknesses of M&S and analyses the external threats and opportunities. These are given below. 
	Strengths 
Diversity- M&S supports equality and workplace diversity that helps the company to demonstrate different business ideas. More than 80,000 employees are working in M&S and the company encourages diversity by inviting people from all religions, ethnicities, and genders. 
Innovative workforce- The workforce of M&S are innovative and they help the company to hold the organisational sustainability. The creative marketing ideas can be generated by ensuring maximum employee retention (Elavarasan et al., 2020, p.38).   
	Weaknesses 
Ineffective SC scalability- M&S has an ineffective SC scalability that badly affects the operating chain of the company. The company attempts to offer international access to the merchandise by deploying online stores but M&S can’t scale up the supply chain for delivering the products in all locations (Elavarasan et al., 2020, p.38).
Lower customer satisfaction level- The customers of M&S exhibit lower satisfaction levels due to Covid-19 that reduce the overall revenues. The brand switching rate of the customers is high, which reduces the overall customer satisfaction level (Vlados, 2019, p.4).

	Opportunities 
E-commerce facilitating- E-commerce retailing becomes the future of the future shopping that can attain more customers (Longhurst et al., 2020, p.301). E-commerce helps M&S to develop the customer base. 
Increments of the product ranges- M&S has different product ranges including clothes, groceries, home appliances, and many more that helps the company to hold its position. 
	Threats
Covid-19- Covid-19 reduces the number of store-visiting customers and government lockdown closes different M&S outlets that hampers the business context of the company (Marks and Spencer, 2021, p.3). 
Competitors- The existence of a huge number of customers in both national and international contexts such as Tesco, ASDA, Ocado, Sainsbury, and many more (Marks and Spencer, 2021, p.3). 


Table 2: SWOT Analysis
Source: (Author) 

[image: ]
Figure 8: SWOT Analysis 
Source: (Author)

Influence of SWOT and PESTLE- The SWOT analysis helps M&S to analyse the external opportunities and threats and their impact on the organisation (Longhurst et al., 2020, p.301). From the SWOT analysis, it is seen that the customer satisfaction level is lower in M&S. Maslow’s Hierarchy of need theory concentrates on the five needs of the customers that need to be satisfied by the company for capturing the customers (Hollebeek et al., 2020, p.5). This theory can be applied in M&S for analysing how the hierarchy needs can bring customer satisfaction. The safety needs are demonstrated by M&S during Covid-19 by developing the quality of products. The safety trade act is maintained by M&S to gain customer satisfaction. The supply chain scalability is poor for M&S and the management of M&S applies the marketing mix theory in this context. The qualities of products are developed according to the requirements of the customers that help M&S to attain more customers. 
The management of M&S set competitive prices that help the company to switch the customers toward M&S.  The marketing mix theory helps M&S to guide how to reduce the operating costs and develops promotional activities for strengthening the supply chain scalability. From the PESTLE analysis, it is seen that the Government policies are different in different countries that affect the quality process system of M&S. The variation of the inflation rate indicates the economic instability that negatively affects the quality process system of M&S (Phan, 2021, p.37). The Government lockdown closed different outlets of M&S that impact on the behaviour of the customers. The customer shopping behaviour is changed from offline to online and M&S applies a promotional marketing mix to capture the attention of the customers during Covid-19 (Hollebeek et al., 2020, p.5). The online promotion helps M&S to develop the overall customer’s needs. 
[bookmark: _gcx3hewwnyvy][bookmark: _Toc79606377]4.2 How the organisation handle new situation and attain the business objectives by maintaining and developing good customer relationships
The good customer relationships help M&S to attain the business objectives and handle new situations. These are given below.  
Develop the communication index with the customers- The communication index development is important for the company to develop the communication channel with the customers (Obrenovic et al., 2020, p.59). The CRM value chain model is applied by M&S to understand both primary customer’s needs and secondary customer’s needs. The customer portfolio analysis is applied by M&S to deeply analyse the customer’s demands and develop the customer’s intimacy. Network development is used by M&S to identify the best customer communication media. The management of the company develops the value proposition of the company that is important to hold the unique promotional context (Dirani et al., 2020, p.380). According to this theory, customer relationship management is important for M&S to satisfy the customers during Covid-19. M&S uses HRM processes as the supporting conditions that help the company to develop the engagement of the customers. 
[image: ]
Figure 9: Customer Relationship Management 
Source: (Author)

JIT product delivery- JIT product delivery helps the company to deliver the ordered products within the delivery time (Dirani et al., 2020, p.380). The customer’s satisfaction belongs to the delivery of the products to the customers Just-in-time. The IDIC model is applied in the customer satisfaction context and helps M&S to deliver the ordered products Just-in-time. The IDIC model is used to explain the four strategic capabilities of CRM such as identify, differentiate, interact, and customize (Obrenovic et al., 2020, p.59). This model helps M&S to assess the customer’s expectation and the value of the customers to the business. This theory is applied by M&S to deliver the products to the customers to develop a better customer relationship. The customers can trust the M&S brand for developing the JIT product delivery context. 
Reliable online shopping apps development- The management of the company needs to develop a new CRM system for improving the customer’s experiences and 24*7 customer service assurance (Khan et al., 2020, p.113). The reliable mobile apps development is necessary for M&S to develop the customer’s engagement to meet the business objectives. The marketing mix theory is applied by M&S in this context for attaining more customers. Through the promotion and place marketing mix, the management of M&S can advertise the products in official websites or reliable apps. The product marketing mix is upgraded in online shopping apps from where the customers can purchase their products (Prasetyo et al., 2021, p.76). The management of M&S can represent the product details and attractive product pictures in the online shopping apps to attract the customers. The marketing mix theory indicates that the management of M&S needs to arrange the products from the newest one to the oldest one for grasping the customer’s attention (Khan et al., 2020, p.113).  

[bookmark: _i4jbr52demyb]

[bookmark: _Toc79606378]5. Systems supporting quality processes and customer relationships in M&S during the Covid-19 situation
Quality process system 
Automated Quality process system- The management of M&S invests in automated quality process systems that support the implementation of Artificial Intelligence and machine learning. Automated quality process systems help the company to compile and aggregate data in a real-time context (Novikova et al., 2019, October, p.4). The management of M&S can streamline the quality management context of the company during Covid-19. The automated quality process system helps M&S to provide automated central data repository control. The management of the company does not need to guess the formation of updated documents and the proper information is set in the proper documents (Novikova et al., 2019, October, p.4). The remote workers of M&S can find out the departmental information in a particular online file that helps them to reduce redundancy and manual data upgrading. 
Continuously validate the quality process- It is important to continuously strive for excellence to hold the competitive advantages of the company (Pirmanta et al., 2021, p.659). The validation of the quality process system is needed to achieve the aim of M&S and capture more customers. The regular quality process upgrading helps M&S to protect the customer’s rights during Covid-19. The validated quality process reduces the overall costs of the company by eliminating the extra expenses due to communication gaps, undiagnosed issues, and human error (Pirmanta et al., 2021, p.659). The quality manager of M&S can leverage the latest mobile technology to develop the quality processes for ensuring business success during Covid-19. 
Make the quality process mobile- The mobility of the quality process helps the company to capture real-time information regarding the ups and downs of the market (Syafarudin, A., 2021, p.71). The management of M&S can provide visibility into the subsequent reports and data to each organisational individual. The management of M&S needs to make the quality process mobile to capture the picture of the dynamic market in each stage of operation. M&S can analyse the market graph during Covid-19 and find out the reasons for product quality diminishing. The multidimensional and comprehensive view of the stakeholder’s position can be measured by making the quality process mobile (Syafarudin, 2021, p.71).
Customer Relationship System
An active presence on social media platforms: The rising threats of the Covid-19 pandemic and government-imposed safety regulations have created havoc for retail businesses like M&S. The organisation has transformed its business operations from traditional methods to online methods. In order to boost customer relationships, M&S has increased its presence on social media platforms such as Facebook, Twitter, Instagram, and other platforms as well. The company launched the ‘Biggest-ever quality campaign’ on different social media platforms like YouTube to gain the attention of customers regarding products’ quality of M&S (Jefferson, 2021). Since social media platforms are known for their high visibility and reach, the company can now interact with a larger customer base, share information about new products or offers, and also communicate with customers regarding their changing preferences and expectations from the company. 
Developing Twilio: Twilio is a part of the organisation’s digital transformation. The IT department of M&S found a way to regularly engage and interact with customers during the Covid-19 pandemic. The company designed a Twilio powered prototype in order to automate the current switchboard of the company by using Twilio Speech Recognition APIs and Twilio Programmable Voice. This enabled the company to be more responsive towards customers’ needs while also enabling M&S unprecedented visibility into business operations. The program helps to convert customers’ queries with more than 90% accuracy, further helping M&S to enhance their response speed and customer engagement (Customers Twilio, 2021). 
Enhanced e-commerce website of M&S: The e-commerce website of M&S is a huge success during the pandemic. The company has expanded its e-commerce website to 46 more countries during the pandemic. This is done in order to enhance the customer experience as the pandemic related measures have restricted customers from in-store purchasing. According to Apparel Resources (2021), the expansion of e-commerce websites in various countries was achieved by M&S through a low-cost approach. The E-commerce website of M&S enables customers to purchase personalised products, check offers and provides a wide range of products. This further helps to improve the customer relationship. 

[bookmark: _1p4gnqpqh4lx]

[bookmark: _Toc79606379]6. Conclusion 
Customer experience and customer engagement are two crucial components of marketing. One of the major roles of marketing in a business is to enhance relationships with customers. The Covid-19 pandemic, however, is restricting businesses from interacting with customers. The pandemic has also played a vital role in changing customer’s preferences and expectations from a business. People switched from luxury products to essential products, also the sales of groceries increased compared to other products. The report discussed these changes and their impact on customer experience provided by Marks and Spencer. Different theories of marketing and customer relationship management were discussed in-depth in this report. These theories were also applied in order to understand the changing customer preferences of M&S and how to enhance customer engagement and experience during the pandemic. Moreover, M&S has implemented various systems in order to support quality processes and customer relationships in response to the current situation. 
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