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Task 1
Introduction
CRM or customer relationship management means any company's relationship with its customers and how customers are getting experience from the company. Customer relationship management includes managing all the customers data, look at sales and profit from the customers, find the insights of the business and based on the finding provide a solution and recommendation to the company which could help the company to improve its existing customer relationship management system This management system works on what is the situation of any company with its existing and potential customers and how can a company work on to improve the marketplace (Juanamasta et al., 2019). Any company's business depends on its customers. If any company is a good enough satisfied customer the company can keep its business sustainable in the market and can attract more potential customers which will help the company in long run in the business. If a company fails to provide enough satisfaction to its customers then the customer will fail to run its business in the market. This report is going to look in the Mark and Spencer’s customer relationship measurement system, how much effect it has on the customer and based on the finding of the research to provide a conclusion and recommendation to the company where it can work to improve.
Customer Relationship Management at Mark and Spencer
Mark and Spencer is a UK based company which provides retail service in the area of foods, groceries and home alliances. The company's headquarter is London, UK. The company has 959 stores all across the UK.
Mark and Spencer are always very much concerned with its existing and potential customers. The Company has a strategy for business in the market- people, products, and planet. From CRM it can be understood that if the company manages to provide a good quality product to its customer who has great values it will be able to keep the business sustainable in the market. The company is always looking at the existing customer as well as potential customers to grow in the market (Maryani, Riana, 2017). The company is also looking at the strategies of its competitors in the market like Tesco or Sainsbury who provides food services to its customers. Recently the company is looking at new strategies to grow the business online to attract more customers as people these days are comfortable with online business. The company is also making a new partner to spread its business in long areas to get more customers. As now the profit will have to be shared with its new partner. The company is looking at all data analysis how it can keep getting from the customers. As after globalization it has been very hard for any organization to be sustainable and keep its customer, the company is making strategies which will motivate its potential customer to stay with the company and also mark and Spencer are also making new Customer Relationship management based on its funding from the research.
Task 2

Ethical Customer Relationship experience of Mark and Spencer
It is very important for any company to set some practices which will help the business to grow and make a value in the customers (Rahimi et al., 2016). Ethical practice is one of the best practices which every company should follow as it will create trust issues among its potential customers. When people find that any company products have been made without doing any harm to its nature or the natural products it already mages to get the customer for the business. The Mark and Spencer always have been much focused to keep its customers happy and provide them a happy service which will help the company to keep the business sustainable in the market. Recently mark and Spencer has got the best rating in ethical consumer ascot is providing the best services with best ethical practices. The brand of the company has been certified by SEDEX who look in the areas of all human and customer rights in the global business market.  The Company also has been named as one of the top ethical clothing business suppliers by the Ethical consumer of the UK. The company produces its products in ethical ways without harming the environment or any aspects of nature which could break ethical rules. As Mark and Spencer have huge value in the subject it is always able to gather a good number of customers due its trust values, products quality and customer experience. The company always believes that if Mark and Spencer manage to provide ethical services to customers it will shine out in the market. Ethical practice is one major practice of the company which has made the company very spectral in the market and provides customers a good satisfying experience (Valmohammadi, 2017). Mark and Spencer always believe in ethical trading with its partners and customers to make the company reliable. It always keeps an observation to its competitor Tesco who has a huge reputation in conducting the business in an ethical way. Tesco has claimed to provide best fair services and its products also have been following ethical practices. As Mark and Spencer has more ethical value if the customer Mark and Spencer is getting huge customer positive experience feedback, Tesco Should look at the Mark and Spencer’s practices to make the business more famous amongst customers. Mark and Spencer’s product quality is also better than Tesco which is very appreciable between customers and giving mark and Spencer advantages over its Customers.
Sustainability of Mark and Spencer in CRM
Any company must look at its customer relation management to find out whether the company has good impact amongst the customer, whether the company is getting enough profit to keep the business sustainable in the market (Guha et al., 2018). If any company manages to keep its business sustainable for a very long time in the market it mages get trust of the customers. Mark and Spencer have always been identified as one of the sustainable business companies in the market like its competitor Tesco. Mark and Spencer have always focused on its product improvement so it can gather more customers over the years. Mark and Spencer have always focused on their strong customer relationship management to find customer experience in the market and from the data analysis they can do the business better to attract more potential customers. Like any other company, Mark and Spencer are always very much concerned about its sustainability in the market as the company's future is depending on it. The company already manages to take all the importance for the company which will help the company to keep the business sustainable in the long run. Mark and Spencer always have focused on its competitor to find out the strategies taken by them to determine its position in the market and what new strategies could be implemented to provide better customer relationship experience (Sota et al., 2017). The company's main competitor also is very famous for its sustainability in the market. Tesco has been also recognized as one of the top companies in the UK. However the price of products Mark and Spencer’s comparatively lower than Tesco which is making the company more famous between customers. Also for this Mark and Spencer has not compromised the quality of the products which made the company reliable and made the company sustainable in the long run.
 
Task 3
Literature Review of CRM
The literature of any project is an article which shows different views and findings of different researchers on any particular subject (Hassan et al., 2019). In this different researchers thought on customer relationship management using different approaches and practices and how they could be helped any company has been shown.
According to Nyadzayo et al., (2016) has talked about the company image and quality of the company's customer relation management. He has discussed that the company must put all its effort into making proper customer relations as it is very important to understand the business in the market and how customers are going to interact with the business. According to his company must improve the quality of the management. Tasks must be provided to important persons who can investigate the market and based on finding give a proper report to the company. The finding company should conduct an analysis to find out the future steps for the company. Company must try keeping its brand name intact while creating the Customer management system 
Raab, (2016) in his research has discussed the global perspective on the customer relationship management system. In his finding he has talked about different concepts of different organizational or companies while making the customer relationship management for the company. He talked about different factors while making a customer management like area of business of the company, orientation of the customers, quality of the service products and business plan regarding different types of customers. People from different areas have different status and choices, so if any company wants to conduct business in certain areas they must first figure out their potential customer straits and behavior and if people from different areas can sell their product or not (Vaish et al., 2016).
Adaptation of the latest technology always helps to make proper customer relationship management. Badwan, (2017) has thoroughly investigated and criticized the importance of adaptation of latest technology in customer relationship management. He has used different electronic tools to conduct data analysis on his findings from different resources. He has said if any company introduces latest trending technologies in this management work it will help them to conduct processes smoothly, reduce the chance of error and put a great brand name in the market. Lai, (2017) also has supported this theory. The world of technology is constantly changing. Better Versions of current technologies are always getting discovered and providing a huge number of opportunities to the different organizations. Any company who intends to create customer relationship management must use these latest technologies as they not only will help the company to get better results but also these initiatives also create brand value in the market. Taherdoost, (2018) has tailed about acceptance and adaptation models of new technologies while creating customer relationship management to get the benefits in the business. It is very important to choose the proper tools for the organization. While choosing any latest tool company must first figure out if the tool is enough to meet the needs of the company. There are lots of new software’s which would allow the companies to conduct the proper CRM for the company which will help the company to analyze the data collected properly and maintain them and also will help the company to come to proper conclusions based on that can provide recommendation to the company.
Any company when making a customer relationship management must focus on the different aspects of the system as it decides the business strategies in the market. Soltani et al., (2016) has said that company must make the customer relationship management in such a way that it focuses on the current state of the company and also helps the company to understand the future step of the company. Different customers of different demographics have different types of choices. CRM must be able to show all these factors for a company to decide the changes that must be made to make the improvement in the company.
Researcher Navimipour has discussed that while any company is making CRM that must consider the time and cost related to the project. There will be a huge impact of cost and time taken to make the management in the business process. He also highlighted different areas like technology that can help the CRM and customer satisfaction must be considered while producing proper customer relationship management.(Navimipour et al., (2016)
Researcher Buttle et al., (2019) in his book has highlighted the different concepts and technologies related to customer relationship management. Every organization should properly investigate and analyze the finding of CRM in order to improve the currently existing strategies and methods. The CRM must collect days for different business parts of the organization which reflects the impacts of all those businesses for the organization. The CRM should also help the company figure out how it can improve its status with the company, if there is any rift how that can be solved with the customer. Peppers and Rogers, (2017) also has supported the statement. Customers are the most important asset of a business organization. While producing any Customer Relationship Management Company must give its utmost priority to all business conducting with the customers. Based on the finding if there is any palace to improve the relationship with the customers company must implement it as it will help the company to get more potential clients and also this will help the company in long run.
Task 4

Different activities of Mark and Spencer related to get benefits in CRM:
Mark and Spencer have chosen different activities to get benefits from its Customer Relationship Management. 
1. Segmentation
Segmentation of any business means dividing the business strategies in different parts to understand how they are going to affect in the business. Based on these different parts any company decides what the next steps regarding the parts are (Sofi et al., 2018). Mark and Spencer have divided its market segmentation, understanding different types of customers and their importance for the business. The company has divided the customers according to their age group, level of income, social status and based on different people's income in different areas. This gives the company an idea where to buy certain products, how much they are going to be accepted and what the price range will be for the products, so people in those areas can afford the product. The company also puts the business on social and digital platforms and gets their feedback to understand the next step for the company (Wildyaksanjani et al., 2019). These all segmentation has helped the company to determine its customer, product value amongst customers and what should be the next step to get benefits from it. Segmentation of Mark and Spencer’s has helped the company to treat the similar types of employees in the same ways and figure out the difference between different groups.
 2. Targeting Customer
One of the important factors of Customer Relationship Management is focus on the target customer of the company. When any company has an idea of its target customer, it becomes easier for the company to decide and choose the products and business for the target customers in the market. Mark and Spencer have already put its target customer in its Customer Relationship Management (Rahimi et al., 2016). The company's main target people are from age 35 to 55. The company has conducted market surveys and based on the customer's preferences the company has made products in ways and with different designs in all their clothing products. Marks and Spencer has no certain target in the target instead they have people from different areas based on different demographics. The company has people with different choices and their preferences to make the products attractable in the market. Also as different areas have different status and believe Mark and Spencer have put all these considerations while creating the Customer Relation management. Based on these practices Mark and Spencer have managed to produce the products which have been widely accepted by the customers. 
3. Loyalty ladder
Loyal ladder in Customer Relation Management means the faith of customers in the products of any company. This step shows whether the customers trust the company service and if they are willing to continue the business or not (Wali et al., 2015). At this stage customer satisfaction from the company service can be determined. Whether customers are satisfied with the service or if any products need improvement or services can be estimated. Marks and Spencer have created strong customer relationship management which focused on current customers and potential customers to get their feedback. Based on their findings from the market company has made important changes in their business to keep customers loyal to the company. The company has made improvement in some areas like creating a strong website which is very accessible for the customer, supply is very effective, price range is affordable and to solve the customer queries. The company has also made strong customer service which is guiding them in an effective way. This step has urged the company to make different programs to motivate and its loyal customers.
 4. Marketing Mix
This part of any organization's customer relationship management focuses on the different strategies taken by the company to spread the product in the market, possible price range for different customers in the market and the quality of the service and product (Das et al., 2019). Mark and Spencer’s Mix marketing depends on four principles - product of the company, price of the products, marketplace of the certain products and promotion of the products. In their marketing strategies the company has focused new innovative ideas; invest strategies for the market and customers experience regarding the products. These steps help the company to understand the different strategies that must be taken by the company to get advantage in the market over its competitor, based on the product experience of the customers and what are the new steps should be taken to maintain the sustainability in the market. Also this gives the company what types of promotion is needed in different areas to promote the products and the investment needed for the business in the market. Mark and Spencer have learned about different trending clothes in the market based on customer demand, and to reach more customers that have adapted different promoting and advertisements strategies (Dewnarain et al., 2019). This practice helped the company to create a proper business plan regarding its customer and investment needed for the parts of the business.
Task 5

Conclusion on the strengths and weaknesses of Marks and Spencer based on CRM system:
Marks and Spencer is one of the most popular companies in terms of retail business. This company manages to provide better quality of services for 136 years. However, the company is quite demanding among the consumers for their better quality of product and services. There are few strengths and weakness of Marks and Spencer, such as 
Strengths of Marks and Spencer (M&S)

Significant level of Experienced: The Company has provided better quality of products and service for 136 years and it is one the biggest retailing business in the UK (United Kingdom).  However, the company started its venture by developing a company called penny bazaar at the kirkgate market (Calder et al. 2018). The company managed to make improvements in their products as the employees focused on the needs of the consumers. The experts of the company focused on the management of sales. However, the experts of the company seek to generate different kinds of strategies in order to make an election their sales (Söderlund and Sagfossen, 2017). On the other hand, the experts of the company focus on the new opportunities in order to increase the amount of profit and fulfill the needs of the consumers. Marks and Spencer succeeded to develop better partnerships around the world through many years (Siregar and Kent, 2019).  All these experiences are one of the biggest strengths of the company.  
Brand value: Marks and Spencer has a better reputation worldwide for their quality of product and services. However, the company always seeks to provide attention to their consumers in order to know about their needs or requirements (Moorhouse et al. 2018). The company makes improvements in their products according to the needs of the consumers. This became quite impactful for the company in the long run in order to make an elevation in their sales. However, whenever the people of the UK go out in the streets to do shopping, they prefer to visit Marks and Spencer, as the company meets up with the needs or demands of the consumers. This is indeed beneficial for the company to develop better relations with the consumers and also gain new potential consumers in the long run (Barta et al. 2021).  These improvements helped Marks and Spencer to become the second largest retailing company in the UK. 
Global Company: Marks and Spencer has managed to expand their business on both online and offline. The company developed their business on an online platform where consumers will be able to see and verify the products whenever they want (Angelini and Carmignani, 2017). However, the consumers will have the ability to order their necessary product whenever they want. This helped the company to fulfill the needs of the consumers. On the other hand, Marks and Spencer has physical stores in several parts of Asia, Middle East and Europe (Ziyadin et al. 2019). In terms of physical stores the consumers will have the ability to visit and purchase products whenever they want. Marks and Spencer has 1463 stores around the world and 1035 physical stores in the UK. The ability of the company to meet up with the needs and demands of the consumers helped them to spread their business worldwide.  
Products varieties: Marks and Spencer develops different kinds of products in their company. The company seeks to generate varieties in their products in order to elevate their demand for their products to the consumers (Lee and Wu, 2017). The experts of the company seek for opportunities in order to develop better relations with the consumers in order to know about their needs or requirements. However, the company has been providing better quality vegetables to the consumers for more than 40 years. On the other hand, the company makes changes or improvements in their products in order to develop a better relation with the consumers (Tarczyński et al. 2020).  However, the experts of the company seek to generate better relations with the farmers in order to purchase better and fresh products from them and deliver it to consumers. Marks and Spencer offers 500 different kinds of salads, vegetables and fruits to their consumers (Li et al. 2020). This is quite beneficial for the company to meet up with the requirements of consumers. 
Brands of significant designers: Marks and Spencer hired a massive number of designers in their company in order to design their different kinds of brands. They hired efficient designers from Blue harbor, Indigo collections, Autograph, per una and more in order to make improvements in their product designs. Improvements in terms of product designs helped the company to gain attraction from the consumers and this can bring new consumers in the long run (Suriyanti et al. 2020). On the other hand, improvements in the design of packaging can also elevate the demand for their products among the consumers.  However, dedication of efficient designers in the company made Marks and Spencer more attractive and strong than other retailing companies in the UK.  

However, there are few weaknesses of Marks and Spencer that can be a barrier in the company’s success, such as,  
Weakness of Marks and Spencer (M&S)
Reduction of sales: There is an occurrence of loss in terms of sales in Marks and Spencer in the end of 2019. This reason for the loss was faults in the chain system of supply and the insufficient number of products. This generated a barrier in the increment of sales in the company. However, faults in the supply chain delay the delivery of the products in the stores or the warehouse. (Lee and Wu, 2017).  Therefore, the consumers were losing interest over the products of Marks and Spencer. On the other hand, insufficient amounts of products were unable to fulfill the requirements or the demand of the consumers therefore; the company was experiencing a huge loss in their sales (Angelini and Carmignani, 2017). The similar incident was experienced by Marks and Spencer in the end of 2017. In this case, the company was quite unable to meet up with the requirements of consumers in terms of food and clothing. The inability of meeting up with the consumer needs generated a breakdown in the amount of sales. This created a negative impact over the profit level of the company which was bad in terms of reputation.  
Insight of public: There is a misunderstanding among the people about Marks and Spencer that the company does not keep clothes for young people and teenager people. However, the rumor was wrong but this affected the company in a negative way (Siregar and Kent, 2019). The company experienced a massive breakdown in their sales which affected them in the long run. On the other hand, another rumor occurred that the company only sells clothes for older people which were also wrong. But this also decreased the amount of sales of the company in a significant way. 
Increment of cost: 
This can be stated as one of the biggest reasons for the loss of Marks and Spencer. However, the company mostly depends upon manual functioning. Therefore, this used to affect the company in a massive way as it used to generate unnecessary costs and the procedures used to take a lot of time. The time consumption in terms of production affected the company in a negative way (Söderlund and Sagfossen, 2017). The consumers used to lose interest over the products of the company. The company experienced a huge loss in their sale. On the other hand, it can be observed that several companies made improvements in their tools and brought new technologies in order to make their work faster and save time (Barta et al. 2021). The company should have made developments in their technology in order to increase their productivity. 

Task 6
Recommendations: 
· Marks and Spencer should make improvements in their online platform facilities in order to increase the sale. 
· The company needs to make strategies in order to spread their business in other countries.
· The experts of the company should focus on fulfilling the needs of the consumers in order to make an elevation in terms of sale. 
· Marks and Spencer should take the feedback of the consumers seriously in order to make improvement or changes in their products.
· The company should seek to synergies with other global companies in order to make improvements and accomplish a significant position in the global market. 

Conclusion 
Marks and Spencer is one of the successful retailing companies across the globe. The company manages to provide different kinds of products to their consumers which are quite helpful for the company in order to increase their sales. However, the company should focus on listening to the queries and requirements of the consumers in order to fulfill them. On the other hand, the company should make developments in their online business in order to make it quite easier to use. The company should make strategies in order to strategies with other global companies and it can be much beneficial for the company in order to achieve an advantage in the global market.
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