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Abstract

Customer experience is described as the journey of the business and services. It is directly linked with the customer relationship management which focuses on positive and affective experience with the respective organisation. This helps to improve a strong relationship and imported directly on the profit of the organisation. The study has highlighted the importance of customer relationship management of Marks and Spencer. The assignment has also focused on the ethical and sustainability of Marks and Spencer understanding the theory and citation of the organisation. 
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[bookmark: _Toc66233464]Introduction 
[bookmark: _GoBack]Marks and Spencer is one of the biggest multinational retailers which is headquartered in London that focus on spelling home products, clothes and food products. M&S currently has 959 stores in the UK which has contributed over £1 billion and the revenue of the organisation is £10,181.9 million. The study has also introduced the quality theory of the organisation to improve the relationship manager with different examples and explain about segmentation, customer target, loyalty and marketing mix of Marks and Spencer. Strength and weakness has been reported efficiently of the organisation. The different understanding with respect to Mark and Spencer will focus on improving and increasing the customer experience and meeting the desired expectation of the customers. 





















[bookmark: _Toc66233465]Meaning of the term ‘Customer Relationship Management’

CRM which is also known as customer relationship management is a type of technology which manages all types of company's relationships as well as the interactions with the customers as well as potential customers (Liu, 2019). It is also categorized as an integrated data driven software solutions which helps to improve how to interact with the customers along with the business. With the help of CRM, implementers cover each and every aspect of their business cycle which also helps them to increase in marketing returns as well as in sales (Zhao et al. 2019).  The CRM solution also helps to focus on the organization's relationships with individual people.

	Pros of CRM
	Cons of CRM

	CRM systems provide businesses with numerous strategic advantages. One of such is the capability to add a personal touch to existing relationships between the business and the customers (Anshari et al. 2019). This system allows each employee to understand the specific needs of their customers as well as their transaction file.CRM systems are useful in identifying potential customers. They keep track of the profiles of the existing clientele and can use them to determine the people to target for maximum clientage returns.CRM data ensures effective coordination of marketing campaigns (Lu and Miller, 2019). Businesses can also use the data to introduce loyalty programs that facilitate higher customer retention. 
	Implementation of CRM systems requires huge costs to be spent by the business. CRM software is too costly as it comes with different price packages as per the needs of organizations (Valmohammadi, 2017). It takes a huge cost and time for providing training to employees regarding CRM systems. They need to learn and acquire information regarding CRM software for a proper understanding of it. All this takes large efforts both in terms of money and time on the part of the organization. Another major drawback with CRM is the insecurity of data collected and stored. All of the data collected is stored at one centralized location which has a threat of being lost or hacked by someone (Zheng et al. 2019)..



[bookmark: _Toc66233466]CRM as per Marks and Spencer 

Marks and Spencer is a famous departmental store which is located in London. Over the years they have been successful while in the past decades they had experienced trouble. In present situation, the relationship of the firm with its stakeholders has become an important aspect in order to ensure the organisational sustainability for long term. CRM which is known as Customer relationship management is building up a strong sense of trust as well as respect between the business and the most important is the stakeholder which helps to increase sales from retaining customers rather than constantly penetrating the same market over and over again (Valmohammadi, 2017). Market and Spencer runs its store without having the facility of manufacturing as well as the competitive advantage of the firm along with its growth which depend on its relationship with its stakeholders at a significant level. M&S has become a market leader in semi-prepared, own-brand dishes that have been supported through high-profile. Moreover, all retailers have direct contact with their customers, by which they can have the facility to access the management information systems, using data from loyalty cards as well as from direct feedback, to match their new product development to consumer needs (Lu, and Miller, 2019). 

[bookmark: _Toc66233467]Ways for CRM to breed loyalty or trust or satisfaction

CRM is a business philosophy towards customers. It includes different types of technology which is employed for streamlining the customer interactions to find, acquire as well as retain the customer. Due to the recent technology as well as digital transformation boom, an entire “customer revolution” has taken place and a new breed of informed and socially engaged in M&S. In the past few years, M&S has focused on customer choice and has exploded in almost every business sector and industry. The organisation has also created feedback secession to understand about their satisfaction level (Nasır, 2017). The focus of M&S’s clothing and household business is to thrive through building long-lasting relationships with customers and a well implemented CRM system. M&S has been benefited by CRM which has increased the revenue by 6.2% in the UK since 2018. CRM can help to find new customers, maintain current clients, and bring back former customers (Goremîchina, 2017). It has allowed M&S to be more organized and efficient through automation of different areas of the business and streamlines a number of processes. These advantages have helped the business to run more smoothly, save money, and allow more time to focus on your customers. CRM has allowed the company to tailor their business and practices to better serve their customers (Taylor, 2019). Along with this CRM has personalized the communications of M&S with the customers and employees through digitally as well as offline. Timely responses to customer inquiries have been set to automatically mail out when a client fills out an online form.

[bookmark: _Toc66233468]Customer relationship experience of Marks and Spencer 

According to the annual award of Loyalty magazine, Marks and Spencer has been recognised as one of the best customer experiences. According to the operation of M&S, program of the organisation has evaluated since 2016 and has created its strategy that has enhanced the way of connection with the customers. It has been noted that a premium customer experience has always been important for Marks and Spencer (Wilshaw et al. 2021). The customer relationship experience of M&S has built a strong sense of trust and respect between the business, customers and stakeholders. This has increased sales from retaining the customers which also improve in the market over and over again. 

a) [bookmark: _Toc66233469]Ethical

Marks and Spencer has scored an Ethical Consumer Best Rating on supply chain management. M&S has focused on Consequentiality and Non-consequentiality ethics to improve the ethical standard of organisation. Consequentiality is based on the mortality of the action with the outcome to focus on right things and vomiting the wrong bad outcomes (Rahman, 2017). The consequences are the effect in the organisation and are defined by Utilitarianism theory. This theory focuses on right action which needs to be led in the organisation for the happiness of a number of people. It also focuses on hedonism and egoism which represent and import humankind to maximize total pleasure and action off license for one individual with others.  On the other hand, Non-consequentialist focus on the right and wrong action and consequence in the organisation. There are different variances which have focused on divine command theory, natural rights theory etc (Leite, 2020). The Divine theory has highlighted the actions which need to be sanctioned in the organisation. The moral obligation always commands According to the absolute and natural rights with and human action in the organisation. Consequentialism is sometimes criticized as it is quite difficult and even impossible at some point of time about the result of an action. M&S has critically used this ethics to understand certain situations that can lead to a healthy future (Rahman, 2017). 
The consequentialism ethics have helped the management of the organisation to take few correct decisions that are objectionable and have been placed correctly even though the consequences are arguably better. Most of the economists have proved that the world economy would be stronger. M&H has adopted it so that it can be happier, healthier, and wealthier. According to the ethical Consumer's own research, M&S had operations in a number of countries considered by focusing on Consequentialist ethics which is governed by oppressive regimes. On the other hand, M&S has also focused on Non-Consequentialist (Nyame-Asiamah and Ghulam, 2019). Theories which focus on the evaluations of something other than sum total or net aggregate of the consequences of choices. This has helped M&S to promote their services directly with good consequences and minimizing bad ones. 

[image: ]
Figure 1: Ethical theories adopted by M&S.
(Source: Leite, 2020)
b) [bookmark: _Toc66233470]Sustainability

M&S has focused on plan A where the corporate social responsibility of organisation helps in restructuring the operation and become one of the best retailers in the world. Sustainability is the core concept of M&S brand which helps improve Strategies and share program.This improves engaging the customer and enabling the report on the performance at group level. The sustainability strategy has focused on profitable growth and delivering long-term value for the stakeholders and creating new opportunity models to enhance the program with core strategy. It also focuses on parallel operations which help to maintain the business unit and program that can be helpful for the sustainability of organisation (Scott and Walker, 2017). 
M&S has committed to the environment and the organisation with emphasis on high quality and long lasting products by maintaining ethics. M&S has also focused on the Global Sourcing principles with collaboration of sustainability and Consequentialist and Non-consequentialist ethics. M&S has continuously exercised social responsibility which has involved different actions of the firm. In this way, it has minimised the social impacts or damage to the environment (Lee et al. 2018). M&S has committed high-quality and long-lasting products by focusing on the green environment. Also it has linked with the two ethical values that has helped to focus on recycling programs for shoppers as on the famed Greenpeace Detox Catwalk. 
In contrast to Zara, the sustainability of M&S has been more prominent as they use eco-friendly materials like nylons, recycled polyesters and organic cotton. In context to the competitor Zara, M&S have resorted to development firms that can affect positively on communities and on the environments. The organisation has also supported the redundant employees to find alternative jobs which has increased the social responsibility and involved careful consideration of the impact of the resort on the environment (Purcell et al. 2019). This has not only maintained the ethics but also minimised negative impacts which improves in public relations. This benefited the actions and provided some gain for those affected.




[bookmark: _Toc66233471]Critical discussion of a variety of quality models and theories .

Quality management can be defined as the act of overseeing different actions and tasks that can be accomplished to cultivate a desired level of excellence quality. This will include the assurance of a quality policy by creating and focusing on quality planning and assurance (Cugurullo et al. 2020). This will also develop the quality control and quality improvement for better performance in the organisation. This is considered as one of the main frame of total quality management (TQM). M&S along with quality management focus on a review plan to control and monitor the business. The plan basically focuses on a given target. The management and operation of M&S focus on weekly review of the plan to understand the progress. This is called scan rate operation targets (Martek et al. 2018). 
Marks and Spencer refer to these different data to make the target easily. In case if the target is not achieved, then Marks and Spencer set out a course of action to fix the problem by giving the workers more training and overtime if required. The organisation has also focused on motivation theory which has enhanced job satisfaction and improved the quality of the work (Scott and Walker, 2017). The motivation theory is adopted to motivate the staff according to the level of needs. Another theory which M&S uses is Douglas Macgregor theory X and Y. In this theory, the manager dives the employees in theory X and Y. It focuses on different kinds of employees who are lazy and not enthusiastic about taking responsibilities. This theory develops the people who have no interest in the success of the company (Cugurullo et al. 2020). It also focuses on the extra responsibility and work which is able to take into other categories. Employees are then prepared to accept the changes because they appreciate changes.
[image: ]
Figure 2: M&S adopted Douglas Mcgregor theory X and Y
(Source: Martek et al. 2018)
Marks and Spencer continuously focus on updating the policy and create innovative solutions for the customers and staff. The company has focused on the check out process, producing fresh products, connecting with different merchandise, stock controllers and administration personnel. Marks and Spencer has given a lot of importance to total quality management for integrating the quality development, quality improvement and has enabled the production and services with the most economical level with full customer satisfaction (Scott and Walker, 2017). This process has encompassed everyone in the organisation with full commitment of senior management and thus implemented three basic things which are customer focus, continuous process improvement and total involvement. 
In terms of customer focus, the internal and external customers of the organisation focus on the different production services which help to maintain the relationship from the internal to final consumer of the product. In M&S, output from internal suppliers has become one of the major parts of the development of organisation and input has been a final consumer improving the customer relationship and quality needs (Bolon et al. 2018). Continuous process improvement has helped the organisation to reduce and eliminate the variability from quality process. It has an outcome line and progress which is predictable and difficult for meeting the customers’ expectation. The continuous process improvement of Marks and Spencer has been very low with all availability and variability. The continuous improvement focuses on “Plan A” which is one of the beneficial strategies of the organisation and the organisation reviews its efficiently comprehensive set of objectives that governs the business (Volz et al. 2021). 
Plan A is a real change to the environment, customers, employees and people walking in the supply chain of Mark and Spencer. The plan has introduced different products and services for the customers with a sustainability way which has also contributed to the local communities and focus on additional profits generated back into the business. On the other hand total involvement has also benefited Plan A of the organisation which has contributed in implementing the objective among the employees (Ing et al. 2020). This has improved the level of confidence of quality assurance and the managers’ act according to the standard and insured continuous measured and monitored section. Six Sigma approach is a disciplined statistical based data driven approach which has continuous improvement methodology for eliminating the defects in a product, process and service. 
The view of Six Sigma in M&S is to reduce variability and underline the concept of the approach of statistical terms to maintain the standard deviation and quality assurance. It has determined the best products within a process and improves the manufacturing process of the organisation in the retail sector (Omoikhudu, 2017). The organisation has implemented Six Sigma quality improving the master gland bill and monetary part of Six sigma. This has actually increased 65% increase in the collection hour of the organisation. The different section of Six Sigma has ensured the quality decision which has described the department with greater efficiency and improved customer relationship management. The organisation has also benefited by addressing the collection efforts of the customers with upstream values (Frost et al. 2020). The Six Sigma has reduced the longer term solution and had a direct impact on resolving the debt problem, delivering the product without any issue by approaching DMADV approach and improving in the potential recovery of reducing the cost in operation. 
[image: ]
Figure 3: Plan A approach in respect to TQM
(Source: Spencer et al. 2018)
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Figure 4: M&S aim by applying TQM and Sig sigma in recent years
(Source: Shaari and Hong, 2018)
[image: ]
Figure 5: Approach to maintain the CRM and improve in quality
(Source: Spencer, 2021)

[bookmark: _Toc66233472]Benefits of CRM at M&S:
a) [bookmark: _Toc66233473]Segmentation 

Segmentation can be defined as a division in the marketplace into different parts according to segments which have a growth potential. M&S have utilised it efficiently to target the entire market, because of time, cost and effort restrictions. In today’s culture and marketplace, segmentation is very important to make the organisation successful and increase the profit with value and usage (Shaari and Hong, 2018).  In the UK,  M&S stores have derived 70% of the population for clothes and households etc. This has helped M&S with an idea to increase a number of “Simply Food” stores within the UK. By achieving this according to segmentation, these are tailored to meet the needs of customers in their local area (Frost et al.  2020).
Segmentation is considered as the difference segment of the different people which involves in the purchasing power or buying decision. The company has segmented their products and services according to the Geographic, psychographic, demographic and behavioural segments. M&S has segmented the market geographically according to the building stores in the territories which is one of the easiest ways for the customers to shop. The main Geographic segment has been derived with 500+ stores operating in 41 International territories (Ing et al. 2020). This has also helped to keep a similar store environment and is following the consistent packaging architecture so that the customers find ease in shopping. 
M&S has also segmented the market's demographic according to age, social class, ethnic groups and different gender. One of the key rivals of the organisation is Tesco. The organisation has also segmented their products into democracy, geography, psychographic and behaviour (Omoikhudu, 2017). Tesco has allowed them to differentiate their products into more than 51 countries according to their personality and lifestyle and is more sensible in the environmental issues and health of the customers. M&S connects with the touch points to grow revenue. The company has Limited the interaction channel and focused on omnichannel model to improve the digital channels with 1253 retail outlets in the UK. This has overhauled the different order management and e-commerce system which has improved the retail transformation not only in the UK but also in different parts of Europe (Bolon et al. 2018). 
M&S has focused on improving customer relationship management and business profit by creating a turn around them into the digital first business. The organisation is focusing on maintaining the culture by improving green environment in the environment and  has widened the driving style and credentials of clothing by making them more contemporary and digital. This has boosted the organisation to increase market share and trailing new formats which also improved the fastest-growing part of the food market (Banet et al. 2018). 

b) [bookmark: _Toc66233474]Targeting Customers

M&S has often focused on recognising a retailer for middle-aged shoppers in respect to clothes. It pointed to basic steps for diversifying the target market which is embraced athleisure in every year. The organisation has launched Goodmoves offering 150 different pieces of clothing and accessories to maintain its sustainability and competition in the environment. In respect to the wide variation of price and trend the products range accordingly (Zhao et al. 2019). One of the basic target points of the organization is to clear the stocks with the latest trend for every customer and not focus on any specific target market. The most crucial point of the organisation is to value the loyalty and confidence of the customers. Their main values and target always incorporate much inspiration, innovation, integrity, and in touch underpin the consent of the customer by promising the style statement of the customers. This has helped to demonstrate the commitment which the organisation has towards their products and customer satisfaction (Zheng et al. 2019). 
As M&S do not have any specific targets so the organisation focuses on targeting a variety of individuals with their range of products. In terms of demographics, the fashion line of M&S tends to create clothing ranges for middle aged women and for middle class families. By maintaining such set values, the company’s target segmentation is mainly based on the annual report (Leite, 2020). The organization recognizes the changes that need to be adopted as per the changing market.  Marks and Spencer have not only operated in the UK but also have targeted its customer in the entire world. So it has announced that they will be partnering with Star count to maintain its five years transformation plan. This will deliver a better customer understanding and will be able to help for maintaining a balance in CRM through personalization of loyalty and CRM programmes by M&S like Sparks Card (Purcell et al. 2019). 	 
	
c) [bookmark: _Toc66233475]A Loyalty Ladder

The loyalty ladder can be defined as the relationship of marketing concepts which focus on values of customers that gradually move up through relationship levels. This basically starts from the bottom as prospects. In this type, it mainly focuses on the intent to purchase but has not yet completed. After this, it ends up at the top as advocates which intensely mention loyal brand champions. In today’s world, loyalty schemes are effortlessly growing as an experience across the channels (MELESE, 2018). However, this can be difficult for large retailers to deliver and provide legacy systems and structures. To its focus, M&S has taken this into the heart, and focused on integration with full dot com and enabled in their smartphone app and in store, which can be one of the benefited parts for the future. Recently, M&S has launched gamification, rather than a more transactional route. The company has focused on the scheme which has made shoppers to level up into the next reward. As the gaming industry, customers need to unlock the next level as long as the rewards are motivating enough (Mwangi, 2020).  




d) [bookmark: _Toc66233476]Marketing Mix 

Marketing mix refers to a set of actions as well as tactics which are used by the company to develop the promotion of a specific brand or product in the market. It is now mainly known as the dominant framework for marketing management decisions. The different elements of a marketing mix work in conjunction with one another. The 7P’s of marketing are the basic key factors which are involved in the marketing of a good as well as services.
Product: Marks and Spencer is a famous as well as top retailer chain brand all over the world based out of UK. The product portfolio for Marks & Spencer in its marketing mix is wide covering items for all age groups be it men, women as well as for kids (Mwangi, 2020). 
Price: A competitive pricing strategy is followed by Marks and Spencer in marketing mix for its product portfolio. The company also follows a dynamic pricing strategy as during seasonal time it offers more discount on products to get more customers. 
Place: Marks & Spencer’s major business is in the UK where the company has around 850 stores. M&S has got its own website from where the customers can buy products and get home delivery. M&S also provides an option for international delivery for limited products (Banet et al. 2018).
Promotion: M&S emphasizes to provide a common message on all mediums of communications. M&S also runs a special loyalty program ‘Sparks’ which adds points to the customer’s account on the basis of amount spent on shopping. This reward points can then be spent on future purchases from Marks & Spencer stores (Spencer et al. 2018).
People: Marks & Spencer employee strength is around 83000. The company pays special attention to the employees. Marks & Spencer also runs a learning and development program for its new trainees and specialized programs for higher roles. M&S also emphasizes on diversity in each outlet to promote women employees by bringing more female friendly policies.
Process: Marks & Spencer stores can be found at malls, sub urban areas (Lichtenthal et al. 2018). The Marks & Spencer stores are divided into floors which mean they have separate sections for clothing, gifts and flowers, furniture and other home accessories.  The customer can also claim reward points if they have a Marks & Spencer special Sparks card as a part of their loyalty program.
Physical evidence: Marks & Spencer also sells a wide range of products from clothes to home accessories, gifts and flowers, furniture (Ghazi Moghaddam et al. 2020). These things also act as the physical evidence. The company has got its own website from where the customers can buy products and get home delivery. The company has more than 83000 employees worldwide.



























[bookmark: _Toc66233477]Strengths and weaknesses of Marks and Spencers’ CRM system

Strength and weakness will evaluate the realistic goal and objective and strategies of the organisation. This will improve in the information based activity which will improve in the political exercise according to the individual basis and for conception. It has focused on the strengths and weaknesses of the organisation strategy, resources etc that has increased overall organisational effectiveness (Chaudhari et al. 2020). It has focused on the underlying reason for Marks and Spencer which has efficiently responded to the change in environment operation and improved in the strategic position. This has also created an important part in the opportunities according to the competitive and environmental factors that have improved the future direction of the organisation (Chaudhari et al. 2020). 
	Strength
	Weakness

	The difference of CRM helps the project manager of every department to meet the KPI allocation efficiently and progress the assessment with reporting and forecasting data 
Marks and Spencer have benefited from the advance CRM like Salesforce to improve the professional service automation which has improved and became user friendly with sound quality knowledge (Eisenberg, 2019). 
The analytical methods of CRM have also improved in the productivity and performance monitoring of the team mates. This has improved in the Inside performance of the team and has generated multiple models and roles to improve the performance of the organisation (Corejova et al. 2020).

	Due to covid 19, the existing CRM strategy has failed to meet the productivity target and could not make the legal system with a large number of enquiries.
It has affected productivity levels with the old system of CRM which has failed to reach the expected level.
The organisation has tried to tweak the software and alternate the business process for improving productivity for the caller's however failed due to old technology (Jin et al. 2018). 



[bookmark: _Toc64366694][bookmark: _Toc66233478]Options/Recommendations

Recommendations are required which are based on improving the areas identified within the conclusion as weaknesses.
Few recommendations can be drawn to increase the customer relationship manager which will increase the overall percentage of the satisfaction and global customer service listing the program internationally.
· It is important to invest in the fresh voice of customer approach and software to understand business faster and in a comprehensive way (Hazzan et al. 2017). 
· The organisation should focus on more new programs and involvement of  measurement tools internal systems that can help to deliver a clear satisfaction of the customers.
· Weekly reports should be a key touchpoint, action plans and recommendations can be generated and can be measured efficiently (Oki, 2019). 
· The organisation should focus on closing the outlook on feedback to ensure the store contact and result in sight in a weekly manner which can increase the customer relationship management. 
· Organisation should focus on expanding the business more in offline as well as physical stores. Also it can collaborate with Amazon Prime delivering in the world (Ausloos, 2020). 











Conclusion 

The study has concluded about the different initiatives to improve CRM and the importance of CRM in an organisation. The cross functional analysis with different models and theories has been included in the study to understand the primary objective of CRM in Marks and Spencer. Different marketing strategies have also reflected in the study to understand the measurement indicators and attributes. The tools have influenced the customer values by evaluating the concept and will support to improve the customer requirements according to the quality process. In the last, recommendations have been drawn for developing a better customer relationship which will in return profit the organisation. 
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