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ABSTRACT

The Quality of Customer relationship management with a definition, meaning and description. Investigation of Customer relationship experience of Marks and Spencer compared to Tesco based on Ethics and Sustainability. With Quality Management theories and an explanation of models using the Six-sigma approach. Showing examples of good practice in benefits to Customer relationship management to the organization following Segmentation, Targeting Customers, A Loyalty Ladder, and The Marketing Mix. Along with a conclusion and recommendations.
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Introduction	Comment by Christian Felices: This should all be written as a single paragraph

Christian Felices requested this report and the date it was requested 13th January 2021, Created by Rachel Bancroft Submission Date 19th March 2021. The purpose of this report was to show the understandings and definitions of customer relationship management explaining Ethics and sustainability within Marks and Spencer compared with Tesco using relevant research methods.































Customer Relationship Management

Customer relationship management (CRM) within Marks and Spencer needs to follow a structured approach and principles with which to interact with their customers. To achieve the best relationship is key to any organisational success, such as high sales, and profits. CRM is served to give the best experience to all their customers (Hargrave, 2020). 
CRM is a customer lifecycle which has different strategies and technologies that they use to analyse data, it enhances the customer relationship and retention which drive the sales and growth. The different data that is channeled could be their website, via telephone, social networking, emails, or even a live chat via Marks and Spencer’s website. 
CRM focuses on maintaining a personal record of customers' purchase history and holding personal information about them, offering them regular offers and promotions related to the purchases previously made, boosting the sales of the store's profits. The information they store is a key asset to the company (Chai, 2020).
According to Salesforce (2021) Customer relationship management is a technology system to help organise their interaction with their new and existing customers, to increase profits. The customer relationship management is to create a long-lasting bond with customers, for Marks and Spencer to put their customers first and deliver a good report with them. Making their experiences more personal and having the key information on their customers with potential leads within one place to allow them to keep a track of all interactions (Act!, 2021). Customer relationship management with current past and potential customers support the sales and support functions, including their marketing sales which can then be used in business to business, and business to consumer markets (Informatica, 2021).
CRM is to build important relationships with Marks and Spencer’s stakeholders, to gain a high level of trust and respect within the organisation repeatedly. This has worked well for Marks and spencer’s according to YouGov surveys. They seem to be the most trusted retailer which has gained them a good reputation. A lot of the reputation seems to be from their own labelled brands, and using their data from their loyalty cards which is called the “Sparks Card.” Which matches new products for their customers every time it gets used (Manifested Marketing - Marketing Blog, 2021).
A new data science company called Starcount has a new program for Marks and Spencer’s ongoing of new changes with transformation plans. These new plans can help Marks and Spencer predict future buying of its products behaviours. The new marketing team of Starcount will then closely align strategies in place to make them more focused and engaged with their customers.
Marks and Spencer’s marketing director Rob Weston said “I am really looking forward to working with Starcount in my new role. Sparks plays a huge part in helping with our transformation and having the best partners will enable us to focus on achieving a seamless experience for our customers.”
According to Marks and Spencer’s (2018) “customers purchases can help deliver growth, profitability as well as a high-class customer experience.” Customer relationship management is not new it has been an ongoing battle for many retailers for years”.
The advertising of Marks and Spencer’s brand is not their biggest issue, they face a range of different challenges from their changes to online shopping, the new changes and pressures on consumer spending, but the strengths are not one of those. Their main advertising investment has been mainly focused on its brand (Visard, 2018).
Customer relationship management for their business strategy is a powerful tool for Marks and Spencer, it is philosophy to retain and create satisfaction, which helps to sustain competition. Marks and Spencer’s saying is that It is five times cheaper to keep an existing customer than to gain a new one.
Ethical
Marks and Spencer’s approach is for its customers to have confidence in their sustainable fashion. They say that nothing goes to waste and everything is made with care, they protect the planet for tomorrow where everyone can become a part of. They claim they value the people that makes their clothes and that their as strong as the communities in which they deal with. (M&S, 2021) This is not the case for Marks and Spencer as gang members where finally jailed as they controlled victims bank accounts and seized their wages of more than 2 million. Some of the victims earnt as little as 50p per hour.
They claim they Value the people that make their clothes for their organisation, but these people would not be jailed for this seriousness. This is a big negative for them.(The Sunday Times, 2019) Marks and Spencer’s been ranked highly due to mixed animal rights. The Business benchmark on farmed animal welfare (BBFAW) for their policy on the farmed animal’s health and welfare and supplier engagement. Marks and Spencer’s said, “they provide a consolidate and are an organised account of their approach to farm animal welfare” But Marks and Spencer still sell leather, silk, and merino wool.
They made a statement which said, "to manage our global tax affairs in a manner that is in keeping with our longstanding values and aligned to our shareholders’ interests" and which ensured that "any tax planning is based on commercial business activity" (Ethical Consumer, 2021).
The loyalty is of a great deal of interest from researchers, the repetitiveness of its customers to keep returning is a high demand which is recognised. Their customers feel a part of belonging towards the organisation. Loyalty has mixed meaning, from customer loyalty to service quality, to loyalty programs. They all have huge impacts on their customer satisfaction surveys and questionnaires, this data’s gathered from their loyalty cards, questionnaires, and surveys feedback personal offers to its customer to repeat their shopping (Szydlowska, 2016).
Introduction of the Sparks Card launched November 2015. 40 per cent of sales are now made via the Sparks Card. They introduced its stock finder last year, an online outlet which enables customers to check if certain items are in stock in their local stores (Davies, 2016).
Tesco had the longest loyalty Clubcard since 1995, collecting valuable data from their shoppers to offer more personal rewards to their customers (Ipsos, 2017).
(Ethical Consumer, 2021).
(Ethical Consumer, 2021)
(Mitchell, 2019)(Partington, 2019)(Dearman, 2016). (Dearman, 2016)Sustainability(M&S, 2021). (M&S, 2021)(Vizard, 2017). (Vizard, 2017)(M&S, 2021). (M&S, 2021).

Sustainability
Change has been put forward by Marks and Spencer’s due to them being too corporate. Their business culture has been criticised for being too bureaucratic. Embedding corporate responsibility and sustainability in Marks and Spencer (Wood, 2018).
They have a strict sustainable sourcing policy from more than 20 years. They care about where their fish is sourced regardless of what fish it would be, it can be traced back to where it was farmed or caught.
They have Fairtrade products which were first launched in 2004. If their Fairtrade products are purchased by their customers, then a better sustainable income will be received by their workers for trade (M&S, 2021).
They have their own branded products, these are advertised on their tv adverts which show its customers the potential quality through its reputation.
(Manifested Marketing - Marketing Blog, 2021).
(bhasin, 2019).
(Vizard, 2018).
(The Marketing Society, 2021).
Compared with Tesco customers wanted the great value for money and sustainable products affordable to everyone. They try tackling issues within their farms to try to make it a better place.
Not all their customer were too bothered about the sustainability and their environment, their customers were more focused on better value for money and affordable products.
(Tesco, 2021).
Marks and Spencer say-
(M&S, 2021).
Nathan Ansell is the global director of loyalty where he confirms data must be shared “as far and wide as possible.” Data is a vital part of any organisation especially Marks and Spencer.
Nathan Ansell says-
“It is hugely important, particularly for some of our more commercial colleagues in the organisation, to show there is a direct link between a brilliant customer experience and delivery of results. Part of my job is to make sure everyone has the right access to customer data so people can make the best possible choices,”
(Hammett, 2018).
Marks and Spencer donate to selected charities, they donate upto five thousand pounds a day to different charities. Marks and Spencer have raised over three million pounds for charities.
(We Discover how Marks & Spencer Drive Loyalty, 2017).
(Tesco PLC, 2021).
Share prices at marks and spencer-
158.10
▲ 2.00 (1.28%)
(Marks and Spencer Group PLC, 2021).
five days ago, share prices were up 1.28%
But now they have dropped by 70p.
Sell:157.70p Buy:157.80p [image: ] 0.70p (0.44%)
FTSE 250:0.95%
(Hargreaves Landsdown, 2021).

Share prices at Tesco
223.80p
+3.80p +1.73%
(Tesco PLC, 2021).

Share prices has increased for Tesco since 5 days ago. 
Share price
225.70p
-0.60p -0.27%
(Tesco PLC, 2021).
Tesco sells a variety of product ranges and sells goods cheap, Sainsbury’s has popular brands on offer to attract customers from different segments. Tesco has emerged to reduce the price and attract customers. Sainsbury focuses on product and service integrity (Rention Idea, 2018).

(Grover, 2019) (Ahmed, 2016).
(Ahmed, 2016)

Quality Management
‘While intuitively appealing, the notion of “relationship” may be difficult to grasp’ (Hakansson and Snehota, 1995: 24) is arguably somewhat of an understatement with many writers who discuss ‘B2B relationships’  As Kalwani and Narakesari (1995) stated: ‘There is no strong consensus at the present time about the terminology and typology of defining the spectrum of inter-organisational forms in manufacturer-supplier relationships’ (Kalwani and Narakesari, 1995: 2). This view has been reiterated by Moller and Halinen (2000:30) who comment: ‘The relationship marketing concept is currently used to cover a fragmented set of ideas and theoretical formulas’.	Comment by Christian Felices: For this citation, you should have the year in brackets then remove the citation which you have the end – As Kalwani and Narakesari (1995) stated:
 By introducing an alternative interpretation of the exchange it will conclude that in the B2B context it was only a ‘social construction of reality’ (Berger and Luckman, 1966: 15). It is suggested that such an interpretation has several implications for research into and the management of relationships, with the implication being that some existing research suffers from critical limitations ‘While intuitively appealing, the notion of “relationship” may be difficult to grasp’
 


Marks and Spencer plc and its suppliers,
Marks and Spencer (M&S) buy’s its garments direct from manufacturers rather than through wholesalers. In the 1990s its four biggest suppliers of clothing were Baird; Courtaulds; Coats-Viyella; and Dewhirst, all of whom had supplied M&S for several decades. From 1990 to 1998 the annual value of clothing supplied to M&S by those four suppliers rose from £867.2m to £1,235m. M&S’s ordering practice was that there were two seasons: Spring/Summer and Autumn/Winter. 
The process of producing the goods for those seasons commenced 12 months ahead, with M&S issuing a design brief and the production by the suppliers a few months later of working designs and garments. The view that M&S’s relationships with its suppliers was an exemplar of good practice is clearly demonstrated by Lewis’s 1995 book The Connected Corporation – how leading companies win through customer-supplier relationships. To write this influential book Lewis selected four companies who were internationally recognised as leaders in the management of customer-supplier relationships and ‘whose levels of excellence set a useful benchmark for others’ (Lewis, 1995: xvii).
He conducted extensive interviews with managers of these four companies and their suppliers. One of these companies was M&S where, with the support of Sir Richard Greenbury who was its Chief Executive from 1981–99 and its chairman from 1999–2000, he interviewed a large number of its managers at a variety of levels in the organization. He also interviewed managers from several of M&S’s Suppliers. The view that M&S’s relationships with its suppliers was an exemplar of good practice is clearly demonstrated by Lewis’s 1995 book The Connected Corporation – how leading companies win through customer-supplier relationships. To write this influential book Lewis selected four companies who were internationally recognised as leaders in the management of customer-supplier relationships and‘whose levels of excellence set a useful benchmark for others’ (Lewis, 1995: xvii). He conducted extensive interviews with managers of these four companies and their suppliers. One of these companies was M&S where, with the support of Sir Richard Greenbury who was its Chief Executive from 1981–99 and its chairman from 1999–2000, he interviewed a large number of its managers at a variety of levels in the organization. He also interviewed managers from several of M&S’s suppliers.
Porter’s five forces analysis confirm its competitiveness and positioning in the market, it is aligned with the PESTEL analysis which look at Marks and Spencer’s strategic business environment. The advantages of the SWOT analysis to indicate the strengths and weaknesses and their external opportunities and threats. 
This model was great for Marks and Spencer’s due to their competitiveness, which can improve its CRM (Ivory Research, 2021).
(Green buoy Consulting, 2021).
(ITV NEWS, 2020).
(Market Business News, 2020).
(M&S, 2021).
(eba, 2021).
The Six-Sigma approach to M&S is embedding sustainability.
Based on trust-based relationships with employees, building an inclusive culture, stimulating innovation, and creating long-term shared destiny relationships with suppliers and customers. New ways of doing things stimulated by Plan A was leading to savings of £50m per year.
(Grayson, 2017).

Segmentation and Targeting	Comment by Christian Felices: Combine this in to a “segmentation & targeting” section – Write about how M&S has its market segment – a specific demographic. How do they then target them…
Marks and Spencer have changed in their attitudes and behaviours, they talk about carbon commentary and how to adjust behaviours within the organisation. Norman have tried to restore the business to sustainability, a profitable growth, and planned to turn around with a smart customer marketing strategy. Updating its technology to trade and making a more valuable, simplified turnaround to help the business (Grover, 2019).
Compared to Tesco they are more customer focused on value for money deals.
(M&S, 2018). They prefer to target their customers differently using data collected. 
Loyalty Ladder
Marks and Spencer have a great loyalty card for customers offering them rewards and promotions when they shop given each individul specific offers to suit their shopping history (M&S Corporate Gifts, 2021)	Comment by Christian Felices: What do M&S do to contribute to brand loyalty (sparks card for example)

Marketing mix	Comment by Christian Felices: Marketing mix is all about the 4P’s
Price – how are they priced against their competitors? Are they a premiu price brand, budget…?
Place – are they bricks and mortar, online, both? Do they have stores everywhere…?
Product – What do they do? How are these products aligned with their targeted customer…?
Promotion – What message do they have and How do they get it out there?
The headquarters are based in Westminster London. They have an international market which includes places like France, Germany, Canada, Belgium, China, Spain, Egypt, Qatar, Jordan, Morocco, Finland, Ireland, Kabul, India, and Austria. Their pricing strategy is all about the quality more so than the price, they have a basics 
range which is a cheaper option and more competitive with their competitors (Bhasin, 2019)(MBS SKool.com, 2021). (MBS SKool.com, 2021).

Conclusion
The strengths in Marks and spencer is quality and service, they have a well-known reputation for both. Their weaknesses are delayed technology systems. The poor ethical low wages overseas and corruption. Keeping their customers engaged with sustainability regards to plan A.





























Recommendations	Comment by Christian Felices: Elaborate on this a bit more

Gang members being corrupt could be stopped to prevent such harsh problems happening to innocent people overseas, and they could be paid a living wage to enable them to have more luxuries for working for Marks and Spencer. Animal rights and welfare could be stopped, banned, and even people fined for cruelty, this should be monitored and dealt with more appropriately. Global tax affairs could be made to pay taxes in the UK to better the economy we live in and benefits their working worldwide for a better sustainable future wherever they work, a partner of Marks and Spencer should be treated the same as any other.
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