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Throughout this report, I have defined the term ‘CRM’ and what it means to Marks & Spencer. I have investigated and given examples of the customer relationship experiences of Marks & Spencer and Lidl based on Ethical and Sustainability policies. In this report you will find a wide variety of academic quality models and theories which will assist in the improvement of customer relationship management. 
Through examples from Marks & Spencer, academic theory, and industry good practice, I have found the benefits of CRM to organisations engaging in Segmentation, Targeting Customers, A Loyalty ladder and Marketing mix. I have concluded my findings and indicated the strengths and weaknesses of Marks & Spencer’s CRM system and provided recommendations. 
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Introduction

This report was requested by Christian Felices on 19 March 2021.  The purpose of this report is to evaluate the Customer Relationship Management system at Marks & Spencer, with a critical analysis highlighting both benefits and limitations to organisations implementing Customer relationship Management strategies. The report will include a variety of Quality models and theories which are used to improve customer relationship management. Assessing the strengths and weaknesses within the systems this report will look to assist in possible enhancements in Marks & Spencer’s customer relationship management systems followed by recommendations to help improve their customer relationships. 
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The term ‘Customer Relationship Management’ or commonly known as CRM for short. This is the initial strategy organisations would use to enhance a customer focused culture that manages and improves their current and future customer relationship. 
Customer Relationship Management assists organisations in providing them with vital information which ultimately would enforce the organization in meeting customer needs and delivering on value and staying with trends. (Lucidchart, 2021)

Customer relationship management is a technology or software which is used to manage the communications between customers and potential custom. A Customer Relationship Management system is beneficial to an organisation and it improve customer relationships and also improve processes to expand sales, increase profitability, better customer service and experience. (Salesforce, 2021)
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Marks & Spencer have appointed data science company Starcount in order to enforce change as part of its five-year plan to transform the company. It is said the partnership with Starcount will improve customer insight and understanding through personalisation of M&S’ loyalty and CRM programs such as M&S’s Sparks Card. (Marks&Spencer, 2018)

Customer relationship Management is clearly a high-ranking factor which Marks & Spencer with the recent launch of ‘Plan A’ which is their effort to build a sustainable future by ensuring their business allows their customers to contribute positively on wellbeing, communities, and the planet. (Marks & Spencer, 2021)

Through their many years of service Marks & Spencer has had their fair share of challenges but have overcome these through the strength of their heritage, their core values and most importantly their people. The people at Marks & Spencer are vital, they ensure all members of staff, from within the business to supply chains, to have a voice. Their products Marks & Spencer sourced responsibly, they work closely with suppliers to ensure standards are met and do their upmost best to reduce food or clothing wastage. Recycling, reusing, and reducing are key at Marks & Spencer as well as the focus to driving down greenhouse gasses, they work closely with partnership factories to ensure the planets natural resources are at high priority. (Marks & Spencer, 2020)
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Ethical
Named the most ethical high street retailer for clothing, to tackle social and environmental issues Marks & Spencer launched a program named Plan A which covered 180 vows. Marks and Spencer have been awarded over 100 awards surrounding Sustainability. (Marks & Spencer, 2014)
Which shows Marks & Spencer’s ethical approach and concern for the planet and environment. 


Marks & Spencer with over 81,000 employees working, responsibly source their products from over 2,000 suppliers from all over the world, ensuring their company morals and ethics are passed down throughout. (Marks & Spencer, 2014)

Being very environmentally conscious, Marks & Spencer promote their high quality and long-lasting products. Sourcing materials that are eco-friendly such as recycled nylons, recycled polyester, and organic cotton. As well as offering a recycling program to shoppers and being listed on Greenpeace’s Detox Catwalk which is an orgnisation set up devoted to removing toxic chemicals from their supply chains by 2020. (Brown, 2018)
















Sustainability
Launching big operations in order for change within Marks & Spencer, Plan A was their initiative to help build a sustainable future allowing customers to have a positive contribution towards the wellbeing, communities and the planet. (Marks & Spencer, 2021)

Marks & Spencer have teamed up with Jeanologia, the leaders in sustainable finishing technologies in order to help reduce the water as part of the manufacturing process of Marks & Spencer jeans. Now on average Marks & Spencer jeans on average now are being made with 86% less water. Also substituting usual indigo dyes with cleaner alternatives that are kinder to the planet and consumers. This shows Marks & Spencer’s sustainability practices having a positive effect on the environment and community in a long-term goal. (Marks&Spencer, 2021)

another example of Marks & Spencer’s sustainability practices which ultimately enhance customer relationship management is this new initiative launched, Spark Something Good, is a new idea which encourages and stimulates employees and customers from all over the country to pick up a paint brush, grab a shovel and take action for social good. Community members, Marks & Spencer’s staff and customers completed 24 projects within the community in London in just 24 hours. By this huge accomplishment they aim to encourage its 34 million customers to join in the action and come together united by a common goal. (Marks & Spencer, 2015)














[bookmark: _Toc67030205]The customer relationship experience of Lidl based on Ethical and Sustainability policies 


Ethical
Lidl’s ethical approach to customer relationship management to ‘make food accessible to everyone’ but overall to ensure that their food and all products are produced, sold and consumed in ways that benefit producers, people and the planet which has a similarity to Marks & Spencer’s approach. 
Lidl source in a sustainable and equal way which contributes to the improvement of the lives of animals, people also promote long term relationship and food production. Making affordable and nutritious food accessible and caring for colleagues and communities is a high priority for Lidl. Reducing waste from the entire food board and efficient use of resources are key concerns for Lidl. (Lidl, 2021)

Welcoming the Modern Slavery Act is to publicly disclose their approach and actions to tack forced labour and human trafficking, shows Lidl’s openness and concern for ethical factors which have deep meaning to their organization.  (Lidl, 2021)

 
However, a report found that Lidl’s received the worst rating for the management of workers’ rights by Ethical Consumer. Highlighting the companies barely adequate policy on working hours, pay and child labour.  Lidl also lost points on the lack of engagement with Trade Unions and non-government organisations. (Ethical consumer, 2021)












Sustainability

Fairtrade Fortnight is an opportunity to give farmers and growers a voice to communicate any concerns, Lidl empathise their huge involvement in this campaign which shows their importance for a sustainable long-term future. 
Fairtrade minimum price is guaranteed for the most exploited commodities in the market which is cocoa and coffee. Fairtrade helps gain security for the farmers in order to continue supporting their families and running operation for a sustainable future. Lidl source Fairtrade tea grown by smallholder farmers on small plots of land or sourced by largescale plantations picked by employed workers. Fairtrade coffee and Fairtrade bananas all carry the Fairtrade mark harvested by small farmers or plantations that have met Fairtrade social economic and environmental standards. (Lidl, 2021)

Lidl heavily mention many of their products being Fairtrade marked but investigations have found 92 suppliers of Lidl own brand use palm oil which is generally classed as unsustainable and contributes to large scale deforestation. (Ethical consumer, 2021)
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QCI Model 
QCI stands for Quality Competitive Index Model, QCI is a Customer relationship management model which concentrates on the customer other than the processes. Built of three activities that organisations would need to adopt in order to successfully retain and acquire new customers, these are Acquisition, Retention and Penetration. These activities would involve employees, organisations, people, and technology. (Luenendonk, 2019)
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British management consultant and sustainability expert John Elkington (1994) created Triple Bottom Line, the theory indicates there should not be one bottom line but three which are, Profit, People and the Planet. John Elkington believed organisations should put equal amounts of concern to the social and environmental issues as much as they do their profits. 
Triple Bottom Line is used to measure the long term financial, social and environmental routines of an organization. 
Marks & Spencer could incorporate Triple Bottom Line within the organization this will help highlight long term environmental and social issues which will ultimately keep M&S on top of the changing cultures. The TBL framework should be used within all organisations, as destruction of rainforest, labor exploitation and environmental damage are huge major attributes being caused globally. (Kenton, 2021)






Organisations who value the planet and profit the same are moving in the right direction in improving the world. With resources becoming more and more unavailable and production from organisations creating huge amounts of pollution which have created issues for our environment. The Triple Bottom Line highlights that organization need to have great involvement and concern for the planet as these businesses very businesses will soon run out of resources if they don’t act immediately. This acknowledgment can improve the planet, and everyone will benefit from living in a more efficient, less polluted environment. 
However, the Triple Bottom Line suggests simply amending existing business processes and procedures to consider our environment and planet. But in actual fact small tweaks from business procedures are simply not effective against the effects currently effecting our climate. Organisations need to be able to completely disregard old waste methods and their resources usage. Unfortunately, this kind of drastic change would require an organisation to favour the planet and people over profit, which is very hard to find in this fast-paced industry. (Sustainedkitchen, 2019)




[bookmark: _Toc67023510][bookmark: _Toc67030208]IDIC model Pepper & Rogers

Peppers and Rogers group developed a model called the IDIC, which was a common blueprint for successfully applying customer relationship management in many different situations. 
IDIC is made up of four key stages for implementing CRM – Identify, Differentiate, Interact and Customise. 
Identifying your customers, which can be gathered through collecting information on customers. This will allow organisations to have a better knowledge of what their customers want and also require behaviour patterns. 
Differentiate or segmenting customers based on their expected and current lifetime value to the organisation. Differentiating customers allows engagement in customer relationship efforts and tailoring of interaction. 
Interact involves applying customer relationship management plans for customer interaction. Interactions and be customised to benefit the consumer to influence retention and continuous spending. 
Customise is the gathering of customer interaction data, analysed to create a more one to one service tailored specifically to the individual. Ultimately ensuring customer expectations and needs are met and tailored to suit them best. (Lucidchart, 2021)
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Segmentation 

“Segmentation means to divide the marketplace into parts, or segments, which are definable, accessible actionable, and profitable and have a growth potential”. 
In order for organisations to hit as many areas as possible in the market segmentation is used to widen organisations efforts to accompany different target markets with reasonable effort, cost and time. (The Eonomic Times, 2021)




Organisations which engage in Segmentation, allows the business to be more specific in marketing accurate information to the right target audience in the right way. Overall, rather than approaching your audience with a general message, segmentation allows the organization to be more precise, subsequently creating more effective marketing. (Lotame, 2019)

Limitations to segmentation evolve in both marketing and production. Segmentation can be very costly, for organisations to reach all the different sectors/ segments of customers and potential customers. Producing products of the many different varieties of styles, colours and sizes is a very expensive process to adopt for an organization. (Jaideep, 2021)


Marks & Spencer’s example of using segmentation within their organisation is the rebranding of M&S’s core Per Una brand. Being recognised as a middle-aged retailer for shopper, steps are being taken to create diversity within their target market by introducing athleisure range Goodmove, with over 150 new different clothing items and accessories it has been reported the new brand has had positive effects. (Nazir, 2020)






Targeting Customers

Customer relationship management plays key roles in targeting customers. Through careful collection of customer date CRM systems are able to tailor marketing effectively and more accurately. (Plaksij, 2021)


Through the careful data analysis Marks & Spencer chairman Archie Norman has stated M&S clothing is too heavily focused on the over-55s market and that clothing prices needed to be cut in order to improve business. Also mentioning that their organisation would need to attract women in the 30’s bracket alongside its current over-55s customer base. Combined with The Value Chain Quality mode targeting customers is most effective due to the heavy focus revolving around the customer. (Wood, 2017)


A Loyalty Ladder

The loyalty ladder consists of five fundamental stages surrounding customers interest in the organisation, these are The Suspect, The Prospect, The customers, The Client and The Advocate.
Customer loyalty is gained through the loyalty ladders five stages. (Bhasin, 2018)

Companies often invest more heavily on inciting new customers when it comes to marketing instead of paying attention to original customers and their satisfaction levels. 
It is important for businesses to be able to analyse customer data in order to determine which customers belong to which stage of the loyalty ladder. Businesses can benefit from using the loyalty ladder tool in order to create a more satisfied customer base ensuring their best needs are kept at close interest with careful data knowledge.  (Bhasin, 2018)

Marks & Spencer created a loyalty club called Sparks, which is the M&S members club, completely free but massively rewarding. Whilst shopping collecting points which in essence is generating donations to charity creates a sense of community and heartwarming importance. Sparks allows customers to collect points off future shopping and unlocking a range of promotions specific to members. (Marks & Spencer, 2021)




Marketing Mix

The Marketing Mix is a common strategy tool used in marketing. Previously known as the 4Ps – Product, Price, Place and Promotion, later developed into the 7Ps of marketing adding People, Process and Physical Evidence, published in 1960 by E. Jerome McCarthy. (Hanlon, 2021)

There are many limitations to Marketing Mix implementation, marketers require more in-depth understandings into many elements of their marketing ecosystem. 
These include, behavioural data, person-level, crucial times to send marketing information, impacts of creative messaging across all platforms, brand authority impact on budget and maximising campaigning. 

Understandable, the in-depth complications of these metrics need a range of marketing analytics to be studied accurately to have a positive impact. (Marektingevolution, 2021)


The Price element of the 7Ps are seen by ultimately representing good value for money. Not meaning the cheapest as often customers appreciate paying a little more for a product more suitable to them. (Professional Academy, 2021)

Marks & Spencer’s pricing strategy aims to be competitive due to the continuous competition it faces but known for its medium to high price range due to the amount of quality gone into its products. More often Marks & Spencer stock own brand than international products. (Mbaskool, 2020)

Promotion another key principle to the 7Ps model, social media, PR, personal selling, Sales promotions, and advertising all come under the promotion’s category. These are tools organisations use to project their message to their viewers in a medium best suitable for them. (Professional Academy, 2021)


Marks & Spencer promotional strategies of the marketing mix is another huge focus of their organisation, spending millions advertising and marketing. Famously known for their offers, promoting 2 products for £9/£10/£15 and special event deals. Marks & Spencer do a lot to boost its sales also having a ‘Offers’ categories which has savings of 30% to reduce wastage. (David, 2021)
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To conclude this report,
A critical analysis on Customer Relationship Management and what the term means to Marks & Spencer as an organisation, the findings show Marks & Spencer have adopted the tool and currently use it effectively in the targeting customers sector as well as others. 
After in depth evaluation and the a critical analysis of different quality models that contribute towards customer relationship management and organizational success. Highlighting a chosen quality model as a recommendation which will help enhance Marks & Spencer’s goal to utilizing customer relationship management, overall customer experience and business growth.
Exploring customer experiences in both ethical and sustainability policies of Marks & Spencer and another similar organisation, Lidl. Finding that both organisations shared similarities within their goals and achievements towards creating a sustainable future. finding that the ethics imbedded within Lidl unfortunately didn’t prove to match its core values mentioned on their website. 
 Outlining the strengths and weaknesses to Marks & Spencer’s customer relationship management strategy. Investigations have found that the strengths to Marks & Spencer’s customer relationship management strategy are that they have the technology and system managed by a very high-ranking company to utilize and keep track of customer demands, requirements, and future trends to maintain its brand and relevance in this competitive industry. The online platforms to shop and delivery becoming more easily accessible. Another strength found that favors Marks & Spencer is their large-scale change to invite the younger generation into the Marks & Spencer clothing scene. Which should improve popularity which ultimately will be an enhancement for Marks & Spencer in gaining customers in this new section of the market, that studies show they didn’t really have any involvement in from previous years. 
Also, this report highlights the weaknesses to Marks & Spencer’s customer relationship management systems which is the very well-known reputation for their medium to high range pricing structure, which does defer a large margin of the potential customer base.
Through this report studies have also shown the damage that has been caused by the previous clothing designers have been long established at Marks & Spencer, which has now in essence destroyed the potential custom from the entire pie but one slice which is the over-55s market. 
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Recommendations to Marks & Spencer in improving Customer Relationship Management would be to improve on responsiveness to the industry. What is mean by this is, in order for Marks & Spencer to avoid being pushed further and further down the list of the big retailers in the industry, they would need to be more responsive to its fast-changing environment. With recent competitors such as Lidl and Aldi storming into the industry expanding into other sectors, it is important for Marks & Spencer to uphold its firm reputation of Quality and high standards. 
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