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Executive Summary 
The study sheds light on the fundamental concept of quality management and consumer relationship management in the context of Marks and Spencer. Strategic models and framework of marketing like Communication mix, Marketing mix, Porter’s 5 Forces, Stakeholder map, and Ansoff Matrix also illustrate in the study. The respective study represents benefits and challenges of maintaining, and developing a good consumer base. The study portrays strategic models like “Communication mix, Marketing mix, Porter’s 5 Forces, Stakeholder map, and Ansoff Matrix.” in order to evaluate the customer relationship management of Marks and Spencer. 
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[bookmark: _Toc102423802]Introduction
Customer Relationship Management is considered as an essential process that showcases a significant role in maintaining organisations relationship with its customers, potential consumer base, and interactions with consumers. On the other hand, the quality management system mainly concentrates on consumer satisfaction through value proposition and consumer contact. The process of consumer relationship management assists organisations like Marks and Spencer to evaluate the interaction with consumers in order to ensure the demand of consumers. The customer experience (CX) represents consumers' feelings and perceptions and The customer experience (CX), showcases a significant role to increase consumer satisfaction and loyalty in order to make a strong consumer base. On the other hand, Customer engagement (CE) is ongoing cultivation that promotes essential values in order to increase consumer loyalty. 
The respective study represents the concept and effectiveness of quality management and consumer relationship management in the context of Marks and Spencer. The study also illustrates strategic models and framework of marketing such as Communication mix, Marketing mix, Porter’s 5 Forces, Stakeholder map, and Ansoff Matrix. The other segment of the study articulates the external, and internal factors that influence or affect Marks and Spencer’s quality system and consumer relationship management. The benefits and challenges of maintaining, and developing a good consumer base are also illustrated in the study. The final segment of the study portrays “customer requirements and maintaining good customer relationships in times of crisis like COVID-19 and other internal and external factors”. 
[bookmark: _Toc102423803]“A brief introduction about the chosen organization” 
Marks and Spencers the UK-based Fashion brand leading their business operations science its inauguration day 1884. The firm has maintained its position in the UK fashion industry with the support of 78,000 dedicated employees and recently the firm has gained revenue of around 9.166 million in the fiscal year 2021 (Statista, 2022a). However, it has been addressed that due to the purchasing as well as behavioral changes of consumers the firm has faced a financial downfall in 2021. In this regard, the firm has recently taken an initiative to develop its CRM system in order to get a better customer experience and engage more customers in the brand. 
[bookmark: _Toc102423804]“Briefly introduce the key marketing theory or theories that will be underpinned in your report such as Marketing mix, Ansoff Matrix, Communication mix, stakeholder map, Porter’s 5 forces, etc” 

Marketing framework can be illustrated as the branding approach that helps an organization to portray their product, as well as services to the outer market, which is also an essential element that can provide competitive advantages to the firms. In order to explain the Customer experience (CX) and Customer Engagement (CE) in the business operations of Marks and Spencers, and to reflect on the influence of internal and external factors upon the company’s quality systems and controls for customers, some of the most appreciate marketing theories (Ansoff matrix, Marketing mix, Communication mix, Porter five forces, Stakeholders Map), as well as Customer Relationship Theories, have been illustrated in the following section of the study. 
Ansoff matrix
According to the interpretation of Zanjani et al. (2019), the Ansoff matrix helps organizations design an effective corporate strategy. The Anoff matrix also can be explained as a Product as well as Market Grid that is used in the business expansion. The four-factor of the Ansoff matrix grid-like Market penetration, Product development, Market Development, and Diversification help organizations assess and plan for growth strategies. Through such a matrix, sustainable growth in Customer experience and engagement rate can easily be measured by multiplying the organization's profit retention rate with its return of equity.
Marketing mix
The theory of marketing mix helps firms address the functional areas which is critical to increasing their customer experience and attaining better customer engagements. According to the view of Ismail et al. (2018), the marketing mix provides a significant impact on the overall business performance. The elements of the marketing mix theories like People, Product, Price, Place, Promotion, Packaging, and Positioning help organizations meet the satisfaction level of targeted customers. 
Communication mix
The communication mix facets the tools that businesses use for getting better Customer engagement and experience. According to the view of Bacik et al. (2018), the communication mix helps organizations develop the customer experience and develop the brand value in their operating market. The elements of the communication mix include Advertising, Public Relations, Sales Promotion, Personal Selling, Mobile Marketing, Social Media Marketing, and Events, as well as Experiences. 
Porter's five forces
Porter's five forces theory helps organizations identify their competitive advantages in their business operations. As customers are the major stakeholders of any business operations, this theory can be applied to identify the buyer’s powers and their impact on the overall market operations. According to the opinion of Kabeyi (2019), Porter's five forces help organizations to gain an advantage from the recent continuous market changes as well as shifts in the competitive forces through addressing vacuums that can be generated as an outcome of such changes. 
Stakeholders Map
Stakeholder mapping can be elicited as the visual process that is used in laying out every stakeholder in a product, project, as well as idea on a map. The main advantage of using a stakeholder map theory is to obtain a visual demonstration of every customer that can influence the project and the process by which they get connected. Such a theory helps organizations offer feasible Customer experience and for engaging more customers in the brand. 
[bookmark: _Toc102423805]Task 1: “How to have internal and external factors including COVID-19 affected or influenced your selected organisation’s quality systems and controls for customers?” 
Marks and Spencer is a UK-based fashion brand that has taken an initiative to increase its overall business quality and control its customers. Interpreting the strategic plan of Marks and Spencers it has been witnessed that the brand has recently intended to reform its CRM by adding expert experienced employees to their firm (Campaignlive, 2022). In this context, Marks and Spencers have taken the initiative to recruit a DM agency that would fit properly with M&S in emerging its “multi-channel strategy”. Such a design has been developed by Marks and Spencers in order to create their products as well as services accessible to their target customers. The employer has created an appointment with “Rainey Kelly Campbell and Roalfe/Y&R and Walker Media” as it can help M&S’to complete the line-up activities that can help them to manage their quality system and control for consumers. In order to justify the internal factors that can help Marks and Spencers to maintain the quality system as well as controls for consumers, SWOT analysis has been explained in the following section of this report
	Strengths (S)
	Weaknesses (W)

	· Huge Brand value in the UK market.
· Maintains quality and affordability of products.
· Have a good consumer base and global outreach
	· Poor quality in online clothing as it bungled setting up its own site (Theguardian, 2020). 
· Becoming unfashionable and failing to find a price formula to compete with rival groups (Theguardian, 2020).
· Supply management issues in global markets. 
· Consumers are facing buying errors in online shopping (Theguardian, 2020). 
· Poor marketing activities in comparison with rival firms. 

	Opportunity (O)
	Threats (T)

	· Partnership opportunities can be gained.
· Improvement of customer base.
· Incensement in the overall revenue.
	· Competition with other fashion giants like Next Plc, Zara and John Lewis. 
· The brand value can be decreased. 


Table 1: SWOT Analysis of Marks and Spencer's
(Source: Self-developed)
Inferring the internal factors of Marks and Spencer it can be stated that it has a good brand value in the UK market. However, due to the outbreak of Covid 19, it has been addressed that the overall revenue of the firm has decreased in the fiscal year 2021. As per the statistical interpretation, it has been addressed that in the initial phase of Covid 19, 10,377 million has been earned by the brand in 2019. The ratio of earnings has decreased day by day wherein the fiscal year 2020 earned 10,181 million and 9.166 in the fiscal year 2021 (Statista, 2022a). Interpreting the article from the Guardian (2020), it has been witnessed repetitive materials in apparel products and providing poor material in online sales the brand has faced issues in availing expected customer experience. 
In order to portray the external factors' impact on the quality systems as well as controls for consumers, PESTLE analysis has been conducted in the following section of the study
	Factors 
	Analysis 
	Impact on the quality systems and controls for customers in M&S

	Political
	Due to the Brexit situation 7% fall has been addressed in exports and 3% fall in imports (Bbc, 2021a).
	Marks and Spencer’s have closed its 11 French stores because of Import-export issues in the Brexit situation (Bbc, 2021b). The customers of the store can face difficulties in buying products and it can directly impact the customer's experience quality systems and controls of the firm.   

	Economical
	The UK GDP has developed by 5.1% in this fiscal year 2022 (Statista, 2022b).
	The increasing rate of GDP can help M&S to avail their expected resources required for increasing their quality systems and controls for availing better customer experience.

	Social
	During Covid 19 situation 5.5% unemployment rate has been addressed in the fiscal year 2021 (Statista, 2022c)
	The buying preferences have changed due to such unemployment rate in the UK due to Covid 19 which has a direct impact on the sales growth, and that is the reason the brand is focusing on developing its customer’s experience quality systems and controls process. 

	Technological
	The UK government has been intending to create a 10 years AI superpower plan (Gov, 2022). 
	The implication of AI technologies can help Marks and Spencer’s to increase their quality systems and controls for consumers' processes. 

	Legal
	The Fair trading act 1973 is developed by the UK Government (Legislation, 2022a).
	The legal system of the UK helps M&S to conduct ethical business operations that can maintain the quality and control of customers in Marks and Spencer’s (Marksandspencer,2022). 

	Environmental
	The UK Government maintains the Environmental Protection Act 1990 (Legislation, 2022b).
	Following the environmental policies, Marks and Spencer’s provide a positive impact on their customer's experience. Along with this, maintaining the act the firm reduces its industry wastages and develops biodegradable products. 


Table 2: PESTLE Analysis
(Source: Self-Developed)
In order to portray the approaches taken by Marks and Spencer’s for developing their quality systems and controls for consumers' processes the Communication mix, Porter's five forces, and Stakeholders Map has been illustrated here 
Communication mix
Marks and Spencer’s develops its service quality by using Advertising, Public Relations, Sales Promotion, Personal Selling, Mobile Marketing, Social Media Marketing, and Events, as well as Experiences. Inferring the M&S’s advertising strategy it has been addressed that they use print media, mobile ads, TV ads, as well as social media for attracting their target customers in their business (Marksandspencers, 2022a). Recently addressing the purchasing preferences change in the market of UK Marks and Spencer’s has created social media campaign named “Anything but Ordinary” in order to promote the reshaping changes in their fashion apparel products (Marksandspencers, 2022b). The firm is using YouTube, Facebook, and Instagram to promote the campaign and attain expected customer experiences and engage with target customers. 
Porter's five forces 
	Factors
	Impact 
	Analysis

	Threats from the new entrant
	Low 
	Marks and Spencer’s has already been serving the UK fashion market since 1884 and for that reason, the brand faces a low threat from new entrants. The organization’s quality systems and controls of customers cannot be hampered by new entrants.

	Bargaining power of suppliers
	Moderate
	Bargaining power of Suppliers' is moderate as the firm has a good relationship with their supplier however it can provide a positive effect on the quality systems and controls of customers in the brand.

	Bargaining power of customers
	High
	Due to having huge options in fashionable brands in the UK the bargaining power of customers will be high. However, it can negatively impact the quality systems and controls of customers in M&S.

	Threats from substitutes
	High
	Substitutional threats also are high as there are various similar brands in the UK market and it can lower the quality systems and controls of customers.

	Competitive rivalry
	High
	Other fashion brands like Zara maintain affordable prices and that can create a high rivalry situation with Marks and Spencer and also affect the quality systems and controls of customers. 


Table 3: Porter's Five Forces Analysis
(Source: Self-developed)

Stakeholder Map 
	Internal Stakeholders
	External Stakeholders
	Impact on quality systems and controls of customers

	Employees
	Customers
	Employees in the M&S portray a significant role in developing customers' quality and control. 

	Owners
	Investors
	Owners in Marks and Spencer’s create a positive relationship with investors which helps them to develop proper quality and control systems for their customers that help them to avail desired customer engagement and the customer experience in the brand. 

	Managers
	Suppliers
	Supply is required for increasing the quality systems and controls of customers and managers of Marks and Spencer’s to develop their customer base. 


Table 4: Stakeholders Map
(Source: Self-developed)
The CRM behavioural theory 
Marks and Spencer’s uses the CRM behavioural theory in order to enhance its quality systems and controls of customers as well as increase good customer experience and engage more customers in their brand. According to the opinion of Wali (2018), in the CRM behavioural theory organizations get the opportunity to reconstruct their CRM base and gain a better customer experience as well as engagements. Implementing the CRM behavioural theory Marks and Spencer’s get the opportunity to train their employee's behaviour that is in the CRM team and develops a proper quality system for their customers. 
[bookmark: _Toc102423806]Task 2: “How can your selected organization deal with the new situation and achieve its business objectives by developing and maintaining good customer relationships?”
Marks and Spencer are in the midst of essentially building certain customer-facing websites, which it has announced this year (Marksandspencer, 2022a). The value fashioned retailer has essentially remained staunch on its identified position and considers not to sell the items online and the new website enables the customers to see which products are in the stock of their local store. The new normal has forced many businesses to go online and Marks & Spencer’s is no exception. The company is essentially focused on becoming superiorly relevant to the customers by enhancing online shopping and in particular using the mobile devices to consider becoming relevant. In this context, one needs to comprehend that retail is changing faster than ever before, as it has witnessed a shift from traditional customer engagement techniques to innovative ones that involve social media and Omni channels. 
The well-known organisation Marks and Spencer have essentially embraced social media channels like Instagram, to render outfit inspiration, showcase new essential products for the consumers to purchase something through a shopping function in order to increase Consumer Experience (CX), and Consumer Engagement (CE). The mentioned organisation emphasises social media marketing through Instagram which happens to be the key part of the marketing strategy. Moreover, it has considered reaching an excess of 5 billion consumers a week through social media (Marksandspencer, 2022a). 
CRM theory and customer experience and customer engagement: 
In order to assess Marks and Spencer’s adoption of the new norms, the theory of CRM could be aligned. For Instance, Marks and Spencer have considered using online marketing but also customised styling services amidst the pandemic and also decided “launch 46 new websites in overseas markets from Iceland to Uzbekistan, as part of moves to grow its online business” (BBC, 2021c). The stylist here sends email outfit edits to essential subscribers and further posts new ideas pertaining to how to wear the outfit over their Instagram account, which has 1.9m followers. Hence the collaborative CRM approach could be stated to assess this particular intent. 
For instance, the stylist demonstrates the manner in which new outfits are to be tried to enhance consumer experience as they are often guided with new ways of trying an apparel. Collaborative CRM often termed as strategic CRM, aids the company to share customer information among numerous business units like sales team, technical and support team, marketing team and support team. This way the marketing gets the customer data, based on which they can build strategies to engage customers as elicited by Instagram’s ads, manuals and customer video feedback. 
The company has considered cutting its marketing spending on home and clothing by 50 million pounds per year (Marksandspencer, 2022a). This addresses the fact that the means spend will decline by 100 million pounds, as compared to around 150 million pounds, as it has considered spending in the past few decades. Therefore, collaborative CRM emphasises both on customer engagement and customer experience. As opined by Chatterjee et al. (2021), moving from B2B to CRM maintains the relationship management which is considered as a strategic activity of an organisation. The company in the pandemic has considered new ways of engaging the customers and the company’s newly attained digital focus with the “Must Have” campaign, in the result of customer insight, collaboration across the creative thinking and business facets (Fashionnetwork, 2018). 
The campaign is targeted to a range of digital channels, where it engages customers by showing Mark and Spencer’s to be all about the products and address the brand as a stylish and affordable choice for higher quality and seasonal wardrobe essentials (Fashionnetwork, 2018). This again could be assessed with the collaborative CRM, where the marketing department is provided with a customer data set and customer presence in each social media. Once done, the company can consider targeting the audience.  This further addresses the case study requirements stating the people will derive a lot from what the brand perceives to be. Marks and Spencer’s considers this form of Omni-channel marketing to engage the customers with new products and services, where stylists present a tutorial over social media platforms and even the pages have options for the customers to provide their feedback (Fashionunited, 2021). This further elicits the ethos, where Marks and Spencer’s communicate with the customers and even try educating about the pandemic norms, with posts that are not intended for product selling. 
IDIC Model 
IDIC model created by “Peppers and Rogers Group” which is considered as a generic blueprint for “implementing CRM in a variety of situations” (Kumar et al. 2022). The recent social media and the “Must Have” campaign can further be assessed through the IDIC model. The individual needs of consumers are mainly identified based on stylist’s present apparel tutorials for consumer engagement. Moreover, the company has considered presenting itself as a brand that offers affordable fashion without compromising on style quotient. Hence, the company has considered differentiating the customers as some would seek high end.
The digital media campaigns maintenance of consumer relationship over emails abides by such segmentation. The Instagram posts are filled with customer queries, appreciations and critiques, with most being answered by the representatives. The company considers presenting its apparel depending on the needs. The current pandemic has reduced the income level of the consumers. Hence, it considers marketing the high and trendy fashion at affordable price through creative campaigns, like the one discussed “Must Have” where it endorses affordable clothes that are highly fashionable, addressing the need of customization (Fashionnetwork, 2018). 
4Ps of Marketing
	Product
	The aspect of customer experience can further be assessed by evaluating its new products. For an instance, the products campaigned through “High Five” are affordable yet extremely fashionable along with being high in quality. 

	Place
	The news norms have incited the company to engage customers through social media channels, where people can get acquainted with new products, get to know the new products value as the stylists now show the manner in which certain products are to be tried on and considers engaging in conversation with the customers, over the platforms, thereby accentuating experience (Theguardian, 2020).

	Price
	The new norms have incited the company to emphasise on affordability, which again enhances customer satisfaction. Once a product is launched in the affordable range, the company considers launching it over the social media pages, through which it attains views and potential purchasers.

	Promotion 
	Like all companies, Marks and Spencer’s have considered spreading awareness pertaining to Covid, and claiming itself as an embodiment that aims to fight the Pandemic. This way, the company may consider directing their products as well as abide by the ethical value required. 


Table 3: 4Ps of Marketing
(Source: Self-developed)
Ansoff matrix
	
	Existing 
	New 

	Existing 
	Market penetration
M&S is using new ways of engaging with our customers with Must have campaign, a digital media campaign, which addresses covid pandemic norms, along with endorsing products that would fetch both young domains that intends to spend less and yet refrains from compromising with fashion and people that seeks quality products at a lower price (Marksandspencers, 2022b).  
	Product development 
In order to enhance customer experience and customer engagement, the company makes their stylists present tutorials about new ways of putting on apparel (Theguardian, 2020). 

	New 
	Market development 
Catering to the customer segment that values the COVID norms as it often puts up the matter of Pandemic along with its social media customer engagement campaigns. 
	Diversification 
Along with endorsing apparels, the company further posts videos regarding wellness and COVID awareness, educating people about the norms and making them more responsible. 


Table 4: “Ansoff Matrix”
(Source: Self-developed)
[bookmark: _Toc102423807]Critically evaluates the benefits and challenges of developing and maintaining good customer relationships
In the contemporary and highly competitive global economy, organisations like Marks and Spencer concentrate on promoting quality products in order to maintain a loyal consumer base and ensure their survival (Abd Ghani and Tuhin, 2018). After the rampant spread of COVID-19 pandemic, the retail industry faces several challenges. Forbes report stated that facing the new reality of “SARS-CoV-2 virus” consumers became “more germ cautious than ever before”, and as per that reason retailers decided to develop “no-touch customer experiences with an emphasis on hygiene” (Forbes, 2020). CRM showcases a significant role to target potential consumers and maintain the consumer base. Creating a certain great email content happens to be crucial, which further elicits the manner in which collaborative CRM would satisfy the need of consumers' engagement and enhancing experiences. On the other hand, poor communication also promotes several hindrances such as mental barriers and insecurities which unstable the salesforce. Hence, it is crucial for the organisations like Marks and Spencer to be at the sharp end of new features, and technologies, which happens to be key to inspire consumers and render convenient and new ways for them to shop. In this context, the company works with a robust delivery system framework, courtesy to which they render home delivery services of clothing, food and even furniture. Moreover, a customer can enquire about store service and product quality. 
[bookmark: _Toc102423808]“Identify the systems that support your organization's quality processes and provide a critical understanding of the extent to which you think those systems are effective in meeting customer requirements and maintaining good customer relationships in times of crisis like COVID-19 and other internal and external factors.”
Systems that support quality service process related to customer service
Marks and Spencer’s are famed for its quality process pertaining to the domains like customer service.  The quality of the service procedure could be considered consistent owing to increased professionalism, people-first attitude as well as patience.  The customer service department is headed by one management head, who essentially heads up a certain management team that emphasises on customer service centres, together with smaller teams that emphasises on the retail experience.  Hence, both these teams are geared around ensuring that all M&S employees deliver consistently with superior customer experience (Marksandspencer, 2022a). The company through the assistance of this department ensures that our customer service centres, customer contact by the phone or email, social media, letters and even the home delivery experience renders value that is appeased by the customers. 
Owing to the pandemic, the customer service department of the company has been segmented into numerous domains, of which customer service pages of Marks and Spencer’s over social media platforms and customer service by phone has gained substantial prominence (Fashionnetwork, 2018). This way, the company has attained substantial prominence in the regions of the UK, and the customer support system has aided in retaining customers through its usual service of fulfilling customer requirements. Moreover, the social media pages of the company have a distinctive customer support segment, which directly guides the customer support portal of the company. A quick delivery system, professional yet composed dealing techniques of the executives, and patient handling of queries have rendered substantial productivity to the company. This further aids in accentuating customer experience, where they attain service in a seamless manner. 
Critical review of how this system meets the customer requirement and maintains good customer relationships
Despite having many positive attributes, the customer service department of Sainsbury has faced hindrances. There had been instances where Marks and Spencer’s failed to deliver groceries and other essential items on time and there had been issues pertaining to lack of supply in order to the increasing demand of essentials witnessed during COVID (BBC, 2020). This has happened owing to the fact that the company did not anticipate the repercussions of the lockdown and failed to render agility to its supply chain.  Therefore, it had faced issues during the pandemic time, which it has confronted as of now, owing to the company’s plan to expand and diversify its supply chain. 
However, despite facing challenges in the customer service department, the company considered supporting its supply chain stakeholders like farmers. This has been widely publicized news, which aided the company in gaining more prominence in terms of customer engagement, as many vested interests in its products. For instance, it considered helping the farmers that are facing decreased demands, by extending their essential funding platform for smaller suppliers to access any form of immediate payments. Moreover, it further launched the “Supporting British Farmers” campaign to support as well as highlight the family of 10,000 British farmers (Marksandspencers, 2022b).  This shows how the company has confronted the external factors that are associated with the pandemic. Once the supply chain becomes strong, the company may deliver its services the way it delivered before. 
[bookmark: _Toc102423809]Conclusion 
The study conclusively illustrates the development of customer experience and engagement is required in order to be successful in the recent market after the pandemic situation of Covid 19. Along with this, the study summarises that Marks and Spencer’s have taken an initiative to robust its CRM team by making social campaigns and interacting with customers by using the theories like communication mix and marketing mix. Hence, the study illustrates that addressing the purchasing preferences change in the market of UK Marks and Spencer’s has created social media campaign named “Anything but Ordinary” in order to promote the reshaping changes in their fashion apparel products. The study also summarises that social media pages of the company have a distinctive customer support segment, which directly guides the customer support portal of the company. Along with this, it has been illustrated within the study that creating a certain great e-mail content happens to be crucial, which further elicits the manner in which collaborative CRM would satisfy the need of consumers' engagement and enhancing experiences. 
The study also explains that poor communication also promotes several hindrances such as mental barriers and insecurities which unstable the salesforce. The study also illustrates that the company has considered presenting itself as a brand that offers affordable fashion without compromising on style quotient. Lastly, the study summarized that the company in the pandemic has considered new ways of engaging the customers and the company’s newly attained digital focus with the “Must Have” campaign, in the result of customer insight, collaboration across the creative thinking and business facets.
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Figure 1: Revenue of Marks and Spencer’s
(Source: Statista, 2022a)
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