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[bookmark: _Toc214104496]Purpose of the Report:
The present report is a critique of customer relationship management (CRM) strategies of customer relationship management as adopted by Marks and Spencer Food, (M&S Food) in the context of customer loyalty, customer retention and general performance of the business. Appraising the success of CRM practices of the M&S Food, the report will attract focus on the success of the company in developing long-run customer relations and improving organizational performance, particularly as concerning the sustainability and personalized customer service.
[bookmark: _Toc214104497]Context:
CRM has emerged as a key business strategy in the contemporary and competitive retail environment where the business focuses on building customer relations in the long term. CRM policies help companies to understand what their customers need and then they are able to improve their customer satisfaction as well as strive to gain customer loyalty (Buttle, 2019). In M&S Foods where business falls within the competitive food retail sector, CRM plays a crucial role in the matter of market resistance, especially in the situation where consumers whose consciousness is raising over the issues of both the quality and permanence of products. Installing data analytics in it and focusing on customer-centric approaches, M&S Food can be provided to appeal to the tastes of the customers, thereby establishing more strong relationships and enhancing customer retention.
[bookmark: _Toc214104498]Scope:
The following will be discussed in the report:
· Organisational Overview: A brief biography of M&S Food, the history of this company, its evolution, and its market segment.
· Data and CRM: An analysis of the use of customer data by M&S Food to build sustainable customer relationship.
· CRM Strategy Analysis: A review of the CRM as applied by M&S Food including such segmentation, targeting, positioning and marketing mix.
· Recommendation and Conclusions: The key findings of the analysis and suggestions of how M&S Food can better its CRM activities to build relations with its customers to be stronger.
[bookmark: _Toc214104499]Organisation Overview of M&S Food. 
[bookmark: _Toc214104500]History and Evolution of the company:
The history of Marks and Spencer M&S is of a small stall in Leeds which was founded in 1884 by two men, Michael Marks and Thomas Spencer. M&S had overtime gradually emerged to be among the most prized retailer in the UK with an excellent reputation of quality and innovation. One of the most important operations of the company is the M&S Food, which was launched in 1952, and which is considered to be synonymous to the high quality of grocery products, including fresh foods, ready-made food, and organic foods (Sheridan, 2019). Throughout its history, the company has been a follower of the trends of the consumers; the first product of the first ready-to-eat meal in the UK was presented, then, the company has turned its head to sustainability over the last few years. The innovative ability of the M&S food and high product levels has helped it to achieve high number of customers with commitments.
[bookmark: _Toc214104501]Current Market Position:
M&S Food is a UK dominant player with an especial emphasis on the high-end market, the retail food industry. It has been competing highly with its discount chains such as Aldi and Lidl among others and the large supermarket chains like Tesco and Sainsbury among others but has nevertheless been well adjusted because of its commitment to high quality ethically sourced products (Sheth and Parvatiyar, 2021). Despite slight market share loss during the previous years, and inconsistent sales rates M&S have still managed to recover the competitive edge by means of innovation including growth of the sustainable production, and enhancement of the shopping experience. It has had a minor influence on its main grocery business, though M and S Food is a market leader in the sector of premium and specialty food.
[bookmark: _Toc214104502]Mission Statement and Value Reflection:
M&S Food mission statement is to provide the customer with sustainable food that they can trust and base their dependability on high quality. The Company has a Plan A sustainability plan that focuses on reducing the environmental footprint through sustainable farming plans, recyclable packaging plans and ethical sourcing plans (Sun and Zhong, 2022). This mission is directly connected to the CRM strategy of M&S Food since it involves the concept of trust and quality as well as ethical values, and this practice brings the brand near to the customers who are concerned about sustainability (Armstrong and Kotler, 2020). The standard of shared values that contributes to the process of cultivation of the loyalty of customers in the long-term of M&S Food is facilitated by the focus on transparency and ethical practices that contribute to the incorporation of the customer-oriented approach.
[bookmark: _Toc214104503]Data and Customer Relationships.
[bookmark: _Toc214104504]Role of Data in CRM:
M&S Food utilizes a number of data gathering methods in an attempt to understand customer preferences and behavior. Sparks loyalty program is one of the biggest instruments used to collect the information about the purchases, preferences, and shopping habits of customers (Swallow, 2022). Thanks to this program, M&S will be able to create personal offers and deals that will enhance the customer experience and raise the level of engagement. Along with the data on transactions M&S collects the feedback data in the form of the customers, online reviews, and face-to-face interactions in stores, too (Lee and Charles, 2021). This thorough data collection will help M&S understand better the needs of customers, so that the company will be able to offer an individualized product, discounts and rewarding.
The data analytics will be highly useful in the growth of customer relationship as it will enable the M&S to make informed decision about inventory and marketing campaigns and product introduction (Sharma, 2021). Aware of the customer tastes and preferences, M&S will be capable of forecasting demand, rendering the shopping process customized and improving client satisfaction.
[bookmark: _Toc214104505]Sustainable CRM:
M&S Food sustainability program, which is referred to as Plan A, is directly related to CRM strategy because it is founded on the premise of building long-term relationships with customers based on the environmentally friendly and ethical behavior. The client details are utilized to create a distinction between customers interested in sustainable products according to which M & S will be better placed to cater to the interests of environmentally conscious customers (Saha et al., 2023). Using organic products as an example, the personalized proposal can be offered to buyers of other environmentally friendly options. Additionally, M&S works with the customers by continuously enhancing the relationship between informing customers that the marketing campaigns are supported by its sustainability movements and, therefore, creates trust and credibility (Paiola et al., 2021).
With data, M&S Food reacts to target customers, thus creating a strong reaction to the sustainability efforts, which makes buyers become repeat buyers and follow the brand (Nguyen-Viet, 2022). Another factor that causes consumers willing to share the same level of value with the company is the fact that the company has been transparent regarding its sustainability goals and success.
[bookmark: _Toc214104506]Examples from M&S:
One of the most impressive examples of utilizing data as a force behind the CRM of activities of M&S Food is its loyalty program. This application does not merely track the purchasing activity but, it also makes the organization provide individual discounts and rewards. M&S is marketing internally to various individuals with various offers over the course of the key events such as Christmas or Easter based on the recent purchases undertaken by them (Malhotra and Malhotra, 2020). This is heightened further by the M&S app which includes real time updates of new sustainable products, offers and events in the stores followed by the customers finding it easier to keep abreast of the brand.
[bookmark: _Toc214104507]CRM Strategy Analysis
[bookmark: _Toc214104508]Segmentation, Targeting and Positioning:
The demographic characteristics of their customers, i.e. their age, income level and lifestyle are the changes based on which M&S Food operates in segments. Its main target market of consumers is its middle and high-income consumers that are conscious and sustainable in their consumption habits. M&S claims to be a leading retailer that offers the finest and high-quality food that is sourced in an ethical manner. This strategy of differentiation is supported by marketing campaigns that M&S has constructed to promote the brand as sustainable and products of high quality (Soteri, 2025).
The M&S Food segmentation strategy is defined on the basis of different consumer behaviors such as the individuals who are fond of organic food and those who are fascinated with ethical sourcing (More, 2023). By accessing such segments M&S will be capable of developing its offer to fit a specific requirement of the customer as part of its CRM work.
[bookmark: _Toc214104509]Marketing Mix (4Ps):
The marketing mix employed by the M&S Food is oriented towards its CRM strategy:
· Product: On M&S Food, one will be offered a range of high-quality products such as fresh food, ready pre-cooked food and ethical products organic or certified as Fairtrade.
· Price: Being a luxury brand M, and S Food, has its own sort of pricing strategy, which is connected to the products quality (Marín-García et al., 2022). However, via promotions and loyalty program, M&S can afford to make its products more accessible to the people.
· Place: M&S foods boast over 1,000 outlets in the UK that are a combination of large food halls and smaller convenience shops (Kurdi et al., 2025). The company has also a solid online presence having full-service delivery and click-and-collect provision.
· Promotion: M&S offers individualized work in the Sparks loyalty program and online marketing campaigns and collaboration with influencers in an effort to reach more individuals.
[bookmark: _Toc214104510]Sustainability and Ethics:
The concept of sustainability has been included in the brand statement in the CRM plans that M&S Food have adopted. It centers on ethical sourcing, strong on Plan A, which focuses on the principle of reducing environmental impacts and company commitment to the principle, and ethical sourcing (M&S, 2025). This sustainability program is one of the key components of the entire M and S Food CRM strategy, as there is the increasing customer need to identify with the brands that align with their value. Such communication of these efforts can also create trust among customers based on which M&S will be able to create deeper relations with customers and long-term loyalty.
To achieve Customer Centrality:
The CRM policies of M&S Food ensure that their marketing campaign is established based on their customer needs and values (Liu et al., 2022). Targeting, positioning, and segmenting the company enable M&S to learn more about their customers and concentrate on their needs. With sustainability made a priority, M&S will be able to create superior, more profound relationships with their customers in the future, resulting in an increased degree of centrality and loyalty among the customers.
[bookmark: _Toc214104511]Conclusions and Recommendations
[bookmark: _Toc214104512]Key Findings:
Positive CRM Practices: One of the CRM techniques based on data that were effectively deployed by M&S Food to enhance customer retention and loyalty is the Sparks loyalty program. Their sustainability objective aligns with the environmentally friendly customers and the customer loyalty and participation.
Areas for Improvement: Even though M&S has already been able to implement the concept of sustainability in the majority of its CRM activities, one can observe that there can be an increased consistency of all the products lines in terms of packaging. Moreover, M&S can utilize its online communications to have even more exposure to younger and technologically advanced customers who may not be completely absorbed with the offline loyalty programs.
[bookmark: _Toc214104513]Recommendations:
· Enhance Digital Engagement: M&S Food will have to invest additional digital media that are more interactive such as mobile applications, social media and personalized messages to attract younger people.
· Grow Sustainable Services: M&S Food must expand its range of sustainable products and ensure every category of products pursuits the sustainability principles of the company, in particular increase the reduction of the single-use plastic products containers (M&S, 2024).
· Use Advanced Analytics: M&S Food can also explore more up-to-date analytics tools to get to know more about the customer behaviours and preferences. This would provide the option to make marketing campaigns and customer satisfaction and their loyalty even more individual.
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