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[bookmark: _Toc66132476]Introduction:
This assignment topic name is "understanding and engagement in the customer's experience". Customers are a very important asset for each company because the company produces products for customers. The companies earn profit by selling products to customers. For this reason, each company wants to give high values to its customers. Companies need to know customers experience,they tend to overestimate customers.  This assignment contents six tasks. Marks and Spencer is a selected company in this report. The first task is described as the mean of the customer's relation management(Buttle, 2015). This task is defined as a term of customer's relation management. It also needs to describe what customer relationship management means at M&S. Task number two investigate CRM of M&S and other similar organisationbased on ethical, and sustainability. This task should also be supported by academic theory and citations. Task number three demonstrates through literature review a critical discussion of the variety of quality models and theories.   These models and theories help a company improving its CRM. Task number four needs to explain through an example form M&S, academic theory and industry good practice of customer relationship management engaging segmentation, a loyalty ladder, marketing mix and target customers. Task number of five writes of this report conclusion. It involves the strengths and weaknesses of the M&S customer relationship management system based on report finds. The last task of this report gives a recommendation based on improving the areas identified within the conclusion as weaknesses(Buggie, 2019).  
Marks and Spencer company Overviews: 
M&S has been engaged in a new strategy which it calls Plan-A. This company believes that its reputation for quality with ranges can take on Corona Virus challenges. Sainsbury and Tesco have a good market share in the market. M&S has spent more time researching in order to find out customers shopping experience preferences(Briggs, 2021).  The Company has tried to find out through research whether customers prefer to shop online or come to the store for purchasing grocery items. M&S find out that customers still now preferred to visit stores to browse. However, the customers also wanted the luxury of being able to go online and they give order groceries items. In this condition, M&S needs to delivery partners. This company find out new online delivery partners for Ocado. M&S has invested £750 million in this 50% share of Ocado. In this situation, Marks and Spencer make Plan A strategy. M&S gives more focus on company profit in this difficult trading time due to Covid-19. CEO and management team of Marks and Spencer recognize through their new advertising slogan “Never the same again”.  Now, M&S changes its offers on product and services and build up a positive relationship with customers(Bull, 2014). 


[bookmark: _Toc66132477]Task-1
The first task is described as the mean of the customer's relation management. This task is defined as a term of customer's relation management. It also needs to describe what customer relationship management means at M&S.
CRM means customer relationship management. In the modern business world, it is a very significant term for each business organisation because it is very important for generating more business profit. Each company should maintain good customer relationship for high business growth and stand up in a competitive business environment(Peelen, 2019). 

Definition of customer relationship management: 
CRM is a very important term in the modern business world. It is one of the most influential technologies in the world. The company needs to apply customer relationship management for creating high business value. CRM has become a top priority for business organisations. Each company faces big financial challenges in business life. It also faces high competition in the modern business world. In this condition, it is very significant for each company to maintain a healthy customer's relationship in the competitive environment because business depends on customer's satisfaction(Cannon, 2018).  

Meaning of CRM at M&S: 
There are different types of stakeholders who have great power for influencing Marks and Spencer activities. Employees, suppliers, community, customers and government are big stakeholders of the company. The customers are one of the important stakeholders for M&S. For this reason, this company main focus is to keep customers high satisfaction because customers have high power to influence the business operation and business activities. For this reason, Marks and Spencer should improve its relationship with customers. M&S can offer high-quality products and values of products in order to meet customers demand and needs(Peel, 2012). The company should offer convincing service so that the customers can influence to purchase products from stores and online which play a very vital role to do satisfy customers. M&S also can conduct to suppliers for protecting customers from a bad quality product. The company can offer the latest design and high-quality products for increasing customers satisfaction. M&S also can provide club loyalty card to customers so that the company can build a strong relationship with customers. The company should set the affordable price of its products and services so that the customers keep happy and want to build a good relationship with Marks and Spencer.   
In the current environment, the relationship with the company with its customers has become a very significant factor for ensuring organisational sustainability for long period. M&S operates stores without having any type of production facilities and the competitive advantages of the company. The business growth of M&S highly depends on the relationship with its customers at an important level(Brink and Berndt, 2013). Marks and Spencer is one of the biggest retail company in the world. It offers different types of products to customers. It has a lot of customers in the world. M&S has a very good position in the retail market. It has a good reputation for world customers because M&S always tries to fulfil customers demand. Now, the business world is a very competitive and critical market. In this competitive environment, the customer's relationship management is a very significant aspect. It is a very difficult task for the company to maintain customers relationship but each company should maintain a customers relationship to sustain the current environment for a long time. By considering this factor, Marks and Spencer should apply different strategies for maintaining a good relationship with customers(Delfino and Gillespie, 2016). 


[bookmark: _Toc66132478]Task-2
Task number two investigates CRM of M&S and other similar organisation based on ethical, and sustainability. This task should also be supported by academic theory and citations.

Marks and Spencer business case: 
Ethical: According to the business case of Marks and Spencer,the company gives more importance to its customers for ensuring ethical factors. Ensuring quality products for customers is a very big ethical factor for a company. By considering this factor, Marks and Spencer ensure quality products for its target customers. The company knows well that ethics must be given much more importance if it is to have a good relationship with consumers(Brink and Berndt, 2014). For example, Marks & Spencer set fair prices for its products to build good relationships with its customers. It is one of the ethical factors for M&S.  This company also considers its foods healthy and safety matters for ensuring high customers satisfaction. Now, customers are more worried about their health. For this reason, they always want to consume healthy and hygienic foods.  Within this mind, Marks and Spencer ensure the health and hygienic foods for its customers. Ensuring healthy and hygienic foods for customers is a very important ethical factor for a company. 

Sustainability: According to the business case of Marks and Spencer, this company knows that sustainability is a very critical issue in this complex business environment. Today, the competition level is very high in the retail sector. It is a very eventful factor to achieve new customers in a competitive environment because it is very important to sustain in the competitive business world. However, it is more important to retain regular customers than the gain new ones(Duy, 2019).  When customers look for new retailers in the global marketplace, it is significant to incorporate innovations by big retail companies which enable the shoppers to tie the knot with one brand. In the current condition, the customer's satisfaction is a very big impact on loyalty. If the company fails to meet the customer's high-level satisfaction, the company will not sustain itself in a long time in the competitive market. The high product quality, fair price and good advertisement campaign are very important for sustaining in the competitive business world. By considering this factor, Marks and Spencer are giving more importance to these issues in order to sustain in a long time in the market(Schierholz, 2017). 


Tesco business case: 
Tesco is a very big retail company in the UK. This company also has high acceptance to customers because of its quality products. 

Ethical: Tesco is a very well-known company in the world. This company considers different ethical factors for connecting to ethical factors. Honesty is a very ethical factor for Marks and Spencer. Tesco knows that honesty is the best policy. This company always tries to carry off this ethical factor. For example, Tesco always offers its customers quality products. The customers give a good feedback about its products. This company always is highly committed to its quality products(Targett, Grimshaw and Powell, 2013).  Responsibility is another good example of an ethical factor. This company has a big responsibility to its customers. Tesco also offers customers a fair price for its products. It always gives the right information about its products to customers so that customer's purchases the right products for them. 

Sustainability: Tesco arranges a loyalty program for its customers. The company offers many advantages for its customers. The company also makes a good customers services policy. These factors play a very significant role to sustain in the competitive marketplace for a long time. Tesco knows that customers are the key component for sustaining in the competitive business world. The company organises a training program for its employees because most of the time they connect to customers. So, the training program makes them a skillful person and ensure good customers services. Quick customer's service is very important for high customer's satisfaction because now customers are very busy.  Tesco also offers online services to its customers. Online marking has a very high demand for customers. Online services enhance customer's loyalty. The Above factors are a very important role to sustain a long time in the competitive business environment(Baron, 2013). 
[bookmark: _Toc66132479]
Task 3
Task number three demonstrates through literature review a critical discussion of the variety of quality models and theories.   These models and theories help a company improving its CRM.
DIC CRM model, Payne & Flows five steps model and Buttle CRM value chain model are very common customers relationship management model. Marks and Spencer can use any model for maintaining good customer relationship management(Fjermestad, 2016). IDIC model was developed by Peppers and Rogers in 2004. This model consists of four actions:
Identify individual customers: In this action, the company can develop an understanding of what its business struggles with values. The company can divide into the segment. 
Differentiate customers: In this stage, the company can use the information of its customer's segment to sort customers by values to its business and by its specific customer's demands. 
[image: IDIC CRM model]
Figure: IDIC model
Source: (Fjermestad, 2016)
Interact with customers: In this stage, the company tries to keep depth knowledge of its customers and understand customer’s needs on an individual level. 
Customize for customers: The company needs to know about its customers and customize its offering to meet their values and demand(Nkambule, 2014). 



[bookmark: _Toc66132480]Buttle’s CRM Value Chain Model
This model consists of five steps. There are 
Customer portfolio analysis: It is called CPA. In this step, the company needs to find out the most valuable customers. 
Customer intimacy: In this step, the company makes a list of important customers and find out their demand for finding how the company can ensure the best services for them. The company collects customer's data in this step. 
Network development: In-network development step, the company builds an up strong network with support, vendors and marketing. 
[image: CRM value chain model]
[bookmark: _Toc66132481]Figure: Buttle’s CRM Value Chain Model
[bookmark: _Toc66132482]Source: (Brink and Berndt, 2014)

Value proposition development: In this step, the company needs to combine its network with its goods and service and it offers important value for its loyal customers. 
Managing the relationship: -In this step, the company needs to manage its relationship with its loyal customers over the long term.
From the evaluation of Marks and Spencer business case, Bottle's CRM model is very effective to build up strong customers relationship. M&S can follow each step of the Bottle CRM model. Each step is very significant for marinating effective customer’s relationship(Buttle, 2015). 
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Task number four needs to explain through an example form M&S, academic theory and industry good practice of customer relationship management engaging segmentation, a loyalty ladder, marketing mix and target customers. This task covers segmentation, targeting customers, a loyalty ladder and a marketing mix.  

Customer’s segmentation: Customer segmentation is a very significant component for achieving high customer's satisfaction. For maintaining a good relationship with customers, their satisfaction must need. Marks and Spencer can provide customers service (nassar, 2015). This Company can provide different services to consumers to build a good relationship with them.  This will build a good relationship with all types of devotees. Marks and Spencer use demographic segmentation to identify customer's preference. It targets its customers by income, social class, gender and others.    Customer segmentation can ensure different service to customers. Customer segmentation is the process of dividing customers into the group based on their common characteristics. It ensures quality service to each customer effectively and appropriately.  Marks and Spencer must segment customers according to the evaluation of some factors location, industry, number of employees and products. Now, the learner is going to discuss the importance of customer segmentation(Nkambule, 2014). 
· Customer segmentation can create a target marketing message. It will resonate with particular groups of customers.  
· It helps to innovate new products and modify existing products 
· It can ensure a healthy relationship with customers 
· It improves customers service 
From the above discussion, it can be said that customer's segmentation is a very significant factor to maintain a better relationship with customers.  A company needs customers satisfaction in collecting specific information. For example, Marks and Spencer Company decides to promote lower price products and service to younger age's customers. At the same time, this company also wants to increase the price of products and services for older customers based on segment knowledge(Goldsmith, 2010). M&S takes this decision because younger customers have less disposable income than old customers. This decision will help M&S to gain high-level customers satisfaction from all income level customers. In this way, M&S can build up an effective relationship with customers. 

Targeting Customers: For ensuring an effective customer relationship, Marks and Spencer can target potential or profitable customers. The company can provide customer service after the evaluation of potential customers. When a company manufactures product and service for specific group customers, it is called target customers. So, target marketing refers to a group of customers in the company. Target customers technique helps to build an effective relationship with customers. For this reason, each company has specific customers. The company manufactures products and services based on target customers. For an example of Marks and Spencer, these company profitable customers are under 33 to 55 age men and women. M&S determine these range customers what are their genders and ages before designing the clothes.  This company can easily design clothes after targeting customers. Marks and Spencer is a very big retail company. This company serves more than 22 million customers in the world. This retail company divided into three kinds of clothing ranges such as autograph range, PerUna range, and Classic range. The company develops each range of clothes based on the segment of the women clothing market. The company always tries to identify customer's needs and demand and offer service based on customers expectation(Sinisalo and Karjaluoto, 2016). 

A Loyalty Ladder: Marks and Spencer need to loyalty ladder for achieving high customer satisfaction. The company can achieve a loyalty ladder by creating good customer relationship with customers. A company gains high performance when it can achieve high customer’s satisfaction.   Marks & Spencer set fair prices for its products to build good relationships with its customers. It is one of the ethical factors for M&S.  This company also considers its foods healthy and safety matters for ensuring high customers satisfaction. Now, customers are more worried about their health. For this reason, they always want to consume healthy and hygienic foods(Olson, 2010).  Within this mind, Marks and Spencer ensure the health and hygienic foods for its customers. Ensuring healthy and hygienic foods for customers is a very important ethical factor for a company. 


Marketing Mix: 
Products: M&S is a very famous retail chain in the UK. The products portfolio for M&S is wide covering all items for all age customers. M&S offers different types of female products that including Jeans, Skirt, Blazers, shirt, Cashmere and so on. The footwear section for female involves loafers, heels, boots and sandals.  Accessories and bags for female involve beach bags, handbags, sunglasses and jewellery. M&S also offers for men different types of products such as Blazers, shirts, suits, Jumpers, boots, casual shoes and so on. Marks and Spencer also offer a home and furniture section that involve furniture for the bedroom, dining room, living room, home accessories and lighting. The company also provides foods service to customers. It has main courses, starters, dinner, and lunches etc. It sells flowers and other gifts items. It manufactures all types of products for achieving a level of customers satisfaction. It helps manage a healthy relationship with customers(Gebert, Geib, Kolbe and Brenner, 2012). 
Price: M&S has its own house brands for clothing for children, female and men. The company keeps clothes price between medium to the higher category because it offers premium quality products to customers. However, Marks and Spencer follow a competitive pricing strategy as the customers have now more options to switch to other brands. Now, competition is increased than before. This company faces now competition from online retailers. The customer's dissatisfaction factor can arise when the company meet high product price. In this situation, Marks and Spencer follow a dynamic pricing strategy for maintaining a good relationship with customers. M&S offers more discount on its products to obtain more new customers. The product discount is a very effective promotional tool. (Wangenheim, 2013) It helps to build up an effective customer relationship with the company. 
Place: It is a multinational brand. This company has over 1000 stores in 50 countries. M&S major business is in the United Kingdom where it has more than 850 stores. Some other new countries where Marks and Spencer want to expand its business such as Finland, France, Hungary, Turkey and Spain. It has got its own websites. It is playing a very vital role in the COVID19 condition. This company also offers customers an option for global delivery for limited products. M&S achieves high customer's satisfaction by ensuring these facilities of customers(Quaye, Mensah and Mensah, 2018).   
Promotion: It also plays a very vital role to maintain good customer's relationship. Marks and Spencer provide a message on all medium of communications. It uses print media, Television, and mobile ads for promoting its products. M&S has its own website that uses for promoting company products. The company also gives a special discount to its loyal customers. It is also a very significant promotional activity. 
[bookmark: _Toc66132484]People: M&S has more than 83000 employees to serve 22 million customers. It is a very big strength for the company. For ensuring good customers service, the company recruits large numbers of employees. It ensures quick customers service that is very important for high customers satisfaction. The company always arranges an effective training program for them so that employees can give the best service to its customers. Effective customer service ensures a good relationship between customers and the company. It needs high business growth. The company provides special training to salespeople so that they give proper information to customers(Buttle, 2015).
[bookmark: _Toc66132485]Process: This Company found in suburban areas and malls. The stores of Marks and Spencer are properly organized as compared to other stores such as pantaloons. It is divided into floors which mean they have a separate section for home accessories, clothing, flowers and gifts. Customers are very happy because every product is well organized in the malls. They can easily find out their products.
[bookmark: _Toc66132486]Physical Evidence: M&S has over 83000 employees worldwide to serve 22 million customers. This company major business is in the United Kingdom where the company has over 850 stores. Some other new countries where Marks and Spencer want to expand its business such as Finland, France, Hungary, Turkey and Spain. It has got its websites. So, this company has very high physical evidence that plays a very important role to create a good relationship with customers (Weber, 2016).
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From the above evaluation, it can say that Marks and Spencer have some strength to create effective customer relationship management. This company also has some weaknesses that create barriers to make strong customer relationship management. In this task, the learner is going to describe some strengths and weaknesses of the Marks and Spencer customer relationship management system based on report finds. 
Strengths of the Marks and Spencer CRM system based on report finding are 
· This company has diversity products ranges. The customers easily get various types of products in this company. It plays a very significant role to build an effective customer relationship. 
· Marks and Spencer applies a customer segmentation strategy. As a result, it can reach every level of customer(Barlow and Stewart, 2015). It helps to manage good customer relationship management. 
· Marks and Spencer provide customer service after the evaluation of potential customers. The company manufactures product and service for specific group customers, it is called target customers. Target customers technique helps to build an effective relationship with customers(Buggie, 2019). 
· M&S has over 83000 employees worldwide to serve 22 million customers. Large numbers of employees play a very vital role to provide effective service to customers. 
· M&S offer customers online service. As a result, the customers can give products orders through a mobile phone or another electronic device. It is a very big strength to create a strong customer relationship. 
· Marks and Spencer are divided into floors, which mean they have a separate section for home accessories, clothing, flowers and gifts. Customers are very happy because every product is well organized in the malls. They can easily find out their products.  
·  Marks & Spencer set fair prices for its products to build good relationships with its customers. It is one of the ethical factors for M&S.  This company also considers its foods healthy and safety matters for ensuring high customers satisfaction(Delfino and Gillespie, 2016).
· . This company has over 1000 stores in 50 countries. M&S major business is in the United Kingdom where it has more than 850 stores. Customers easily can find M&S company stores because it has large numbers of stores in the UK and foreign countries(Pehrsson, 2012). 

Weaknesses of Marks and Spencer CRM system based on report finding are 
· Marks and Spencer is declining its sales because of the poor supply chain system. This company also has a non-availability of products. It cannot meet the required demand for clothing items and foods. It makes a very worse impact on the image of the M&S.  For this reason, it faces very difficultly to create good customer relationship. 
· This company does not offer clothes to young people and teenagers. M&S only offers older people. It is the wrong perception of this company. 
· Many customers have the perception that the products price of Marks and Spencer is very high. It makes a bad impact on company image(Barnes, 2013). 
· Some customers complain that they do not get enough information about Marks and Spencer company own website. For this reason, they dissatisfy and switch to other companies because they have available options. 
· Marks and Spencer do not offer the latest design and high-quality products to its customers. 
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Marks and Spencer should apply differently to overcome their weaknesses. In this section, the learner gives some recommendation to M&S for overcoming these weaknesses. There they are:
· Marks and Spence should increase its product variety so that customers get all types of products. 
· M&S should attain marker research. It helps the company to get available information about customers demand and needs. 
· M&S should manufacture products for all age people. It will help to achieve customer’s satisfaction from all age customers. 
· M&S should update own website so that customers get available information on the website. 
· M&S should reduce its product prices so that customers do not give complain about its products price. 
· M&S also should conduct to suppliers for protecting customers from a bad quality product. 
· The company should offer the latest design and high-quality products for increasing customer’s satisfaction(Barlow and Stewart, 2015). 


[bookmark: _Toc66132489]Conclusion:
Now, the business world is a very competitive and critical market. In this competitive environment, the customer's relationship management is a very significant aspect. It is a very difficult task for the company to maintain customers relationship but each company should maintain a customer’s relationship to sustain the current environment for a long time. By considering this factor, Marks and Spencer should apply it differently to overcome its weaknesses. In this section, the learner gives some recommendation to M&S for overcoming these weaknesses.
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