




INTRODUCTION 

The following report aims apply different models, methods and theories of customer relationship management  that will evaluate the direct factors that is influencing an organisation’s ability in successfully maximizing the customer value. The company chosen for this report it is Aldi UK, a private owned company that is part of the ALDI SOUTH , this report will evaluate the external factors including the Covid-19 pandemic affected the quality systems organization’s for the customers and also how the company has managed the new situation and still achieve his business objectives in preserving and also evolving a good customer relationship.
 The active process  of  handling a customer-business connection in a way where customers choose on maintain a mutual beneficial commercial transaction and the process where the company is focused on profitable customers is customer relationship management (CRM) defined by Bergeron ( 2002).
 Buttle (2008,pp.4) has defined CRM as a core business strategy that links internal processes and operations as well as external networks to develop and offer value to targeted customers in an efficient and cost-effective manner. It is made feasible by information technology and is based on high-quality customer-related data.
Customer relationship management is the essential key in any organization to increase the competitive strategy therefore there is necessity to be focused on the needs of profitable and also to corporate a customer-facing approach to gain a strong long term-relationship with customers.
CRM is divided into four components. strategic CRM is a critical customer-centric company approach for gaining and retaining profitable customers. The automation of customer-facing procedures such as trade, marketing, and customer service is the focus of operational CRM. Analytical CRM is concerned with the intelligent mining of customer-related data for strategic or tactical purposes, whereas collaborative CRM is a cross-organizational application of technology with the goal of optimising corporate, partner, and customer value (Buttle, 2008, pp.15).
Overview on Aldi’s background and customer relationship management

Aldi is a German-based bargain retailer with a presence in eighteen countries. It is Europe's largest retailer, and the corporation Aldi is one of the world's major discount retailers, with over 10,366 stores. Aldi operates in the following countries: Germany, Australia, Austria, the United Kingdom, Belgium, France, Greece, Ireland, Slovenia, Switzerland, Denmark, Hungary, the Netherlands, Poland, Portugal, and the United States. Hofer is the brand name used by the outlets in Slovenia and Austria (WorldAtlas, 2018).
Aldi strategic customer relationship management is focused on selling high-quality products on a lower price than his major competitors to retain his customers but there is many issues with CRM in Aldi, which will be shown in the report, one of founded issue is that Aldi must understand the customer needs more trough a customer-specific levelling of service to follow the profitability at the customer level.
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