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 	Customer relationship management is a crucial part of business management hence most of the companies are focusing on its implementation. The concept is still new for some companies and they are trying to make most of this tool. Be it a small, medium or a large business CRM has become important competent everywhere. Its orientation is proving to be a positive impact. CRM has evolved dramatically and is becoming a cross-functional approach. It helps in managing customer database along with collaborative job description (Nguyen, 2012). The same tool can be used by management and in all the departments such as research and development, production and marketing.
Therefore the following thesis deals to explore how managers of the company can build up collaborative customer relationship and contribute to business success. Since the CRM practice is greater than an approach hence this is counted as a business strategy that should be a part of the company’s culture irrespective to the operations. The role of a manager is important to perceive CRM practice. Managers assign the roles to their team and decide the goal hence it is necessary that they understand the importance of CRM. CRM is directly related to profit making and increases brand reputation (Krasnikov & Jayachandran, 2008). However, information technology infrastructure remains an important aspect. The aim of CRM is to focus on the activities that can add to customer success.
 Nowadays, customers are demanding and they need customized services and product that fit their budget and fulfills their requirement. The business is no longer product-centric but is customer-centric. Traditional methods are not applicable to today's scenario. Some of the business are still underestimating the power of CRM and are losing their market position. It is therefore extremely relevant for the organization to design strategies that lead to a long-term sustainable relationship with the customer. There should be a clear idea that customers can relate to the customers and the clients should feel that they are the priority of the company (Chen & Popovich, 2003). The managers convey the right message to their teams then the teams work in that direction. Thus, it is very relevant for the companies to deploy customer-focused practices throughout the business environment.
The purpose of this report is to add value to the existing customer relationship management for the UK Company Asda and build a more collaborative strategy to business to consumers firms. This will increase the understanding of how customer relationship management adds a competitive advantage to the business. The role of managers to implement and execute customer relationship practices in Asda will also be scrutinized. In terms of managerial perspective, there is a need for the organization to explore the potential of CRM else its influence in the market may become less in future.
 Furthermore, the research will be significant to understand how the other companies working in the same sector are implementing this. This will be a great help academics and industries as comparison will bring out the challenges that the companies face while adopting this collaborative approach. In this way, Asda will be able to understand how to integrate their practices as per current market trends to deliver great value to the customers.
[bookmark: _Toc526856702]Company background
Asda store is a British supermarket retail chain. The headquarters of Asda is in Leeds, it was established in the year 1949. The company underwent many mergers and acquisition. Later, it became a subsidiary of the retail giant Walmart in the deal of £6.7 billion in July 1999 and thus it became the second largest chain in the year. The company retained its position from the year 2003-2014. The company currently stands third, the main competitors of the company are Tesco and Sainsbury.
Besides its core business, the company also operates in other sectors that include financial services and mobile network providers. The marketing strategy of Asda is based on price comparison and the tagline for the promotion is "Save Money. Live Better. The store is known for its mechanizing, customer relationship management and employee welfare. The company has a huge scope in the UK as well as other country implies that the managerial strategies regarding CRM are evaluated properly (Clulow, Barry and Gerstman, 2007). By studying this research the company can get to know its areas of improvement and regain its position at number 1 in the market.   
[bookmark: _Toc526856703] Literature review 
The below section will focus on the underlying principles of customer relationship management in respect to market orientation, business strategy, managerial roles, customer focus, and competitive advantage. The literature review will further serve the purpose of understanding the role of manager to implement collaborative customer relationship management. Additionally, the practice discussed will analyze the business strategies in relation to brand positioning.
In order to make most of the approach, it is required that the history of the concept is reviewed. By evaluation the earlier definitions it can be found that CRM was considered a part of market orientation and has been a part of every business since the very beginning. As reviewed by Kohli and Jaworski, 2009 CRM comprises of three main criterion which are namely customer focus, profitability, and coordinated marketing. These concepts collaborated with the ideas of competitor orientation, interdepartmental coordination, and customer orientation. Hence it can be known that CRM is part of marketing that is not just about selling the products but becoming sensitive about customer requirements (Kohli and Jawaorski, 2009).
 	From the study undertaken by Pandelica, Pandelica & Dumitru, 2009 it can be proved that CRM lead to a positive impact on business performance. This even makes it important for the managers to inculcate this practice in their respective teams in order to create a sustainable business. The task of achieving customer success requires continuous effort hence the capabilities of the resources have to be utilized to the fullest (Pandelica, Pandelica & Dumitru, 2009). Thus the market orientation must be designed in such a way that it sounds convincing to the customers 
In the traditional approaches, the task of upscaling the market orientation was regarded to be the function of marketing and sales team. According to Shah, Rust, Parasuraman, Staelin & Day (2009), market orientation is a wide concept. It includes market responsiveness, market information, and market position. Their idea concentrates towards customer-centric approach wherein the customer is the force behind all the strategy the company adopts (Shah, Rust, Parasuraman, Staelin & Day, 2009). This scenario totally fits for Asda as the company has to face customers at real-time and has to be at customer service dedicated. Hence all the action for Asda has to be customer driven.
 In the views of Hunt, Arnett & Madhavaram, (2006), the concept of market orientation has given birth to the idea of CRM. Relationship building which was earlier considered to be part of marketing was made a part of every business operation later. Relationship building is a foundation of the business, enhancement, and maintenance. Partner relationship helps in meeting the objectives of the business especially in the retail industry (Hunt, Arnett & Madhavaram, 2006). Since managers carry out most of the conversations with the partners, therefore, they should be considerate about it. 
As per the discussion in the previous concepts, CRM concentrated on market orientation and a distinct focus on customers. This allows them to respond to customer needs in a better way. However, in the current era CRM is about establishing a company a company and customer value that are highly dependent on each other and bounded by the trust. This creates fairness and confidentiality in the business process. As suggested by Boulding et al, 2005 CRM is a dual process together created by brand managers and customers that benefits both of them (Boulding et al, 2005).
 	The CRM modules can turn into right rigidities if the idea is not updated constantly as per market trends. Relationship marketing and CRM are a natural process for survival in the market. CRM is a combination of information technology services, sales, marketing, customer satisfaction, and management. As explained by Ngai, (2005) it can be inferred that CRM is a competitive strategy that has relation with marketing orientation and business success. Before implementing any practice for relationship success the policies must be compared with other organization in order to make the practice innovative and unique (Ngai, 2005).
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 	The aim of this research is to evaluate the role of manager in implementing customer relationship management in the organization as a part of business development. This research will help in understanding CRM activities as a part of market orientation and business success. The research has been conducted in regards of Asda which is UK based retail departmental store and will hence be helpful to business to consumers firms in terms of academics and business strategy. The below questions will aid in accomplishing the target of the report. 
The primary research question is: 
· What is the role of managers in implementing customer relationship management techniques for contributing in business development in regards to Asda.
The sub-questions are: 
1. How is the company using customer relationship management techniques as a part of its operational strategy?
2. How much considerate is the company regarding customer requirements and satisfaction?
3. What is the role of market orientation in Asda’s business strategy?
4. Why is customer relationship management considered to be an important part of business development strategy for business to consumer firms?
[bookmark: _Toc526856705]Theoretical framework 
  	The theoretical framework of the study is shown in the figure below. From the figure, it can be clearly analyzed that the focus of the research is how managers are manifesting CRM approach in the organization and what role it plays in business development. Customer relationship 
Management is a customer-centric idea and its market orientation represent that it is the base of business success. From the evaluation of the literature review, it is indicated that many researchers have been conducted on CRM practices due to its critical role in customer’s satisfaction, profit, and business success. Therefore it will be interesting to know the link between managerial role and implementation of the CRM process.[image: ] 
Figure 1. Theoretical framework
The further chapters in the research will highlight the key concepts of CRM along with the discussion of delimitation of the study. The methodology that will be used in the reach will also be explained. In order to simply the structure of the study the structure of thesis will also be provided. 
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· Collaborative Customer Relationship Management: Collaborative Customer Relationship is a well-coordinated approach used in all organizations to work towards customer success and gain competitive advantage. The aim of using CRM approach is to create an environment of loyalty and long-term value gains for the organization (Kotler & Keller, 2012).
· Customer Relationship Management: A business strategy created to manage the development of a company, the acquisition and retention of its customers and to create loyalty and long-term value between the company and its customers in all touch points through customer-centric processes. (Jackson, 2005; Kotler & Keller, 2012, p. 157). 
· Customer Focus: Customer focus refers to building long-term relationship with the customer by prioritizing customer in all business strategy (Shah et al., 2006). 
· Market Orientation: Marketing orientation refers to wide range of market information in terms of information and goal of the organization. Market orientation is reflected in terms of response through the customer, brand positioning and the coordination between various business activities. 
· Business Development:  It is the way the company is going to compete in the market, how is it following the steps towards the goal, what is the market position of the company. How the business environment and what is are the plans of the company for future growth.
[bookmark: _Toc526856707]Delimitations 
 The study is limited to evaluate the managerial activities relationship with customer relationship management and business development and does not take into account the brand positioning in respect to customer relationship. This is chosen to fulfil the objective of the research. Furthermore, several studies related to market positioning and CRM have already been conducted which are a part of literature review.
 	Moreover, the empirical data that is the part of the thesis has been collected to business to consumer firms and the other retail business hence the company working in business to business have not been included in the study. This is done because business to customer organizations are highly suitable for knowing the importance of customer satisfaction and business development (Nguyen & Waring, 2013). The chosen demographic area is the UK as Asda is currently operating here.
Additionally, qualitative data approach has been used to conduct the study which reviews an approach through different perspectives. Thus, there may be different opinion regarding the same practices therefore it is important to identify the best suitable practice for the scenario of Asda. 
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The methodological base of the research revolves around the current literature published regarding customer focus, customer success, market orientation, business development, and interactive CRM. The sources majorly used are from annual reports of the firms, journals, dissertations, and academic books. This is referred to as the secondary method of data collection as it does not have an interview and the areas of sales, marketing, managerial operations have been scrutinized in detail. This provides an in-depth understanding of the manager role in business development (Saunders, Lewis & Thornhill, 2009).
The used resources have been validated and studies thoroughly in order to reflect correct practices. Google Scholar used as a tool for reviewing the articles. The search engine provides free access to e-books and journals and all the related study conducted for the chosen topic.

[bookmark: _Toc526856709] References

Boulding, W., Staelin R., Ehret, M. & Johnston, W.J. (2005). A Customer Relationship Management Roadmap: What is Known, Potential Pitfalls, and Where to Go. Journal of Marketing, 69(4), p. 155-166.
Chen, I. & Popovich, K. (2003). Understanding Customer Relationship Management (CRM): People, Process and Technology. Business Process Management Journal, 9(5), p. 672-688.
Clulow, V., Barry, C. & Gerstman, J. (2007). The Resource-Based View and Value: The Customer-Based View of the Firm. Journal of European Industrial Training, 31(1), p. 19-35.
Jayachandran, S., Sharma, S., Kaufman, P. & Raman, P. (2005). The Role of Relational Information Processes and Technology Use in Customer Relationship Management. Journal of Marketing, 69(4), p. 177192.
Kohli, A.K. & Jaworski, B.J. (2009). Market Orientation: The Construct, Research Propositions and Managerial Implications. Journal of Marketing, 54(2), p. 1-18.
Kotler, P. & Keller, K.L. (2012). Marketing Management. 14. ed. Harlow: Pearson Education.
Ngai, E.W.T. (2005). Customer Relationship Management Research: An Academic Literature Review and Classification. Marketing Intelligence & Planning, 23(6/7), p. 582-605.
Nguyen, B. (2012). The Dark Side of Customer Relationship Management: Exploring the Underlying Reasons for Pitfalls, Exploitation and Unfairness. Journal of Database Marketing & Customer Strategy Management, 19(1), p. 56-70. 
Nguyen, T.H. & Waring, T.S. (2013). The Adoption of Customer Relationship Management /CRM) Technology in SMEs. An Empirical Study. Journal of Small Business and Enterprise Development, 20(4), p. 824-848
Pandelica, A., Pandelica, I. & Dumitru, I. (2009). What is Market Orientation and How Did it Evolve During the Time? What do the Empiric Findings Show? The Business Review, Cambridge, 13(1), p. 238-247.
Shah, D., Rust, R., Parasuraman, A., Staelin, R. & Day, G.S. (2009). The Path to Customer Centricity. Journal of Service Research, 9(2), p. 113124.
Hunt, S.D., Arnett, D.B. & Madhavaram, S. (2006). The Explanatory Foundations of Relationship Marketing Theory. Journal of Business & Industrial Marketing, 21(2), p. 72-87



image1.PNG
Collaborative Customer
Relationship Management

Customer
Rlationship
Management
BUSINESS
STRATEGY

Market
Orientation





