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[bookmark: _Toc36763123]1.0 Introduction 

The researcher’s presentation part is Customer Relationship Management strategies at Asda.
[bookmark: _Toc36763124]2.0 Main findings 
[bookmark: _Toc36763125][image: ]2.1 Asda overview 

The British retail grocery market is recognised as oligopolistic (Rhodes, 2018). This type of market resulted in price war competition among the big four supermarkets (Tesco, Sainsbury, Asda and Morison). In 2006 Asda (2020c) initiated its 'We sell for less' programme, lowering the living cost for millions of British customers. The low-price strategy placed Asda in second place in the UK market.  Unfortunately, after disappointing sales and numerous scandals, Asda finally established its position at third place, behind Tesco and Sainsbury. 
According to research (Rhodes, 2018), Big 4 retailers start to lose market share as lower-cost rivals (Lidl and Aldi) gaining popularity. The market share has fallen 9% since 2011, while discounters have raised 8% in the same period time. Changing consumer behaviour and health consciousness has also affected the big four supermarkets. 


[bookmark: _Toc36763126]2.2 Customer Relationship Management meaning 

[image: ]
In other words, CRM relies on an understanding of the customer to meet their needs and deliver value. The main aim of the company is to find customers who help to maximise profit and sustain this relationship.
[bookmark: _Toc36763127]2.3 CRM benefits

[image: ]CRM strengthens consumers loyalty and reduces company’s marketing cost. Loyal customers will buy more and are less likely to switch to competitors. Research suggests (Buttle and Maklan, 2019), that attracting new customers and obtaining knowledge about their shopping habits, cost more than retaining loyal customers. 
CRM strategies not only benefit the organisation but also benefit their stakeholders.  
Customers will benefit from better deals and offers. Asda does not have loyalty cards, like Tesco, where customers can collect points and get rewards. Asda (2020) encourages customers to buy more with special offers: ‘By one get one free ‘, ‘By 4 in the price of 3 ‘. 
Asda improves its image showing changes in employees’ treatment. The company invests in employee’s development and provides better work conditions. Asda funds for university degrees, in the distribution or retail operations (Human Resource Management International Digest, 2014).
To be able to offer customers the best availability of products and meet ethical- minded customers expectations, Asda (2020a) works with suppliers to obtain quality. The retailer implemented training for suppliers about understanding consumer purchasing, and branding and packaging design. The retailer also creating a win-win relationship with suppliers and offer them better deals. Asda commitments to a better relationship with suppliers could be seen in appendix 1. 
[bookmark: _Toc36763128]2.4 Company and stakeholder engagement in CRM 

[image: ]Asda’s successful customer engagement is based on a low-price strategy. Asda presents its saving money messages to customers through different touchpoints. For example a famous TV advertisement: ‘Tap pocket’. Another example, how the retailer engages with customers is a campaign ‘Love Food, Hate Waste’ (Swaffield, et al 2018). The company website (Willson, 2016), provides information on meal planning, portion control, freezing tips and recipes for leftover food usage. Asda educates customers how through food waste reduction they can save money.
Employees are one of the most essential touchpoints with customer and powerful weapon to enhance CRM. Employees are local people, who know local communities (Asda, 2020b). For employees to interact positively with customers they need high motivation and commitment. Asda value employee’s feedback and keep them involved in the decision-making procedures, so they feel important. 
Local supplier chain is another strategy to enhance customers loyalty, Asda relies on suppliers to provide fresh and organic food to customers. Suppliers cooperate with Asda (2019) on product improvement, to satisfy customers. 
[bookmark: _Toc36763129]3.0 Conclusion

A SWOT analysis of Asda’s Customer Relationship Management concludes the presentation.
[image: ]Strength:
Asda is a long established and well-known brand. An excellent location in urban areas (Keogh, 2016) enables customers easy access. 
Asda’s main weakness regards its CRM, lies in lacking data collecting policy. Asda (2020) emphasises a low pricing strategy to attract and retain customers. Data collection is limited to information gathered from ‘Click-and-collect’ and home deliveries. 
Numerous scandals damaged Asda’s reputation (Keogh, 2016), which resulted in customers lost. 
There are opportunities for ASDA. The retailer (Buttle and Maklan, 2019), marketing strategy is based on traditional channels which generate higher cost but attract more attention. Asda can improve its interaction with customers through digital marketing (social media), which means lower advertising cost. Asda can monitor customers reaction on new products or innovations. 
COVID – 19 pandemics resulted in rapidly increased sales of all supermarket, especially Asda’s stores, because of its low prices. When supermarkets engage and support customers during though times it strengthens customers commitments for the future. 
Threats 
Competitors with low price strategies getting stronger, hence Asda low price leadership is threatened. 
[bookmark: _GoBack]Growing health consciousness of customers results that low-price product is not popular anymore. Customers seeking organic, healthier products and prefer quality over price (Keogh, 2016). 
[bookmark: _Toc36763130]4.0 Recommendations

The main recommendations for Asda regarding its CRM are:
· Implement loyalty shames
· Segment diversification
Without a loyalty programme, it is difficult to collect data regards customers needs and shopping behaviour. Clubcard is a positive use of technology, as the system analyses, the shopping habits of customers and tailors offers to them (The Guardian, 2010).
The second recommendation for the supermarket is to enhance efforts on the upper socio-economic segment.
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