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INTRODUCTION 

The following report aims to 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 major benefits of a company to focus on a good customer relationship management are: Building a long-term customer connection, simplifying and automating processes, improving cooperation and communication, pipeline management, and revenue growth, retain more customers.
One of the majors company that uses CRM successful is Apple, for this organisation, CRM is critical for Apple's growth strategy, therefore users of apple devices such as App Store, Apple Music, iCloud, FaceTime are required to register the device with an personal Apple ID which gives a distinct sync across devices, retain consumers choices and give personalised content, this tool will give information’s about what customers desire, letting the company achieve the objective easier. 
 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 argued that CRM is valuable business stratetegy 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 advantage therefore there is necessity to be focused on the needs of profitable customers  and also to corporate a customer-centric approach to develop a strong long term-relationship with customers.

CRM is divided into four components, one is the strategic CRM, that is focused on all processes necessary to acquiring and retaining consumers by developing and delivering value superior to rivals, the operational component of CRM is focused on procedures such as trade, customer service and marketing, moreover the analytical CRM is concerned with the intelligent mining of customer-related data for strategic or tactical purposes, where as the collaborative CRM is a cross-organizational application of technology with the goal of optimising corporate, partner, and customer value (Buttle, 2008, pp.15).
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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).
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The statement of the company Aldi regarding customer relationship management is that they constantly strive to serve customers with the best value, high-quality products at the most affordable rates . Aldi’s goal is simple: “To provide our customers with the products they buy regularly and ensure that those products are of the highest possible quality at guaranteed low prices” (Business Case Studies, 2019).

Aldi campaign “Like Brands” proved that their own products are loved by their consumers the same as the well-known brands which has provided Aldi wit a platform that had successfully promoted it is quality and value messaging. The company used the  social media at a great extent, YouTube , Twitter, Facebook, Instagram and also Pinterest to create connections with the customers on long term basis and retain them, therefore the value proposition of this company indicative for it is focus.

Aldi’s products are sourced from hand-picked suppliers whose products are sold under Aldi’s own brand labels., they are focused to offer assurance of the safety and the quality of the products. Moreover Aldi ensure the safety and the quality trough removing products or recalling items that do not covered all the standards of safeguard. The company’ s promise is that they will always reply to client inquires in pleasant manner and strive on looking for solutions that will be agreed and accepted by the consumers.

Aldi strategic customer relationship management is focused on selling high-quality products on a lower price than his major competitors to retain his customers, like every company there are issues with CRM in Aldi that needs further improvement, which will be shown in the report, one of founded issue is that Aldi during the lockdown of COVID-19 is online shopping that the company needed to understand that the consumers had changed the buying behaviour and they went for other big supermarkets that offer a diversity in online shopping, more issues related to CRM is, customer service, one of the reasons that a customer will choose a company.

Moreover, Aldi does not use loyalty cards for points to retain data from they customers, the new generation of consumers is demanding and well-informed. They have the ability and authority to be heard and to compel corporations to behave in specific ways. Through the use of social media and other outlets like as blogs and e-commerce, such customers have emerged as a result of increased access to technology. In marketing, co-creation refers to the participation of customers in the many value-creating activities that go into the production of goods and services. These activities include the manufacturing and distribution operations that are often carried out in the course of producing a product or developing a service for a certain target set of consumers (Hans Ruediger Kaufmann and Fateh, 2017, pp.96–100).

The chief executive of Aldi’s Giles Hurley admitted that “ the business performance has been very, very solid, but we also recognise customer habits are changing and that we need to evolve our business to meet the new demands and we are actively doing that”, therefore the company has missed on the extra buying by the customers during the pandemic, especially the consumers that were focused on purchasing locally or online (Simpson, 2020).
In addition, the pandemic has meant a disruption for the company Aldi  and the benefits of assessing this issue means that they will gain back the customers that they have lost at the begging of the Covid-19, therefore they implemented a trial of click and collect service that could be” a good alternative of online shopping” ( Giles Hurley, chief executive) (Simpson, 2020).
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Michael Porter’s value chain model analysis (1985), introduced the concept of the value chain in his book "Competitive Advantage", Porter proposed a general-purpose value chain that companies can use to examine all of their activities. The way in which value chain activities are performed determines costs and affects profits for your company. In addition, the concept of value chain is understanding of how a company can create value and looking for different ways to add more value and the more value is added to the company, the company will build competitive advantage.


A great example of a company that is uses the Porter’s value chain model is, Starbucks, with presence in over 80 markets, either through direct company-owned stores or through licenced stores, Starbucks, which has a presence in over 80 markets, is an excellent example of a corporation that employs Porter's value chain model. Inbound logistics refers to coffee buyers chosen by the company who select the greatest quality coffee beans. The organisation assures high-quality standards beginning with the selection of coffee beans on the plantation.
Starbucks is focused on customer loyalty, which they achieve through their staff, high quality, and sustainable products. Starbucks is well-known for its use of technology, not only in coffee-related procedures, but also in communicating with consumers, moreover, Starbucks is well-known for its use of technology, not only in coffee-related procedures, but also in other aspects of its business (Bajpai, 2020.
[image: Porter's Value Chain Diagram] (Porter,1985)


The main disadvantages of the value chain model is that the scale and scope of a value chain analysis can be intimidating. The value chain format outlined in Porter's book is heavily oriented toward a manufacturing business. Understanding and understanding the key differences between your company and its main competitors can be time-consuming.
This model offers the benefit of having a better understanding on how they may achieve competitive advantage by creating customer value, trough efficiency of primary and secondary activities of the VCM, to some extent, technology is used in every value-creating activity, both primary and secondary value activities. Information systems can be found in all aspects of life, including transportation, communication, and maintenance.
The Customer Relationship Management (CRM) value chain model is a concept, a model that helps organisations create and implement CRM strategies. The primary goal of this model is to connect an organization's internal and external processes in order to generate value for the customer while making a profit (Buttle, 2008).

This model has been created in order for CRM to make a client portfolio, therefore according to Buttle(2004) the first step is the understanding customers prospects of long term connection, in this step the company creates a portfolio for its customers, segmentize them in profitable customers and less profitable, in the second step the company has to asses  the customer connection level with the company, the company knows who are the profitable customers, therefore the company will now focus on creating a long relationship.

In the third step, the  company creates a network and value proposition, customers choose your company over another because of your Value Proposition. Some Value Propositions address an entirely new set of needs that customers were previously unaware of due to the lack of a comparable offering. The idea of mass customization and customer co-creation has grown in popularity. Low-cost Value Propositions have far-reaching consequences for the rest of a business model. Free offers include everything from free newspapers to free e-mail and mobile phone services. Making things more convenient or easier to use can also add significant value (Strategyzer, 2021).
The forth stage is maintain the relationship with the customers, managing the customer lifecycle are designed to ensure that a company, with the help of its network of suppliers, partners, and employees, creates and delivers value propositions that attract and retain professional customers.
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Customer value are the benefits or services acquired after a cost, the benefits might include benefits or quality of a product, a service, a company's image and brand or the brand of the product, values, experience, and success obtained by utilising the goods, (Mahajan, 2020).

Value is produced equally by a focus on procedures and systems as it is by attitude, the mindset and culture are essential and long-lasting factors in long-term success.. It is far easier to replicate goods and processes than it is to change workplace ideas and culture. These, in conjunction with systems, produce a fantastic experience and value (Mahajan, 2020).
Creating customer value improves consumer happiness and experience. (A good customer experience will also produce value for a customer.) Creating customer value (better benefits versus price) boosts loyalty, market share, price, decreases mistakes, and enhances efficiency. Profits increase as market share grows and efficiency improves, moreover to create true customer value, the company must know what the customers values (Mahajan, 2020).
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This model is compound of series of activities related to the staff, individuals, and organisations, as well as technology. The relationships process with the external environment, according to this model. Because the external environment specifically influences the customer's experience when the customer needs to begin the selling process or needs to associate with the organisation. The firm's planning procedure is also influenced by the external environment.
[image: The QCI Model ]
(Buttle, 2008, pp.19)

This model has is parted in eight main segments, the first segment is the analysis of the customer behaviour  and planning to develop the value of the organisation, the second segment, similar to the value chain by Buttle (2008) is the value proposition, including all the processes that will attract new customers and maintain existing customers, the information and technology has a great impact, this is helps companies to manage related data, the use of artificial intelligence, build in CRM, helps the software perform functions and calculations automatically. 

The fourth segment is focused on people and the company, the role of customer service in  delivering a great managing different needs of the customers, the process management, supporting the customer trough different processes, in the six segment of QCI model, is the customer management activity, Businesses can target customers and learn about their needs in order to develop products/services. The activities involve gathering information to better understand the customers. According to the company, this strategy serves as both a retention and an acquisition process. It is possible to achieve this through value development as well as a win-back strategy (Thakur and Chetty, 2019).
Customer experience is a key to improving customer service in the workplace. It bridges gaps in customer perception and customer enhancement processes and, the measurement of the effect helps understand the level of performance of individuals and teams on their roles (Thakur and Chetty, 2019).
[bookmark: _Toc81162373]ServQual CRM model by Parasuraman et al(1988) cited in “Service operations management: improving service delivery”, (Johnston, Clark and Shulver, 2012, pp.231–240)

Customers' satisfaction is determined by their total appraisal of their views of the service (the service process, their experiences, and outcomes such as the benefits acquired), as contrasted to their prior expectations. A mismatch between perceptions and expectations is frequently created by a discrepancy between expectations and the service and/or a mismatch between the service and consumer perceptions. Customer trust is a related concept. Confidence refers to having believe, trust, or faith in an organisation, its employees, and its services. Unlike satisfaction, which is one of the outcomes of a service, confidence does not necessitate prior experience or engagement with the organisation.

Servqual is a short multiple-item scale questionnaire that businesses can use to gauge their customers' expectations and perceptions of their services. It employs a seven-point Likert scale with 22 items for perceptions and 22 items for expectations. For each pair of perception and expectation statements, a gap score (perceptions minus expectations) is calculated. The SERVQUAL score is the sum of the gap scores. This instrument measures satisfaction directly,perceptions minus expectations ( Johnston, Clark and Shulver, 2012, pp.231–240)

The importance of measuring the gaps between customer service and customer satisfaction, is shown in the cited example, a telecommunication company, failed on achieving the customers needs because they ignored customers that urgently needed their service, their procedure was focused on the first come, first served basis, which made many customers unhappy, the company changed their procedure by agreeing with the customers for two-hour timescale, this made significant change on customers satisfaction and it also reduced the cost of operation and increased the company’s efficiency (Johnston, Clark and Shulver, 2012, pp.231–240)

The gaps between companies and customers can be created by employees that are unable to deliver the service efficiently which is reflected in the lack of employee-job fit, also employees may lack of commitment or personal involvement in providing good service, as a result a role conflict between service quality specification and service delivery will be a mismatch. Moreover, companies should involve in satisfying customer needs that are constantly changing, therefore there is a need in investing continuously in the market research.
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The main problem of the company Aldi is the customer service segment, reviews on Trustpilot, on Aldi’ customer service shows a 1,9 which is stated as a poor delivery of the customer service (Trustpilot, 2021), issues with online deliveries, lack of employees commitment in delivering good service, are others issues that Aldi faces in the United Kingdom.

The value chain model by Porter (1985) and Buttle (2008) is a great model in assessing the CRM issues in Aldi, using this model will improve identifying and develop new opportunities in order to reduce the external threats, and also  improve the product flow according to customer demands and sales prediction. Therefore, this model shows the importance of customer relationship with the company, Aldi, because many customers place a high importance on how quick and accessible are the product related information, applying and implementing this model will shows where Aldi is lacking in creating customer value.

Advantages of implementing the value chain analysis in Aldi, is that the company can asses the possible sources of the competitive advantages, the way the company procure it s goods may produce a disadvantage for the main competitors, moreover, through the value chain perspective, ALDI may detect multiple internal and external links among activities. Internal links are interrelationships between operations inside the same organisational units, whereas external linkages are relationships between business units within the same or other firms. Investigating these interrelationships can assist a corporation in reaping the benefits of coordination and collaborative optimisation.
ALDI Value Chain Analysis can be utilised to make competitive strategic decisions. However, selecting the best competitive strategy (cost leadership, differentiation, or focus) necessitates understanding of one's own and competitors' cost structures.
The main challenges of the VCM is that the company may loose sight of its strategy and vision, because when the effective implementation of the VCM can be time-consuming and also it can be difficult to asses the necessary information.

The Servqual model, is focused on the gaps that exist between the customer and the company, the main reason of applying this model is the way how this model can offer solutions and indicators on how the company should use the customer service in order to increase customer value.

The application of this model for Aldi, can be a great tool to survive in the competitive environment, therefore they need to ensure a delivery of quality products and services, for Aldi this can mean a competitive differentiation of other companies, SERVQUAL is a multiple-item scale with high reliability and validity that assists organisations in better understanding, evaluating, and improving customer expectations and perceptions of services.

Combining the Value chain model and Servqual model, it can result a strategic plan on how the company can improve in the value chain and in the supply chain in order to increase customer value, the value chain can give a competitive advantage for the companies meanwhile the supply chain leads to customer satisfaction (TARVER, 2021). Valuable products and service quality linkages throughout a company's supply chain can improve customer satisfaction and, as a result, market share for all members of the supply chain (Stanley and Wisner, 2001).

[image: ]
(Stanley and Wisner, 2001)

A value chain that is profitable, it has a clear relationship between what the customers desire and what the company can deliver, therefore the value chain connects the value chain processes with the customer demand, the product testing, innovation, R&D, and marketing are all extensively emphasised in the value chain. (TARVER, 2021).

Aldi is focused primarily on offering low prices for quality products, the customers expectations are a brand of high quality that provides great services and products , using this strategy has made Aldi to obtain market share but there is still a need of improvement on customer service to achieve customer loyalty.

Long-term usage of the product/service by companies with strategically significant clients is possible. Buttle (2009) cited in “A framework for CRM: Understanding CRM concepts and ecosystem” (Nasir, 2017)  defines strategically significant customers as having a high lifetime value, a high volume, and benchmarking. Customers who offer credentials and enable suppliers to enter a new market, inspirational customers (consumers that drive change and improvement for new goods), large volume clients, and benchmark customers (customers that help companies to attract new customers).
In-store return experiences it has also a contribution the building a lifetime value, companies  should focus on employees that are in contact with the customers, therefore the companies will avoid the marketing pressure for the return experiences, it has been also a key for company’ s net sales (Ertekin, 2017).

The benefits of assessing CRM issues of Aldi, especially, customer service, will provide the company with a great customer satisfaction, satisfied customer that will meet their expectations will use the word of mouth or social media reviews to give recommendation on the business, also the company can increase customers loyalty, choosing this company over the other, in this case, Aldi should develop a new loyalty scheme, as Tesco uses, the card loyalty, that offers points to the customers and also helps to retain information about customer behaviour.
Challenges of assessing the CRM issues of Aldi, can be cost and time consuming, as the company needs to improve its customer service, they need to hire more employees for the stores, offering them a training for building a positive commitment for its customers, also the company should consider hiring CRM consultants. 
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In the first step of Porter's model, the primary activities, Aldi is directly involved and selling products to its customers. In the second step of the model, inbound logistics, ALDI may face a variety of issues throughout the product development phase if in-bound logistics are not thoroughly examined. In-hand logistics analysis needs a company's focus on every stage of the process, from raw material to finished product. It is vital to build strong relationships with suppliers because their aid is required for receiving, storing, and distributing the product.

The relevance of analysing operational operations grows in the operations step. Outbound logistics are acts that bring a product to a client via numerous intermediaries. Analysing operational operations is crucial for expanding production, enhancing efficiency, and ensuring ALDI's competitive performance. ALDI should prioritise its outbound value chain activities when selling perishable products that require immediate delivery to the end customer. In order to find sources of competitive advantage and satisfy corporate growth goals, the firm might analyse and 
optimise outbound logistics.
Aldi will emphasise the benefits and differentiators of its items in marketing and sales to persuade customers that its offering is superior to competitors. The marketing funnel approach can be used to organise the marketing and sales activities of an organisation. It emphasises the significance of providing coordination amongst diverse value chain operations.
To avoid harming the brand's reputation, ALDI must assess its assistance initiatives in the services step.
The pre-sale and post-sale services provided by ALDI will play an important role in fostering consumer loyalty. Because of the quick, punctual, and effective service, the company should use it as a marketing tactic to spread positive word of mouth.

In the secondary activities of the value chain model, the firm infrastructure provides a range of activities, the effective infrastructure management can allow ALDI to optimise the value of the whole value chain, moreover ALDI can control the infrastructure activities to build the competitive positioning in the market.

In the human resource management, the role of right candidates to be employed in Aldi plays an important role especially in customer service department, the effective HRM will increase the employee motivation and commitment in delivering good service, the next segment of the value chain is technology development.
Technology is integrated, today in more activities of a company, ALDI is using technology for online shopping on ‘special buys’, online customer service, product design and data analytics, moreover during the Covid-19, the retailer had to implement a click and collect service.

In the procurement segment of value chain, many of the processes are linked to Aldi’ s value chain activities, this why Aldi should consider these activities in order to optimise inbound, outbound and operational value chain. Therefore using the value chain model it helps to deliver value to customers and can create a valuable relationship that is strategically important because its leads to customer loyalty and retention. 
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During the Covid-19, pandemic, Aldi has been impacted by implementing distancing measures, therefore the relationship with the customer has suffered, the physical separation, minimization of unnecessary operations, and minimal interaction are critical in protecting human health. The challenge is especially difficult for sectors that rely largely on in-person engagement. Several near-term activities are critical to protect lives, support work-from-home (WFH) initiatives, and manage service expectations (Guzman et al., 2020).
In addition, during the pandemic as stress level has increased, leaders at all levels should focus on delivering a good customer service trough empathy and openness with the customers (Guzman et al., 2020), this can be a good start for Aldi customer service to be more empathic with its customers.


The application of the Servqual questionnaire has shown in the article “Retail Service Quality of Grocery Stores using SERVQUAL Model and Find the Willingness to Wait When the Shop is Closed” (Ragupathy and Arasu, 2016), it has demonstrated that Customers have highest expectations are on Tangibility, Reliability constructs; the customer’s lowest expectations are in Responsive, Assurance, Empathy, customers cited promptness and speed of service, as well as the correctness of transactions at cash registers, as the primary reasons for their willingness to wait. 
Furthermore, The willingness of workers to assist clients in accessing facilities, assortments, product information, stock positions, and so on received the lowest levels of satisfaction. The data clearly show that service quality is higher in metros and in the retail sector, moreover, service quality should be enhanced to make buying more enjoyable. Management can increase employee communication by adopting up-to-date technology to process complaints and ensure error-free transactions(Ragupathy and Arasu, 2016). 
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In order to increase the customer value trough achieving customer satisfaction that derived from meeting the customers needs, Aldi should use the VCM model and Servqual model, Aldi can analyse and support the product and service quality, offering superior customer service and analyse the operational activities of the value chain model in order to meet customer needs.

Furthermore, ALDI, should also develop a new strategy for e-commerce, to achieve customer retention and satisfaction, as online shopping is started to be use more and more during the pandemic, companies that are focused on online shopping, Ocado, for example widely known as an online grocer but also a developer of robotic warehouse technology, was the latest supermarket-style company to confirm a boost from its status as a necessary retailer. Its retail division, which has been in association with Marks and Spencer (M&S) since September, increased sales by 35% year on year to just under £2.2 billion, owing to increased demand for deliveries during the COVID-19 epidemic (The Guardian, 2021).
[bookmark: _Toc81162378]Conclusion

This report has assessed customer relationship management issues in the company Aldi, trough a model analysis, Value Chain Model and ServQual Model, these found models have been applied and it has given a better understanding of how the company Aldi can enhance customer value.

This report findings are that Aldi should focus on improving customer service, employees of the company are the key in delivering a good and satisfactory service to meet customers expectations, and  also Aldi should focus on developing new strategy for e-commerce platform to retain big data, following with personalized recommendations to its customers, offers or promotions for retaining the customers on the long term.
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