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[bookmark: _Toc35971554]Executive Summary
Asda was founded by Asquith brothers in 1920. Arthur Stockwell then joined to become the third co-founder. The company merged with American giant Wal-Mart in 1999. It is Britain’s third largest supermarket Asda uses Porters (1980) and is a cost leadership organisation. The structure suggests the organisation uses Max Webbers Bureaucracy (1905) and Henry Fayol’s (1916) scientific management, principle 1: division of task.  CRM is not only important for acquisition of customer relations; it is more to do with maintaining that relationship. For organisation like Asda to acquire these customers to increase profit margins, Asda data library help to target specific group(s) of consumers by segmentation. Using quality models and establishing sustainability along with Asda’s ethical stance, all aligned with organisation’ culture and consumers values and needs; helps the organisation grow its profit margin and increase customer relationships. These can be achieved by customer loyalty ladder, feedback and targeting correct audience. Being a multinational company Asda have a tremendous scope of audience it can target.  
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The following report looks at the benefits for Asda of engaging in ethical trading and building sustainable resources with the possible impact of organisations’ quality system may have on customer relationship. The content looks at customer experience quality based on the organisations’ policies on Ethical and sustainability. 

[bookmark: _Toc35971556]CRM
CRM known as Customer (client) Relationship Management is the most important aspect of a business organisation. According to Strauss et al. (2003), “CRM is a holistic process of acquiring, retaining and growing customers, including online and offline relationship management.” CRM is a broader concept than marketing and spans strategic management functions, channels, products and customer data types and drives every customer interaction (Goodhue et al., 2002, cited in Alshawi. S., Missi. F and Irani. Z, April 2011, p. 376-383). Human resources management, marketing management, knowledge management, sales management, service management, research and development management all fall under CRM umbrella (Byun, 2001). It is a “toolset used for core business strategy that aims to create and deliver value to targeted customers as profit” (Buttle, 2009). This has been used by organisations since early 1990’s for guiding sales teams and supporting engineers and other specialists in developing sales prospects, creating appropriate business proposals, dealing with customer objections, and providing post-sales customer support (Agarwal, 2003), (Buttle, 2009). CRM is focused upon the development of customer-centric business culture. CRM is mostly IT driven programs designed to optimize customer contact to comprehensive approaches for the organisations in maintaining and grow customer relationships. Purpose of such systems are storage utility, or better-known data library of consumer information for an extended time period (Zahay, 2012 cited in Industrial Marketing Management Volume 42, Issue 6, August 2013, Pages 855-861)
Objective of CRM is to make revenue, income and outgoing from consumers from data collection. Using CRM and critical thinking models such as Toulmin’s’ (1958) and Pearson’s RED models enables ASDA to find solutions to improve business strategy, retain or sack staff. It is a tool to identify raw materials and local suppliers the organisation can use as well as recycle and reuse waste. CRM is equally important for branding and maintaining strategy so organisation can acquire a share of consumers for existing products and services and for potential products/services. It helps organisations such as Asda to progress up the relationship ladder and make a benchmark.
Organisations like Asda are now focussing more in building and retaining long term customer relationships, demonstrating the organisation can serve his/her long-term needs. Organisations such as Asda who are customer-based business and rely solely on consumers, will not survive. Therefore, establishing a relationship to encourage repeat customers is very important. Dissatisfied customers are unlikely to return, taking their customs to competitors.
For an organisation like ASDA to succeed, customer ‘needs’ is important to be established. Basic essential needs of individuals found in Maslow’s Hierarchy model (1954). Relationship between the client and organisation can be seen as the psychological contract (CIPD, 2019). Loyal customers are those whose values and belief are aligned with the organisations values which is why organisations see customers returning. However, according to Maslow’s (1954); McGregor (1960) and Hertzberg (1959), humans needs, and behaviour change according values individual hold over time (McEwan, 2001). Porters (1980) generic strategies theory suggests ASDA is a ‘cost leadership’ organisation whose objective is to become the lowest-cost producer in the industry competing in broad multinational markets. Comparing to organisations such as Lidl and Aldi who are ‘cost focus’ organisations seeking a lower-cost advantage in just one or a small number of market segments. For combating competitions, contact management is an essential tool for ASDA to use.  
[bookmark: _Toc35971557]Contact management
The most important ways customer relationship management achieved is through engagement, through contact management. This branches out to marketing, sales force automation and customer services. Customer data information is very important to all organisations and organisations must abide by laws protecting consumer rights of mishandling and misusing information. The following is used by Asda for targeting new and maintaining existing customers. 
[bookmark: _Toc35971558]Segmentation
Segmentation is to divide into parts. Wind (1978, p317, citied in Wilson, R. M. S. and Gillian. C, 2012), argue segmentation has been “considered one of the most fundamental concepts of modern marketing."  It helps organisations to identify ‘sets of buyers’ which would then become targets for the company's marketing plans. Asda targets a broad scope of consumers by identifying groups of people and putting them in categories such as the ‘value buyers, family-oriented people, health and fitness conscious as well as geographical segmentation’ and so on (MarketLine, 2020). Information collected from marketing helps the management make informed decision in targeting valuable consumers and providing them with products meeting their needs in light of current offering by competitors (Chand, 2020). This strategy maximises profitability and increases the relationship between the consumer and organisation. Another benefit of segmentation is it reduces marketing and admin costs. Segmentation provides marketers like Asda information of which customers to engage in relationship.
[bookmark: _Toc35971559]Technology
Although Asda was a successful business, merging with its parent company Wal-Mart, and with the help of wealth of technology Asda saw an increase in customers. Asda now serves over 18 million customers a week in third place with market share of 14.9%, behind its competitor Tesco and Sainsbury’s (Wunsch, 2019). Keeping a track of all of their needs is impossible. It is here Asda makes the most use of IT using the latest technology, information is stored in the organisations’ data library. This is a cost-effective way of targeting consumers as this makes marketing more manageable and helps provide focus. It is very import to have knowledge and facilitate to the ‘buyers process’ as this enables organisation to set a marketing plan that convinces consumer to purchase its products or services which leads to increases in customers. Asda does this by using data collected from online search engines and data collected from the online service available from which the organisation can track consumer interests (IeduNote, 2017).

[image: ]


[bookmark: _Toc35971560]Targeting
Targeting gives organisations the number of segments to aim at and how to reach them. The three most important and common types of targeting and they are; undifferentiated targeting, here Asda and its competitors like Tesco, Sainsbury’s and Morrisons to name few, send same promotional message to all its customers who are on its organisations’ data library. This helps Asda to increase its target scope regardless of product relevance to the consumer. Targeting is carried out through emailing customers which is very cost effective as all it takes few people few clicks to send message. This method is faster and can be sent anytime from anywhere. Concentrated target is where promotional message is designed to suit a single or specific segment. Example of this would be Asda targeting parents and value seekers, promoting two for one offer. Asda use cookies on their website linking to email address to customer search history, customer shopping history to identify customer interests and needs. This helps Asda promote the right product to right consumer. Lastly differentiated is to design more than one promotional message with each communicating different benefits. To identify which segmentation strategy works most efficiently, the organisation carries out data analysis from data collection and sends these promotion to those groups (YouTube, 2013). (see appendices for Loyalty Ladder).
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A level of standard individuals and organisations set themselves and expect from is known as quality. Better explained it is a habit. In business this is organisations culture which impacts day to day activity and how an organisation is run. Better quality means better branding. According to Deming (…) there are eight dimensions of quality; Performance, Features, Reliability, Conformance, Durability, Serviceability, Aesthetics and Perceived quality. When quality meets CRM, organisations see improved relationship between consumer and organisation. Poor quality emphasis on short term profit which may see organisation clamping down on cost but tolerating high waste level as well as competing on prices and not sufficiently on quality eventually drive consumers away (Gov.UK, 2020). A continuous effort by the management and employees of an organization ensuring long term customer loyalty and customer satisfaction is known as Total Quality Management. TQM links the quality of the organisation, it’s operation and its products/ services to its stakeholders through a process of continuous improvement and strong CRM. Edward Deming, (1950) Models such as 6C’s of TQM are used to improve organisations overall quality of products and services, most important purpose for the implementation of a TQM process is to get the assigned task completed at the right time and with quality improvement and provide services to its stakeholders through a process of continuous improvement, building stronger CRM.

The best model for Asda to use for quality control is the IDIC developed by Peppers and Rogers (1995), which suggests companies should take four actions in order to the building, keeping and retaining the long-term one-to-one relationships with customers. (See Appendices IDIC model). It identifies who are actual customers and organisation should learn and have deep knowledge of their customers. Using this model enables Asda to learn more about its consumers and will lead to serving them profitably. It is less complicated than other models such as the QCI model. QCI model is also used by Asda to help managing data using IT. This helps drive down cost efficiency. Using both IDIC framework and QCI model enables Asda to approach its strategies and controlling customers. As Asda is consumer centric organisation driven by value seeking customers, IDIC model is most suitable to use as it the divides consumers by differentiation in categories of ‘value’ and ‘need’ which will drive TQM. Both are internal and external customer centric (Ninja Outreach, 2020).  

Value chain model was derived by Michael Porter (1985) and is the most valued concept at present. it informs how to differentiate products by analysis of chain of event which occur within the organisation. It is a means of identifying all actions, processes or stages that are involved in creating outputs from inputs. These outputs are offered to a customer who is at the end of the line of the value chain. The amount a customer is willing to pay for a product or a service is its value. The revenue for a business is the total value less the cost that it has incurred in providing the product to the customer. CRM Value Chain Model is a set of strategies that a business ought to follow when developing their CRM strategies. Organisations such as Asda work on the principle of Customer Relationship Management as it helps to deliver value to customer and creates and manages the relationship of a business with its customers in a more effective manner (Mindtools, 2020), (Bhasin, 2020). Other strategy Asda benefits from is Bill Smith’s 6sigma model (1986) and Lean’s principles. Both of these share a goal of eliminating waste and improving quality systematically for process improvement. Using these strategy will lead Asda taking measures for maintaining sustainability (Johnson. J., 2020).

[bookmark: _Toc35971562]Sustainability 
According to Allaby. M, (2010), Sustainability is “Economic development that ‘seeks to meet the needs and aspirations of the present without compromising the ability to meet those of the future”. In other words, organisations are accountable for the environmental consequences of economic activity and is based on the use of resources that can be replaced or renewed and therefore are not depleted”. 
Sustainability is key in Asda's relationship with its suppliers as well as consumers. "The role of big retailers is very visible, and they have broad sustainability goals on energy, waste and on sourcing products. But it's our suppliers who affect the environment through things like water use," Dr. Chris Brown of President of LEAF (Asda, 2011). The supermarket’s Sustainable Agriculture initiative aimed to support farmers and communities to produce more food using fewer resources and with less waste. Asda’s activities suggests the organisation uses John Elkington’s (1990) ‘Triple bottom line’ framework (see appendices). This looks at the social benefits, environmental benefits and financial benefits organisations like Asda have whilst conducting their business. Asda is a socially active organisation connecting to its stakeholders by listening to them and have developed community life programmes which uses its stores to focus on local community as well as taking part in non-profit activities which benefits people around the world like sharing its profit and launched ‘Tickle pink’ Cancer research charity. The organisation has so far raised £21m for children in need (Cooperate Culture, 2020). CSR (corporate social responsibilities) is a balancing act for companies from keeping stakeholders happy to speed of production to employee safety to financial performance. Organisations publicise their effort to winning consumers with its effort to fulfil social responsibilities. Here organisations must be ethical to win consumers. According to the responsible business network. (2020) “Asda commitment to resource efficiency is evident through its sustainability programme delivering huge impacts for the business, customers, suppliers and environment. The programme looks at resource efficiency at three core areas of Asda’s business, its operation, products and partners. Asda sets targets and the consumer is consulted at varying stages of policy development activities are relevant. Activity example include the ‘wonky veg’ range and top tip publications for customers wishing to change their behaviour.” Asda is the first retailer to have mapped its supply chain against the impact of climate change ensuring resource efficiency is at the forefront of all areas of business strategies. Compared to the its competitor Tesco, have replace plastic-wrapped multipacks with plastic-free multibuys on tinned food eliminating 350 tonnes of plastic from the environment (Tescoplc, 2020). 
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(The Responsible Business Network, 2020)

[bookmark: _Toc35971563]Three bottom Line
[image: ]
[bookmark: _Toc35971564]The circular sustainability Model
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The best sustainability model to use for any organisation is the circular model compared to the linear model. The process in these models have great impact on the planet and environment. Linear model process requires taking the raw materials to make the products and then dispose of once used. The circular model helps in sustaining the environment and natural materials in for of re-using and recycling of products to make other use of them. Asda are going green by not using plastic bags for home deliveries. If needed the staff are happy to put customer shopping away for them. Asda have a store in Bootle that is most environmentally friendly eco store in the UK. The energy saved there can be used to brew 11 million cups of tea a year (Corporate, 2019). 
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Ethics is all circumstantial. It is the study of how a business should act when faced with ethical dilemmas and controversial situations. Simply put, it is doing the right thing at the right time, aligned with organisations’ strategy and mission. Ethics involves a discipline that examines good or bad practices within the context of a moral duty. Business ethics carries significant influence in the corporate world. It can change how businesses operate on a day-to-day- basis and influences legislation around corporate regulation. This can include a number of different situations, including how a business is governed, how stocks are traded, a business' role in social issues, and more. Organisational ethics are important for many reasons, most importantly it keeps the business working within the boundaries of the law, ensuring the organisation is not committing crimes against their employees, customers, consumers at large, or other parties (White. J, 2019). They are rules and guidelines members of the organisation should follow. People operate under different ethical value systems depending on their personal experiences and the organisation culture. There are however, two branches of social ethical stances known as: 
Consequential which is good for the long-term goals and outcome. Looking and planning ahead will not only eliminate difficulties achieving goal but also reduce the chances of conflict with stakeholders such as the human rights groups for fair trade and child labour. Non-consequential is more short-term goal oriented and is more to do with internal culture. Non-con may result in taking selfish decisions and action which only benefits the organisation and not the stakeholders.    
Descriptive ethics involves describing, characterizing and studying morality and Normative ethics involves supplying and justifying moral system. Asda describes org ethics its code of conduct using a more direct method via written information available on organizations’ website or on request. Organization can be exercise both at times. According to the Ethical consumer (2020), Asda is found to be less ethical compared to one of their competitors Co-op on the grounds of selling products designated illegal regions of war-torn countries which belongs to the people of that country. Employee discrimination, fair trading as well as Asda using several products relating to animal rights issues (Coop, 2020).  

[bookmark: _Toc35971566]Trustworthiness
One of the most important concepts is achieving trustworthiness, typically involves being transparent and honest in all actions and communications. Being trustworthy can have a positive impact on both internal and external organisational culture. Consumers appreciate openness, as it provides them with insight into how a business operates and conceptualizes the work that they do. Employees also appreciate this quality in a business that they work for. Asda do this by listening to consumers and employees’ feedback to alter and improve strategies it uses for better engaging with consumers (Stephens. C, 2019). Employees of Asda are also potential customers. If no change was to take place for good, then consumer trust will not build. Showing respect for employees and customers involves following through on all promises and providing sincere apologies and appropriate compensation if anything falls through. Showing a lack of respect will deter customers from engaging with a business and lower a business' reputation. It will also do significant damage to employee morale and increase turnover. Given the example above of employee discrimination, Consumers may build a negative image of the organisation which could prove to be lethal to organisation. Asda should do its very best to avoid and resolve conflict internally and externally and build a positive workplace culture (Griffiths, A.P., 1993). 
Treating customers and employees with a sense of fairness and justice is a key type of ethics. Manipulative behaviours are just unethical and not helpful to organisation as the top priority of any business should be to be helpful to its customers and employees. It is also important to treat all people equally. Management used ‘women’s job’ for some of the women working on shop floor which saw a rise in cases of workplace discrimination during 2017 (Ethical consumer, 2020). McKinsey. (1980), 7S framework is ideal for improving organisations’ performance and implementing strategies, Asda demonstrated this during the merger with Wal-Mart in 1999. 
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[bookmark: _Hlk35580225]The cost of attracting new customers is 4-6 times more than that of doing business with existing customers. Hence for any organization, it is worth to keep existing customers happy and satisfied in order to do a more profitable business. Customer Loyalty Ladder helps an organization plan engagement strategy wisely so that the customers would be tempted to move up the ladder (Mba Skool, 2020). The most important part is at the bottom of the loyalty ladder- need to ensure you build the relationship (Humby, 1996). A valuable relationship with one strategically significant customer can lead to customer loyalty, retention and finally to referrals to other potential customers. However, a thin line is between the customers values and how often they return to organisations such as ASDA. With time, values and needs may change which brings organisations back to the drawing board to come up with innovative ideas to retaining customers. Other factors which can affect customer relationships are ethics and sustainability of that organisation. Value chain will be further strengthened if you have better co-ordination between all departments. Thus, the concept of holistic marketing will further strengthen your value chain (MindTools, 2020), (Bhasin, 2020). Asda should invest and continuously improve on online marketing sector and customer relations. As more and more people use online services and mobile phone to purchase goods. Looking through the ethical lenses, with global pandemic Covid-19, Asda should hire more delivery drivers and increase home deliveries to maintain and increase customer. The company should increase target scope by electronic advertisement through ads and emails. Asda should recruit more people like Morrisons who have estimated to employ 3,500 pickers to help in the crisis of Covid-19 to reduce the spread of virus (Sillitoe. B, 2020). Due to government closing all sociable places like cafes, restaurants, bars, parks and gyms, asda should explore pizza delivery using Deliveroo or UberEATS. These recommendations will help the organisation to expand its customer relations and improve branding. Pearson’s model and Toulmin’s (1958) models are useful to find solutions. 
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[bookmark: _Toc35971570]The loyalty ladder
The loyalty ladder is a relationship marketing concept that sees customers move through relationship levels. It is a systematic way of classifying customers of an organization.  Supermarkets as Asda’s job is to bring consumers to the very top of this ladder which has five rungs; prospect, shopper, customer, client and advocate. Prospects are those consumers who have heard about the organisation but have to yet shopped with. These are people who have been impressed with the organization’s promotions and are in serious consideration of buying products of the organization. The organization must treat them cordially. They require something different or unusual to bring them in for the first time solve all of their doubts.
A shopper is someone who comes to the supermarket for a special item or a special price but does not shop there consistently. One of CRM’s job is to find ways to bring these consumers in more often.
A customer is who buys from an organisation on a regular basis are of three types. Staple shopping, which consists of things consumer runs out of like food, detergent, light bulbs; solution shopping is when consumer uses the organisation to find a solution. In Asda case, consumer may shop for the need of ‘what to serve the family for dinner?’; and entertainment shopping is when it's fun to shop. Turning Shoppers into Customers means understanding who those consumers are. Asda has a ‘customer voice’ where the organisation is open to suggestions and opinions. This gives Asda a chance to engage with the customers which increasing customer relationship and searching for what consumers want and how to improve service provided at the same time (Raphel, M. & Raphel, N. 1995, "Up the loyalty ladder", Progressive Grocer, vol. 74, no. 4, pp. 21.). Clients are those consumers do business repetitively with the organization and are willing to foster the engagement in future. If these clients are well engaged, they can help boost business with their brand loyalty and finally there are advocates who not only do business with the organisation but also recommend the organisation to their acquaintances. These consumers are most valued to organisations and should be well looked after (Mba Skool, 2020). In Asda’s case these are consumers who may come across a good deal physically or electronically and recommend them to their friends and families. As Reichheld (1996) states “the longer a customer stays with a company, the more that customer is worth. Long-term customers buy more, take less of a company’s time, are less sensitive to price, and bring in new customers. Best of all, they have no acquisition or start-up cost. Good long-standing customers are worth so much that in some industries, reducing customer defections by as little as five points—from, say, 15% to 10% per year—can double profits.” Keeping a healthy internal relationship is very important for organisations as motivated staff result in positive relationship between company and customers. 
Brand loyalty consumers buy the product regardless of the price or the ethical stance of the organisation. These consumers are loyal to the brand and not the organisation and will only buy for the brand name. Therefore, apple will make products non-compatible to similar products in the market targeting mostly this group of consumers. Example: Apple brand products will work only with other apple products. Asda brand consumers are those looking to buy goods at a value price and not compromise on the quality of product such as George clothing. 2017 saw Asda being named the lowest priced supermarket at the Grocer Gold Awards for a record 20 years in a row (Corporate Asda, 2020).

[bookmark: _Toc35971571]Buyers Process 
This process outlines how consumers perceive and behave to buying a product. It is very important for Asda to monitor and adjust to these behaviour to provide optimal services. Using the Maslow’s hierarchy model, it can be said consumers basic needs change with time and situation. The Buyers process helps company like Asda to target the right consumers. Depending on the individuals, the level of need and perception will determine the root consumer takes to buy the product. Once a problem or need is recognised, consumers use different search models to decide as to which product(s) to buy. Internal search are those searches from memory banks which help to assemble information about alternatives and external search such as adverts are used to help supplement current knowledge. Evaluating criteria is then how consumer chooses. The bigger the risk, the more time will be spent searching for the right product (Wilson, R. M. S & Gilligan, C. 2009, p155).
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(Ara. M, 2020)


[bookmark: _Toc35971572]Value realisation map
Asda is a customer centric business which focuses on customer satisfaction. Value realisation map is something the organisation may already be using. It is used to consistently deliver values and build long term relationship where driving customer success is a shared philosophy of every division within the company (Martin. J, 2018) ‘Customer value engagement process’ model helps to do just that. (see appendices; ‘The customer value engagement process’). 
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[bookmark: _Toc35971573]Asda Swot Analysis
This swot analysis aims to examine the strength and weaknesses of Asda.  Consider the opportunities the company should explore and threats it should keep close eye on.  Asda, a British supermarket, headquartered in Leeds, England. It is a wholly owned subsidiary of the American retail giant, Walmart.
Strengths 
Asda is the third largest retailer in the UK. As of December 2019, it has 14.8% market share (Kantar, 2020) and has over 630 stores. ASDA has expanded very well in the UK over the years and serves more than 19 million customers every week and 98 percent of the UK homes are served by its online platforms www.asda.com and www.george.com. The organisation is famous for its strong management. It has filled a number of strategic positions over the years by hiring people from other big global names, Carrefour is one to name. Asda has a range of store formats i.e. Supercentres, Superstores, Supermarkets, Asda Living, George stores, and Petrol Filling Stations (ASDA, 2020). It is a multinational company. the company is well-known for its economies of scale and superior technology. Its continual innovation always drives it forward. It is famous for the quality of its products and its loyalty scheme earns customers reward points on homeware and clothes purchases. Asda was declared retailer of the year 2019 as well as crowned the Chilled Retailer of the Year, Bakery Retailer of the Year, and Drinks Retailer of the Year 2019. “The company through its website offers a wide range of products which include home and garden products; clothing, footwear, and collection for men and women; kids and baby products; electrical; entertainment products; travel and leisure products; and gifts. The products ordered online through this channel will be delivered either directly to the customer's place or to the local store for collection” (MarketLine, 2020). Asda like few of its competitors provide home delivery services where consumers can have goods delivered at a convenient time.
Weaknesses
Asda has positioning problems and some critics argue the products are not as good as its competitors Waitrose and Sainsbury’s and is certainly not cheaper than discounter stores like Aldi or Lidl. The company has been mired by controversies over the years over horse meat scandal and was found to be engaged in price fixing of dairy products with other supermarkets, costing consumers £270m. Asda is a defendant in an equal value claim that is currently proceeding before an Employment Tribunal in Manchester, the UK. The plaintiffs include both current and former employees of the company for gender related pay discrimination and requesting for differential back pay based on higher wage rates in the warehouse and distribution facilities and those higher wage rates on a potential basis as part of these equal value proceedings. It will be huge financial loss for Asda in the form of penalties, if proven guilty. Moreover, the organisation also hamper the company's reputation in the market (MarketLine, 2020).
Opportunities 
Asda’s chance to secure more marker share as more and more consumers are using online services in the UK. “The company can grow further by opening new stores and taking over smaller companies as it did with Focus DIY in 2011. Similarly going beyond the UK to explore opportunities abroad is worth the efforts” (Sodry. S, 2020). Previously Asda has seen rise in demand of products launched using enhanced offering. For example; the “company launched new range of vegan food that offers a better meal option and also introduced Vegan Cheddar Cheese. In the same month, the company launched a new range of Multivitamin Milk which contains vitamins and minerals including Iron” (MarketLine, 2020). The organisation may look into increasing its innovative products relating to seasons and occasions.  The company can benefit from growing trend of online retailing, which provides consumers convenience of shopping from home. With increase in interactive methods and limitless content, retail e-commerce is growing at a faster rate and the UK accounts for 23.9% of the European online retail sector value. Great opportunity for Asda to increase online purchases. Due to outbreak of Covid-19, Asda see an increase in online shopping therefore, asda took a wise decision to employ more delivery drivers to maintain and increase its customers (Asda, 2020).
Threats
 According to Sodry, (2020) Asda faces a number of competitors in the UK. Tesco is the market leader, while Sainsbury’s is ASDA’s nearest rival. Other notable competitors are Morrisons, Waitrose, Aldi, Lidl, and Co-op. The growth of independent online retailers is also a threat which means consumers have more choices. Penetration of counterfeit merchandise could lower the company's sales and affect its profit margins. “Customers could mistakenly purchase counterfeit products bearing fake labels, low quality of the products affect consumer confidence and spoils the brand image of the genuine company. According to the International Chamber of Commerce (ICC), counterfeiting and piracy are estimated to cost G20 countries over US$125 billion every year. It is also estimated that approximately 2.5 million jobs could be destroyed by counterfeiting and piracy” (MarketLine, 2020).
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