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Customer Relationship Marketing
Introduction
To address the technological challenge facing Walmart, the firm can use predictive technology customer relation management (CRM). Customer relations management has become one of the most popular technologies in the modern business environment. The CRM can then be used as a tool to cut costs, increase revenue, or both. That is because the technology is used to enable businesses to manage their relationships with prospective and active clients. Walmart can utilize this technology to improve the consumer experience. As presented by Athanasoulias, and Chountalas, (2019), healthy relationships with clients lead to satisfaction and contention of the clients. The CRM works by utilizing automated software systems that collect, sort, and process. The CRM applies a customer-centered approach and has been applied by businesses operating in highly competitive environments such as banks. 
Just like banks, Walmart is also operating in a competitive environment, facing stiff competition from such firms as Amazon, Target, and Tesco.  CRM is therefore important for businesses that intend to boost their competitive edge in the market. Walmart can utilize the technique known as Buttle’s CRM value chain. This technique enables firms to use the collected information to enhance customer relationships. This technique, as argued by Partanen, Jajaee, and Cavén, (2017) involves analyzing customer portfolio, enhancing customer intimacy, developing networks, value proposition development as well as managing customer lifecycle. 
Managing Customer portfolio
In CRM, customer portfolio analysis is used as a framework that analyzes the relationship existing between the suppliers and customers and takes the consideration of all the specific needs of the customers before deciding which resources the firm stocks (Thakur and Workman, 2016).  Walmart can utilize customer profiling analysis to help them in segmenting the market to facilitate customized offerings that address the specific needs of every customer. The company can segment the market according to customer profiling depending on such factors as customers' shopping habits, frequently bought items by customers, newly bought items, customer purchasing power, family size, occupation, and location as well as other indicators creating differences among the customers.
Customer Intimacy
 After collecting the information on the characteristics and behaviors of the clients, the company can use the information to devise mechanisms for closer relationships with the customers. That is because the company can easily tell the preferences of individual customers, and therefore, interact with them along that line. With such interactions, it is easy and faster to create customer loyalty thus improving sales and market expansion (Thakur and Workman,  2016). By collecting information, Walmarts can know its customers intimately and identify the specific needs of individual customers. The company can, therefore, respond to these needs accordingly. 
Value Proposition Development
Once the company has studied and understood the behaviors of the customers and deciding which customers to focus on, the company can then have an opportunity to identify areas that they can improve for customers to find value for products as well as services offered by the company. The company can utilize the opportunity to devise tailor-made customer experiences and address customer expectations effectively, as argued by Ruivo, Oliveira, and Mestre, (2017). The company should focus on improving customer experience instead of focusing on the traditional model of focusing on products. Walmart can achieve this by training the workers on customer-oriented service delivery as well as advanced techniques of customer engagement. The information collected through CRM can be used to identify the specific challenges that Walmart customers experience while trying to access the company products and services. The company can also identify the problems faced by customers as they use the products and services. The company focuses on delivering products to specific locations of customers who travel long distances to purchase Walmart products. 
Managing Customer Lifecycle
When it comes to CRM, the customer lifecycle is a critical aspect that a company should understand and be able to manage. The customer lifecycles explain the various stages that customers go through before, during, and after making a purchase or product. As presented by Leszkiewicz and Kumar, (2017), this lifecycle involves five stages which are: reaching the customer, acquiring, nurturing retention, and customer advocacy. In the reaching stage, the company can create awareness through marketing campaigns. The acquisition stage involves capturing the attention of potential customers and giving them the full value of goods and services. Once the customers accept the offer, the company develops converts, interested customers, into potential customers and nurture their retention by creating more value for the goods and services. Finally, the advocacy stage involves converting the fully won customers into company advocates and ambassadors. That is because the customers at this point are friends of the company.  
CRM and Corporate Social Responsibility
For many businesses, corporate social responsibility has become of the most important priorities and businesses are focusing on integrating it with other business processes. This has been witnessed in the marketing fields where businesses have shown their efforts in promoting sustainability issues in customer relationship marketing. These issues include integrating environmental as well as social sustainability in the critical areas of CRM such as sales, marketing, as well as service delivery. The company can take part in external social responsibility by the evolving needs of consumers with deep concerns about the environment. For instance, Walmart can focus on selling sustainable products and taking part in community projects involving environmental as well as social sustainability. The company can also focus on selling products that emphasize on sustainable lifestyles. The company can also cultivate markets that emphasize on the profitability of the local communities while cultivating social responsibility. It can also advocate for personal health and hygiene. 
In conclusion, customer relationship marketing is an ideal technology that can be adopted by Walmart to address the aspect of predictive technology. The company can use this technology to improve customer relationships, thus gaining and retain more customers. This technology will give the company a better competitive edge as well an increasing the market share. The company can also integrate this technology with corporate social responsibility to create a better reputation and value of the company products and services.  
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