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[bookmark: _Toc113194674]Executive summary
To maintain a sustained competitive edge, a company must improve the customer experience. However, the COVID 19 epidemic has caused many changes in consumer behavior, forcing several firms to alter their customer relationship management approach in order to increase customer experience and engagement. The paper that follows examines how the COVID 19 pandemic has impacted Sainsbury's quality system and customer control. It goes on to discuss how the firm might adopt a higher-quality system during a crisis to satisfy consumer needs while still maintaining solid customer connections. Furthermore, the study will examine the advantages and disadvantages that the firm may encounter when keeping strong client interactions in its commercial operations.
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I was working at one of the Sainsbury's stores at the time. In the United Kingdom, the firm has opened around 500 supermarkets. According to Rohwer and Topi (2019), the company is the second-largest supermarket chain in the United Kingdom, accounting for 16% of the commercial sector. The business was founded by John James Sainsbury and is based in London. According to Rohwer and Topi (2019), the company differentiates itself from other supermarkets by focusing on the quality, provenience, and sustainability of its products and services. The firm has also devised a strategy of consistent price reductions, which has reassured clients in terms of affordability. In addition, the company has reduced complexity and altered its cost base. As a result of the above, the organizational portfolio brand now supports its food emphasis, enhances financial performance, and provides more substantial shareholder returns. From a business perspective that is a good thing, but in terms of customer satisfaction that was not the case. According to (Victor 2015)) based on consumer reviews of their in-store experiences, the customer satisfaction levels of prominent supermarkets in the United Kingdom in 2015. Waitrose has the greatest customer satisfaction rating of 73 percent, whereas Tesco has only 60 percent.

Sainsbury's was one of the companies that suffered enormous losses during the COVID 19 epidemic, spending millions of pounds to safeguard itself and its stakeholders (Sainsbury's., 2020). The epidemic had a substantial impact on the organization's financial results. The following research will examine how internal and external influences have influenced Sainsbury's quality system and customer control.
[bookmark: _Toc113194676]Key Marketing Theories
Marketing theories have helped many businesses to assess the basic essential truths about the affects of marketing based on customers' wishes and motivations. According to Balmer and Burghausen (2019), marketing theories help a company gain a better knowledge of its consumers' demands and motives. Furthermore, customers can learn the industry in which the firm operates and design successful social media campaigns. The following marketing theories will be based on research on how COVID 19 has impacted Sainsbury's quality system and customer control.
[bookmark: _Toc113194677]Marketing Mix 
consists of many areas on which a firm should concentrate on comprehensive marketing strategy. According to Thabit and Raewf (2018), good marketing should consider a variety of factors such as product, pricing, and promotion. By addressing these broad topics, a firm may reach a larger audience while remaining focused on things that are helpful to the business. Sainsbury's marketing mix strategy comprises providing a diverse choice of items to its customers. Despite its emphasis on innovation and quality control, the company has also created new goods and expanded its present product line. According to Sainsbury's (2020), the organization's pricing strategy is built on providing consumers with the value of things they require. As a result, the firm has sacrificed some of the quality of the products, but due to good marketing strategies and good service they managed to increase client retention. According to Victor (2015), the findings of a retail customer satisfaction survey done among 7000 consumers in the UK retail business. The poll evaluated the customer satisfaction ratings of the UK retail market's ten top retailers. According to the poll results, Tesco's customer satisfaction level is poor when compared to the bulk of its competitors based on supermarket rating. Tesco ranked ninth with a customer satisfaction score of 60%.
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Victor (2015)
[bookmark: _Toc113194678]Porter’s Five Forces
It is a management tool that helps a company to identify its fundamental earnings levers. According to the hypothesis, five forces define a market's competitive intensity and appeal. Sainsbury's, a retail sector leader, is reinventing its company management methods. The firm has been able to develop a sustainable market in the retail industry because to Porter's five forces. Although the threat of new entrants entering the UK supermarket business is quite minimal, owing to the high capital needs. Tesco does not need to be too concerned about new entrants since it benefits from economies of scale and has its own core capabilities. Similarly, would-be competitors may lack the necessary funds, distribution networks, and experience to enter the UK grocery business. For example, the organization has coped with the prospect of new entrants by erecting effective barriers, ensuring the retail industry's competitive advantage. According to Sainsbury (2020), the business has little negotiating leverage with suppliers because of its capacity to construct an effective supply chain with several providers.
[bookmark: _Toc113194679]SWOT Analysis 

The study allows a company to determine what is currently strong or weak at its service level. SWOT analysis, as outlined by Tu et al. (2021), has assisted businesses in building on various strengths and overcoming various obstacles by recognizing possible possibilities that are accessible to them. Sainsbury's SWOT analysis is shown in Table 1.
	Strengths 
	Weaknesses

	· It has effective marketing methods in place, such as social media platforms.
· It has more handy stores, giving it a distinct advantage over competition.
	· In several categories, the corporation has a variety of rivals.
· Due to economic uncertainties, the corporation was compelled to raise prices, particularly during the COVID 19 epidemic.

	Opportunities
	Threats 

	· It has the potential to expand into other countries.
· It can rapidly use automated technologies to boost sales by making operations more accessible and efficient. 
	· The COVID 19 outbreak forced the closure of several organizational stores in the United Kingdom.
· Because of differing rules and regulations in other nations, the organization may experience challenges in expanding.



Table 1: SWOT analysis 


[bookmark: _Toc113194680]Internal and external factors influencing Sainsbury's quality system and customer control

Every business has its own culture. According to Chang et al. (2021), many firms suffer from an incapacity to compete and adapt successfully to changes in the external environment. Internal variables are the primary determinants of how an organization may respond to its external environment. To be able to run successfully, organizations must consider softer components such as business culture and image, as well as the role of personnel.
Sainsbury's has encountered significant strategic risks during the marketing mix process, which have hampered its ability to meet the business plan's objectives. Changes in technical evolutions and client needs have produced strategic concerns. According to Sainsbury's (2020), the aforementioned variables have presented dangers to the organization by altering how customers view organizational products. Financial hazards are another key internal element that has impacted Sainsbury's quality system and customer control. Several times when promoting its products, the firm has faced fluctuations in interest rates, affecting its commercial operations and the financial system.
The COVID 19 pandemic is an excellent case study of how external influences have dramatically influenced Sainsbury's quality system and customer control. According to Sainsbury (2020), the pandemic drove the organization to assess its shifting surroundings and devise some coping methods. For example, when selling its product, the business had to secure the safety of its consumers and coworkers in order to limit disease transmission. The epidemic compelled the company to rethink a wide range of situations. Customer demand was impacted by the deteriorating economic conditions, particularly for general products and clothes.
The shutdown also caused an extraordinary spike in demand in the retail sector. In a variety of conditions, the organization was unable to deal with a labor supply shortfall. Sainsbury's was essentially facing a surge in product demand and a manpower scarcity as a result of containment and lockdown efforts. Despite the organization's involvement in online delivery services, it encountered difficult demand-supply matching for retail activities. Furthermore, the firm lacked sufficient health and safety supervision in its retail locations, which might address employees' concerns. The aforementioned difficulties had an impact on the workers' well-being, interfering with the organization's quality system.
According to Dimyati (2018), a quality system is important in developing strong and long-term connections with clients, as well as increasing sales and making customers loyal to the company. During the COVID 19 epidemic, Sainsbury's marketers were unable to sustain the quality system because they were unable to comprehend consumers' expectations and enhance their goods and services accordingly. On the plus side, the organization was able to implement sanitary facilities, which eventually aided the business's survival.
During the COVID 19 outbreak, Sainsbury's first responsibility was to keep customers and workers safe. The firm needed to modify all areas of its marketing mix, and in order to do so, it prioritized boosting material expenses. During the marketing mix process, the organization focused primarily on feeding the poor, while also ensuring that the most vulnerable individuals had access to all critical items. The company also made significant gifts to charitable groups that assisted clients who had no other means of assistance.
COVID 19 harmed Sainsbury's influence over a consumer in a study undertaken by Sainsbury's (2020), since it had to prioritize all online grocery slots for elderly, handicapped, and vulnerable customers. The pandemic also increased the organization's home delivery and click and collect activities dramatically. The company also had to limit the number of items that consumers could purchase in a single store in order to ensure that all key products were available to a significant number of clients. In order to sell its items, the organization had to limit the number of customers who may enter the stores at any given time. Sainsbury's (2020) describes how the firm was compelled to drastically strengthen security and cleanliness in every sector, as well as implement stringent hygiene and social distancing measures. Sainsbury's recommended people to arrange home deliveries or pick things from their shops in order to better promote its brand and products in the market. However, the caused the business to lose a large number of consumers owing to fast changes in various activities.
During the COVID 19 epidemic, purchasers frequently requested a lot, particularly from internet providers. According to Sainsbury's (2020) research, people wanted the greatest items while spending the least amount of money. Sainsbury's (2020) claimed that the above threatened Sainsbury's control over consumers owing to their capacity to seek increased discounts and offerings. The business was also unable to establish a large client base, which would have reduced buyers' negotiating power and allowed the firm to simplify its sales and production processes.
The COVID 19 pandemic, as highlighted by Sainsbury's (2020), resulted in the closure of numerous Sainsbury's outlets across the country. Sainsbury's (2020) goes on to describe how the lockdown reduced annual revenue and profit by a greater percentage. Despite the fact that the company experienced an economic downturn following the epidemic, typical consumers' purchasing power decreased. In addition, the company was unable to improve its strategic stance and planning. Previously, the firm employed social media platforms to develop a more targeted and appealing consumer channel while also attracting new clients. However, the pandemic caused the business to face several ramifications and complex issues, particularly when working with consumers in its operations and supply chain management. Figure 1 depicts the effect of COVID 19 on Sainsbury's profit.


Figure 1: Pre-tax profit at Sainsbury's: source (Sainsbury's, 2021).
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Every corporation should have a quality system in place that can record operations in order to fulfil corporate goals and objectives more effectively. A quality management system, according to Betlloch-Mas et al. (2019), allows a company to coordinate its activities while fulfilling customer and regulatory criteria. Furthermore, the quality system enables a business to continuously enhance its effectiveness. Sainsbury's can promptly satisfy client expectations and inspire greater trust in business operations with a higher-quality system, resulting in more customers, revenue, and productivity. Furthermore, the corporation will be able to satisfy commercial criteria such as regulatory compliance and the effective provision of goods and services.
Customer satisfaction with product quality is one of the effective quality management strategies that Sainsbury's may employ. To strengthen its quality image, the company should use promotional strategies. According to Alzoubi and Inairat (2020), excellent goods may transform consumer views and guarantee that the firm is headed in the correct way. From a production standpoint, the organization should guarantee that minor errors are eradicated at all stages of the product development process, such as design and manufacture. Similarly, Sainsbury's could consider providing different customer-requested advantages, such as quality improvement initiatives. According to Alzoubi and Inairat (2020), every firm should guarantee that the quality of its goods is customer and production-driven for improved consumer maintenance.
Improving customer satisfaction in product quality can help Sainsbury's satisfy consumers' expectations in times of crisis. For example, the COVID 19 epidemic has prompted the company to shift to online distribution services. Typically, there is a high correlation between customer satisfaction and product quality. By migrating to online delivery services, customers will always demand high-quality items. Sainsbury's will be able to cope with internal and external elements for consumers to express their preferences for the items as its product quality improves. Using the aforementioned component will also allow the business to give a great and consistent customer experience and generate true customer loyalty, especially when dealing with difficult situations like COVID 19.
Sainsbury's should also improve its data management. According to Shamim et al. (2019), data quality and availability are critical for the organization's well-being since they promote continuous development and avoid quality control operations, particularly during times of crisis. Sainsbury's will benefit from good data management in terms of constant product quality, operational efficiency, improved customer happiness, and high profitability. During the COVID 19 pandemic, for example, the business should be able to offer relevant data evidence of good quality control of all products to consumers. The information provided above will allow the company to better understand the consumer and discover their interests. When an organization's data is categorized, it may detect prior purchases made by consumers and forecast what they might need in the future. During a crisis, a corporation may take the opportunity to discover what its consumers would buy before they enter their stores. During the COVID 19 epidemic, data management might have allowed the business to relive varied experiences and preserve excellent customer connections, which would have been beneficial to the organization's well-being.
Managerial commitments are another major strategy that can assist Sainsbury's quality process during a crisis. According to Abbas (2020), management at all levels should completely support and actively engage in quality processes, especially when a company is influenced by internal and external circumstances. Without management involvement, the firm may be unable to invest in the resources and policies needed to sustain a quality management system and retain customer relationships. According to Abualoush (2018), the organizational structure is also a critical prerequisite for managing quality processes during a crisis. During the COVID 19 pandemic, for example, Sainsbury' to guarantee that its system is lawfully constructed in accordance with legal standards. An organization may swiftly create and sustain customer connections when the organizational aspects provide a well operating quality management system.
[bookmark: _Toc113194682]Quality Process in Organizations

According to the research of Sá et al. (2019), practically every client in every firm has described the relevance of quality procedures in critical operations. Quality procedures should take into account all actions that contribute to the interrelated goals of increased customer happiness and corporate sales development. Similarly, additional tasks like as performance evaluations and pay methods should be included in the procedures. Sainsbury's should guarantee that it has a center that collectively offers high-quality customer support while also identifying performance, trends, and concerns throughout the call center for a better-quality process. The company should also evaluate agent performance over time in order to continually develop their abilities and provide feedback through coaching and yearly evaluations.
The quality process is critical in ensuring that customer-focused firms identify and meet basic customer demands. According to Hamdoun et al. (2018), the quality process helps a business to understand the needs and expectations of its customers. The preceding is critical in all elements of business, such as the manufacturing of various goods and services, product design and development, pricing, and other departments that a firm effect the customer connection. Understanding consumers' demands may provide Sainsbury's with good referrals to other potential customers, both of which are critical to the organization's growth and profitability. According to another study done by Mizuno and Bodek (2020), understanding what customers demand is critical for a business to readily adjust to changing requirements and increase service quality.
The implementation of the quality process should also include communication of all customer demands and expectations throughout the firm. Employees must completely understand consumers' expectations and requirements, according to Dimyati (2018), for the firm to succeed. Sainsbury's, for example, should guarantee that all staff, from the most junior to the most senior, in every functional area are committed to exceeding consumers' expectations. According to Dimyati (2018), the preceding is critical to an efficient quality management process.
Dimyati (2018) further states that the quality process should monitor and act on customer satisfaction. According to Dimyati (2018), regardless of the size of the firm, client happiness is critical. Sainsbury's should be able to monitor both good and negative comments, and the data should be used to determine if the business values the consumers' opinion. According to Ossenberg et al. (2019), every piece of feedback should be used to help in continual improvement in corporate operations.
Consumer relations management is an essential component of consumer-focused enterprises. Sainsbury's should maintain good relationships with its customers and stakeholders. As a result, the firm may work more effectively toward excellent quality management as a real customer-focused corporation. As Dimyati (2018) explained, embracing the quality process allows a firm to explore previously undeveloped marketing and promotional chances. An business may also develop omnichannel experiences with the items that customers require.
[bookmark: _Toc113194683]Marketing Service Theories
Marketing service theories are important since they provide companies with a general guideline on how to help enterprises increase client experiences. The aforementioned notions assist firms to comprehend the fundamental facts about marketing by focusing on customers' needs and incentives for taking action. The hypotheses listed below can help Sainsbury's resolve consumer complaints.
This is an excellent framework for describing and organising the building blocks for client experiences, particularly in a business-to-business setting. The model describes essential parts of the organization's customer experience. A functional performance, for example, demonstrates a better level of dependability to consumers. In the aforementioned marketing theory, trustworthiness is also an important factor. It guarantees that business information is accurate and dependable, and that the firm can continuously meet its promises and complete all of its responsibilities. Personal value is also an important component of Maslow's hierarchy of requirements, and it examines the advantages received by customers who acquire organizational products.
Maslow's hierarchy of demands mostly represents how customers naturally think about their interactions with organisational products and services. For example, when customers first meet a product at Sainsbury's, they will focus on its functional performance. According to Hale et al. (2019), the degree of customer experience should not disappear once it has been originally satisfied. Organizations, according to Hale et al. (2019), should regularly review their performance against all of the customer needs in the hierarchy.
[bookmark: _Toc113194684]SWOT Analysis for Customer Experience

It helps a company to understand which services are currently weak or strong at the business level. SWOT analysis for customer experiences may help Sainsbury's capitalise on various strengths and overcome weaknesses by identifying prospective possibilities that may be available to the firm. Before dealing with precise implementation specifics, as a strategic marketing model, do a SWOT analysis of the overall character of client experiences.
When doing a SWOT analysis on customer experience, a firm needs first grasp the components of customer service. According to Tu et al. (2021), SWOT analysis needs a business to get a comprehensive picture of the essential factors and processes that form customer services. According to separate research done by Rajendran and Fennewald (2021), before doing a SWOT analysis, a firm should obtain clear information regarding the items required by customers. According to Rajendran and Fennewald (2021), gathering customer input may provide an organization with fresh ideas for improving the customer experience by meeting their demands.
SWOT analysis also includes assessing strengths and weaknesses. Customers' experience strengths are actions in which the firm has consistently excelled and outperformed competitors. Customer experience strengths, on the other hand, are ultimately related to customer impressions. On the other side, flaws are parts of the customer experience that need to be improved. Once a bad customer experience has been established, the business should investigate the causes of the poor performance. While conducting a SWOT analysis for the firm, look for chances to improve present service levels for improved customer experiences. The largest threat to customer service is Sainsbury's lack of awareness of shifting consumer expectations in a variety of situations. In this phase of customer expectation analysis, a corporation should determine how big of a danger poor performance poses.
[bookmark: _Toc113194685]Benefits of Maintaining Good Customer Relationship

Maintaining a good client connection extends beyond the operation of a firm and its closely associated enterprises. According to Rather et al. (2019), having a good customer connection allows a business to enhance its relationship with existing consumers while also finding new clients. The following are some of the most significant advantages of keeping client connections in a firm.
Reduces the risk of losing consumers: According to a study done by Rather et al. (2019), one of the top reasons organizations lose customers is bad customer relationships. Sainsbury's should set up opinion boxes to measure consumer pleasure and contentment. The aforementioned project can help the firm establish long-term relationships with all of its customers. According to Kamalaldin et al. (2020), organizations should provide a variety of events that bring consumers together in order to foster a cooperative connection.
It is the substantial effect of repurchase and loyalty functions: with a better customer relationship, a corporation can ensure repurchase and loyalty from consumers. According to Foltean et al. (2019), a satisfied consumer would always pick organizing items when making a purchase. According to Kamalaldin et al. (2020), firms with superior customer connections have the most loyal customers within their company operations.
Creating a secure consumer base: Supermarkets are often a highly competitive environment for all investors. Building and sustaining a stronger client base may swiftly assist a firm in establishing a solid consumer base, especially in the face of competition. According to Kamalaldin et al. (2020), a business may build a safe customer base by interacting with clients and meeting their requirements to the best of their ability.
One of the key benefits of the customer relationship is customer happiness. When a company creates a solid relationship with its customers, it can quickly access their demands. According to Kamalaldin et al. (2020), firms who have maintained strong customer service have readily met the requirements of their consumers.
[bookmark: _Toc113194686]Challenges of Maintaining Customer Relationship

Personnel being forced to respond when they don't have one: In a variety of scenarios, clients may hurry to receive an answer while the employees are stumped. Employees may not take the time to research the problem in such cases, resulting in poor customer service. Potential clients are generally lost when a company does not provide a professional service.
Having no answer to a customer's problem: If personnel are at a loss and don't know how to address a certain problem, they may be unable to retain customer connections. Before coming up with a solution, Libai et al. (2020) urge that staff take the time to investigate the information requested by clients.
Improved customer service: According to Libai et al. (2020), any firm that engages consumers requires critical customer service. Due to damage control and the inability to provide pleasant and engaging customer service, some firms have failed to create a stable long-term relationship with their clients. According to Libai et al. (2020), firms that are unable to analyse the quality of their workers' contacts with customers should review their performance and provide a channel for consumers to provide feedback and ideas.
The law of diminishing returns states that consumer interactions require an initial spark to develop interest and help it expand. Commodities that first drew clients to the business may become perceived as monotonous over time. To solve the aforementioned difficulty, firms should implement novel methods of engaging customers. For example, they might hunt for fresh product promotions and build social media campaigns.
[bookmark: _Toc113194687]Conclusion

In conclusion, both internal and external influences influence how a firm conducts its commercial operations. One of the external variables affecting business operations in many firms is the COVID 19 pandemic. The preceding study examined how the pandemic influenced Sainsbury's quality system and customer control. Various studies have showed how the company suffered a large loss due to its inability to manage its quality system and control other clients. The report goes on to outline the quality system that the firm may utilise in times of crisis to satisfy the needs of consumers while maintaining strong customer connections. Data management systems and guaranteeing customer satisfaction with product quality are two examples of quality systems that the firm might apply.
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Sainsbury's Pre-Tax Profit


March 2018-March 2019	March 2019-March 2020	March 2020-March 2021	200	230	-261	
Profit in Millions of Pounds
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