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DRAFT


Primary aim of this business report is to deliver a “recommendation strategy for future sustainability of an organisation through improved customer engagement (CE) and customer experience (CX) strategies.”
Customer purchase behaviour shifted through an economic uncertainty that was developed by the Covid19 pandemic. Customers were observed to reassess their preferences and personal values as the health crisis grew prominent. Online shopping gained an impetus due to the lockdown restrictions and customers had more time to research for an alternative. The competition was fierce as the enterprises optimised their online presence. A hefty portion of their business capital was invested to accommodate high demand for online shopping. Traditional approaches to sustain customer engagement and experience were ineffective in the contemporary market. People had access to the internet and preferred their orders to be delivered without any physical contact. A business report was developed focusing on internal and external factors that affect the quality of an organisation. The study emphasised on the abrupt shift in consumer purchase behaviour as their personal values and external environment were altered. A recovery strategy was highlighted for the organisations to improve customer engagement and customer experience. It would promote sustainability while developing and maintaining good customer relationship in this new situation. An investigation of Sainsbury UK was directed to validate the objectives of this study. 
Sainsbury is the second largest chain of supermarkets in UK with an equally prominent online presence. The supermarkets provide household, groceries, and organic food solutions to their trusted customers. The brand experienced a steady growth in their productivity over the years. In 2016, an acute economic uncertainty was developed and their business capital was affected. On an average, annual growth in terms of revenue was 1.8% over the years and their retail sales for 2019 rose to 28.4 billion (Coppola, 2020). The statistics indicate a hike in their customer base and brand reputation is accordingly developed. Sainsbury functioned with an aim of serving healthier food choices to customers and plans to increase 70% food production by 2050 (SAINSBURY, 2021). The food choices they make are healthier for customers and environmentally sustainable.
The key theories that have been used in this study include Porter’s five forces, Hawkins Stern Impulse Buying, and CRM Customer Model. 
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