[bookmark: _Toc39665723][bookmark: _Toc39665976][image: C:\Users\m.rahman\Desktop\images.jpg]


Assignment Title:
Organisation’s quality systems and customer relationship management



[image: ]






Student Name - Chekina Makasi
      Student No – 1707314 
 Module Name – Understanding and Engaging in the Customer Experience  
 Module Tutor – Hossein Shokri 
  Module Code - BMSW5103

 Word count: 4,688

[image: ]














[image: ]As the competition is high in this present world with increase technological development and globalisation, relationship management has become one of the key factors to catch the attention of the customers. Along with customer relationship management (CRM), service quality, relationship marketing, customer engagement and quality control are other issues which are needed to be considered. All these factors are again dependent on internal and external factors of the organisation. Thus, all these factors cannot be controlled by the organisation; the company's need to be flexible and adaptive to changes. Such uncontrollable external issues are COVID-19 virus which has a severe impact on the organisation. In this following assignment, such effects and effects will be discussed from the perspective of Sainsbury's, which is one of the leading supermarket chains in the UK. How much internal and external factors are affecting the value chain of the organisation and how the marketing mix has changed in this new normal situation is the main points of discussion. Overall, this assignment will help in understanding how changes and relationships management changes over based on different situation.




















[image: ]At present, the whole world is facing some issues and changes which have not been witnessed before. A rapid change has been made in the lifestyle of people. COVID-19 has made us get used to with the ‘new normal’. As a result, there has been a shift in the lifestyle and living habits of the customers regarding, shopping, hygiene maintenance etc. with these changes, business organisations, especially organisations which are delivering daily goods are also experience changes. People are now more comfortable with online shopping and health issues. In this assignment, at the very first phase, we are going to know about Sainsbury's, which is one of the leading retail chains in the supermarket industry in the UK. In the second phase, internal and external factors which have an impact on the overall organisational performance and changes are discussed. Here, the external factors are divided into two parts- macro and micro-economic factors. These external factors are not controllable. Such a Micro-economic issue is COVID-19 how Covid-19 has helped in changing the business objectives of Sainsbury and thus maintain a good customer relationship. In the last segment, the marketing theories and models based on the business of Sainsbury will also be discussed. In this case, the 7p's of marketing and SWOT analysis for Sainsbury's is done. Overall, this assignment will help in understanding changes in the business environment and its impact on the overall business, its customer relationship, service quality and marketing mix.

[image: ]Sainsbury's which is also known as J Sainsbury Plc. Is the second-largest supermarket chain in the UK having a market share of more than 16% was founded in 1869. In 1995 TESCO took over the place from them to become the first in the market. There are three divisions for Sainsbury's- Sainsbury's supermarket, Sainsbury's Bank and Sainsbury's Argos. Though in 2018, there was much talk regarding a merger between Sainsbury's and ASDA though due to an increase in market price competition and market authority diminishes it. Because of COVID-19, there have been significant changes regarding how Sainsbury is maintaining its service quality, customer relationship management and quality control mechanism. Though because of COVID-19 there has been an increase in sales for grocery items, a significant decrease in sales for merchandise and clothing has incurred a loss of £500 million of Sainsbury's. While for Sainsbury's Argos there are 573 stores which were closed due to Covid-19 but the online sales in that period raised high which was a tremendous positive notion for Sainsbury's. to ensure that the customers have flexibility, ease of choice Sainsbury is working on multi-brand and multi-choice products. It is one of the main strategies that has made Sainsbury of the most successful brands in the retail category. Overall, as the pandemic situation is going on Sainsbury predicted that the total loss due to COVID-19 is nearly half a billion though the increased online sales can minimise the loss in coming days. In this regard, Sainsbury's has also changed its marketing mix. This is Where they are focusing more on low pricing and easy access to the products. Price investment and market penetration include selling fresh fruit products on a low margin.

[image: ]For any business organisation, there are two factors- controllable and uncontrollable. Controllable factors are internal factors which organisation can control easily. On the other hand, uncontrollable factors are those factors which are same for the overall industry and market and business organisation cannot prevent them. Such a factor is COVID-19 which is external and uncontrollable. In this assignment, from the perspective of Sainsbury's the impact of such a business environment will be discussed. In this case, several key areas are being considered by Sainsbury's like- service quality, quality control, customer engagement and experience, relationship marketing, customer relationship management and service quality management. From these Sainsbury's quality control and management can also be known. While discussing key marketing theories, the 7P's for Sainsbury's and the changes are also discussed. As there is no option to a better quality of service, Sainsbury's primary focus is to understand customer preferences and provide the service while considering health and hygiene issues.
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Marketing Mix: marketing Mix works as a tool for value proposition for the organisation which is used by business practitioners. For selling products and service in the markets, this tool is rigorously used by the marketers. The concept and area of the marketing mix have widened over time. For example, traditionally, the marketing mix consisted of 4 elements- products, price, place, promotion. From the marketing mix, we can understand, which products are in demand from the customers, what should be the areas where Sainsbury's should concentrate, what are the customer interaction points, how the economy is performing based on which pricing can be set etc. but, the main disadvantage of 4p is that this model was designed when business was mostly about products rather than service. At that period, the service quality, customer relationship management was little known and concerned. But, with time, service sector become more flourished and thus, other key areas and issues were developed. In this regard, in 1960, E. Jerome McCarthy introduced three specific points. These are- people, process, and physical evidence. (Buttle, F. & Maklan, S, 2015). 
Service marketing: service marketing is considerably a new term than product marketing. Service marketing is related to selling those which are nor tangible. As service is different from the product, the marketing of service is also different. For Sainsbury, service marketing is another essential part because it will help to keep customers connected. For example, in this present COVID-19 situation, service marketing can be providing home delivery service to the customers, Sainsbury's is also supplying free masks and sanitisers while delivering products home. This is another example of service marketing. Again, keeping the products of different category in different segments so that customers can find it easily can be another example of service marketing as it will help in finding out the products quickly. Understanding consumer behaviour, research regarding customer relationship and quality assessment is also part of service marketing. (Buttle, F. & Maklan, S, 2015). 
Customer Relationship Management (CRM)
To maintain a profitable relationship with the customers, which will ultimately lead to better customer engagement and organisational profitability, Customer Relationship Management is very important. The integrated approach of retaining, acquiring, and serving the customers in the best possible way is considered as CRM. CRM includes, understanding and identifying customer needs, understanding the change in demands, evaluating possible customer engagement policy etc. in this present situation, after-sales service is also involved in the CRM process along with before-sales services. The main goal of CRM, in this case, is to understand the customer needs, demands, current trends and future change in customer behaviour and thus contribute to long term organisational goal achievement, profitability and enhanced market share. From a strategic point of view, CRM can be of three types,
1) Strategic CRM: the main aim of strategic CRM is to create customer-centric value creation. For example, as part of strategic CRM, the main goal of Sainsbury's is to make sure that they are delivering superior goods and services than the competitors. Sainsbury's, in this case, is very much successful in a sense that, if we look at the market position, we can see they are the second-largest retail chain in the UK at present. Strategic CRM assigns limited resources for maximum profit generation. Employees, in this case, feel motivated because there are promotion and reward program for successful retention of their customers. (Buttle, F. & Maklan, S, 2015). 

2) Analytical CRM: analytical CRM deals with customer-related information. In this case, to improve the organisational and customer values, customer needs, demands, behaviour, change in trends, interpretation and distribution is made. Data science models and other customer feedback and engagement tools are used in this case. Through this information and research, Sainsbury's identifies future areas of development. 

3) Operational CRM: bringing automation and digitalisation is one part of operational CRM. After COVID-19, there are many operational CRM related to strategic changes. For example, the methods of customer dealing have changed as the selling is more online. Again, there were other issues regarding website development, atomisation of supply chain etc., which will help in adding value. (Tseng, S.-M. & Wu, P.-H., 2014).
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For any organisation who is in the manufacturing or production industry and especially those organisations which are performing as a multinational organisation, service quality and quality control plays a vital role. Especially, customer relationship depends mostly on these issues. There are different external and internal environmental factors which are important in this case. Among the external factors, there are micro and macro environmental factors as well. Change in these factors can change in the overall organisational performance. Especially for Sainsbury's which is performing its business in different countries change in macro and micro-economic factors in those countries can have an impact on Sainsbury as well. in the following section, we are going to analyse the factors which influences the overall organisational quality system and customer relationship. (Anon,2010). 
[image: ]The area of macro-environmental factors is wide in the sense that it has an impact on the overall economy and industry. In this case, the main disadvantage is that organisations have no control over the macro-economic factors, and thus business sometimes faces unwanted situation. To understand the macro-economic factors, Pestel analysis can be the best option. 
Political factors: Among the political factors, there are political rules and regulations, changes in political parties and thus changes made in trade and business regulations, relationship with other countries etc. are related. The regulations set by Govt. regarding business with other countries and social groups can restrict and smoothen the business. For example, if the Covid-19 situation is taken into consideration, we can say that during the pandemic Govt. had imposed a countrywide lockdown which caused a massive loss to the supermarket business of Sainsbury's. Though the situation was moderate for some time, the second wave of this virus is making the situation worse. As such situations are not controllable, there was a shift to home delivery and online-based service and product delivery despite in-store visits. With this shift, there was a shift in the standard regarding quality control, service quality, customer relationship and customer relationship management. For example, service quality and quality control measures are now dependent on how Sainsbury's maintains safety and health issues. Again, customer relationship and service quality also depend on how fast Sainsbury's can deliver their products to their customers. As a result, Sainsbury's was bound to change their delivery and customer engagement process, develop a more interactive website and online shopping portal. (Anon,2010).
Economic factors: Among the economic factors there are related there are- inflation and exchange rate, GDP of the country, unemployment rate and economic growth etc. based on these factors, purchasing power of the people, economic solvency, disposable income and spending pattern of the customer also changes. Because of COVID-19, there was countrywide economic degrowth, and the predicted GDP after COVID-18 is also low. Because of Covid-19, there were issues like losing the job and salary cut. The global economy is also in turmoil situation as the import and export are also in halt. To tackle the situation, Sainsbury's has also taken some measures like, closing their 240 stores of Sainsbury's Argos, which will cause 3500 employees losing their jobs. Again, Sainsbury is focusing more on the online platform, which will ultimately reduce the huge operational cost of physical outlets. (Tseng, S.-M. & Wu, P.-H., 2014).
Social factors: Among social values, there are- customer values and behaviours, ethics, and preferences. Based on these factors, business organisations like Sainsbury's set their marketing and customer relationship strategies. In this case, through customer engagement and customer relationship management organisation secure their success. Covid-19 in this regard caused a big hit for customers. The preferences and choices of customers have changed. For example, customers now are more interested in online shopping rather store visit. Again, the need for fundamental products rather than luxury goods is now high. Customer interaction points have also changed due to the distance that we need to maintain mandatorily. Thus, based on changing customer needs organisational service performance and quality of Sainsbury's has also changed. 
Technological factors: the present situation of COVID-19 has also caused a technological shift for Sainsbury's as the main interaction point with the customers has changed drastically. For example, though Sainsbury's maintained a dedicated website, during this Covid-19 period, the development on the online platform and website design, home delivery and service caused a significant investment cost for Sainsbury's. satisfying the customers with an online platform, collecting their feedback, and taking appropriate measures are causing a big challenge for Sainsbury's. (Anon,2010).
Legal factors: apart from other factors, there are legal factors like rules and regulations regarding business within and beyond the country. For example, because of Covid-19 situation, there are legal changes made regarding how the organisations should restrict their foreign transactions. Again, laws regarding safety and hygiene, health issues have also been made stricter. To comply with these legal changes, Sainsbury's has also undergone different changes. 
These are the macro-economic factors which have a direct and indirect impact on the overall economy, and thus individual organisation cannot control it. The best that organisations can do in this case is to make sure that they are flexible enough to cope up with the changing situation. 
[image: ]Apart from Macro-economic factors, there are some factors which organisations can control in many cases. These are called micro-environmental factors. Among the micro-economic factors, there are stakeholders like- customers, suppliers, employees, competitors, shareholders etc. if the micro-economic factors which have an impact on the business of Sainsbury's are taken into consideration, the following key factors can be found, 
Customers: Customers, for any business organisation, are considered as the heart of any business. Based on customer needs and expectations, Sainsbury's and other business organisation set their mission, vision, and organisational strategy. To keep the customers satisfied and thus to retain the profitability, there are certain issues which Sainsbury need to maintain. (Sainsbury's, 2020).
Customer Relationship Management: managing interactions with all the present and past customers and prioritising their needs is under the process of customer relationship management. Among different approaches, customer relationship management is the most effective to make the customer feel engaged with the organisation. The main aim, in this case, is to analyse the customer history with the organisation focusing on retention and sales growth. (Anon,2010).
Customer engagements: Customer engagement is making the customers feel that they are important to the organisation. Understanding customer is, the need and fulfilling them and at the same time, taking necessary actions to satisfy customer need is one form of customer engagement. Sainsbury's, in that case, maintains a customer complaint box at their stores and make changes according to the opinion of the customers. Because of COVID-19, as the interactions with customers are now more online-based, Sainsbury's has also kept customer feedback form through which it hears about their complaints and gives feedback accordingly. Customers in this regard understand that organisation is thinking about them. (Sainsbury's, 2020).
Service quality management: service quality management ensures that the product and service that Sainsbury's is providing are best at the quality and no compromises have been made. The standard and parameter of service quality have changed in COVID-19 period. As before Covid-19, the service quality of Sainsbury's was dependent on how the customers are interacting at stores and how the after-sales services are being provided. But, in the current situation, service quality is more about online interaction and fast and safe delivery of products. (Tseng, S.-M. & Wu, P.-H., 2014).
If the above situations are taken into consideration, we can say that at the present situation, Sainsbury's is facing the following challenges from their customers:
Customers: Expectation of customers is now considerably different. For example, previously, customers wanted available inventory stocked in selves with proper customer assistance based on which customer relationship used to build up. Again, after-sales service was another considerable issue. But, after that, customers are now more used to click and collection points and thus want to ensure proper safety and hygiene. Customers are prioritising the organisations which are acknowledging the current situation and thus taking proper precautions. Sainsbury's, in this case, is trying to maintain their position with proper awareness and hygiene issues. Before COVID-19, the delay of service was one of the main reasons for poor service quality perspective. But, after that, customers are now expecting more about safety and health rather than fast service. 
Customer engagement points and options have changed in the present situation. The level of engagement that customers used to share with Sainsbury's has also changed. Physical interaction has shifted to online interaction and marketing. (Sainsbury's, 2020).
Customers purchase experience along with products and services has also changed. In this COVID-19 situation, this is more obvious. The positive experience of the customer's links organisation with its customers, and thus, the relationship develops. Sainsbury's want to make sure that when they think about the products and service, they require they can remember the positive experience with Sainsbury's. 
Most of the time, the company's fails to put much effort into customer relationship management (CRM). In this present competitive world, this is very important as the customers now have plenty of options. In this case, to make the customers attached, there is no option to invest more in customer relationship management. 
Competitors: If we consider Porter's Five Force Model Analysis, we can see that there is much impact of competition in the market over the organisations. For example, when the competition is high, the bargaining power of the customers are high, and at the same time, the bargaining power of the business is low. The main disadvantage, in this case, is that, as the customers have the bargaining power, they can easily switch to other competitors. Again, as the regulations and laws regarding the entry in the market are not that strict, competition usually rises high. For Sainsbury's, there are some tough competitors like TESCO, Walmart, ASDA, Morrison etc. these competitors have some strong customer base and as a result to keep the market position and to make other customers attract, Sainsbury's need to maintain high customer service quality. (Rafiq, M. & Ahmed, P. K, 2019). 
Stakeholders: Apart from the customers and competitors there are other stakeholders for Sainsbury's. for example, public in general, investors, creditors, suppliers etc. to maintain the relationship with these shareholders is also very important for Sainsbury's. Every action that any business organisation takes affects the other chain of society. From this concept, the term Corporate Social Responsibility arises. According to the theory of CSR, a business organisation should perform its activities in such a way that it helps in maintaining the welfare of others in the society and at the same time can ensure sustainable development. (Anon,2010).
[image: ]Unlike external factors of an organisation are those which can be controlled by the organisation. In his case, if managed carefully and strategically, these can become a great source of strengths and opportunities for Sainsbury's. From the perspective of Sainsbury's, the internal factors have the following impact on the organisation, 
1) Value system: Value system is the process through which all the parts of the organisation follow the regulatory framework. For every organisation, there are different values, culture, organisational process, and ethics. Top management of the organisation develops it, and thus the overall service is provided based on that. For example, due to COVID-19, there has been a shift regarding how the customers will be dealt with, what ethical issues should be considered, how the service should be provided. 
2) Mission, vision, and objectives: for any business, there are some specific mission, vision, and objectives. For example, for Sainsbury's their mission is to provide the fastest service to the customers while maintaining high quality. Based on market and customer demand, the organisation can change its mission, vision, and objectives. For example, according to operational and strategic changes, Sainsbury's also changes its tactics and strategies. 
3) Technological innovation: the present situation pf pandemic has made the organisation think and act differently. For example, Sainsbury is more technology-dependent regarding delivery and marketing of the products, maintaining the customer relationship and feedback though websites and online platform etc. for these a solid online platform development were required which Sainsbury's did. Such changes are possible if the internal policies and values are flexible. (Sainsbury's, 2020).
[bookmark: _Toc61368275]Impact of internal and external system on the overall value/ quality system of Sainsbury
The quality and value system of an organisation makes sure that the overall organisation and its human resources are running by maximising their quality with the best possible outcome. There are quality management standards, and many organisations like Sainsbury's are certified in this regard. For example, Sainsbury's is ISO 9000 certified for its strategic and operational management. 7Ps of an organisation makes sure that the values, quality, and culture are properly maintained. In the following section, how the quality system and control are impacted through 7ps will be discussed. 
1) Products: product/service demonstrates which what the business is serving to its customers. Sainsbury, for example, aims to provide all the household necessities with the best affordable price within a convenient time. During Covid-19, there was a fluctuation and shift to customer demand and service, and as a result, there was a strategic shift for Sainsbury's too. 
2) Place: This is one of the main concerns for Sainsbury's. Due to Covid-19, there are regulatory restrictions while visiting the store, and thus Sainsbury's is looking for alternative options. The online platform is the possible solution as Sainsbury is looking for, and thus, there is a convenient point of online delivery channel, queue management outside the stores and online feedback and after-sales service introduced. (Rafiq, M. & Ahmed, P. K, 2019). 
3) Price: market penetration through reasonable price determination was one of the main strengths of Sainsbury. But there are still risks as the earning of the customers has decreased because of economic slowdown due to COVID-19.
4) Promotion: Promotion can be another form of marketing which helps in maintaining a relationship with the customers. Because of Covid-19, the main interaction point with the customers has changed. The most challenging thing was to understand what customers expect and how they can meet up their expectations while maintaining the safety and security of the employees and customers. Communicating with the customers and engaging them in decision making is the most challenging than ever. 
5) Physical evidence:  Managing the physical stores during COVID was one of the key challenges as there were restrictions regarding in-store visits and operation. It is hampering the smooth interaction between employees and customers. 
6) People: In this pandemic situation, the frontline workers of Sainsbury's played a significant role. Store employees, delivery man, were in the riskiest zone. Apart from that, back-office employees worked really very hard in developing a solid online platform. 
7) Process: Though the process that Sainsbury's is following has changed, at first it seemed complicated and took some time in coordinating the supply and demand for the customers through home delivery service. (Anon,2010).

Apart from the 7ps, SWOT analysis can also be done to understand Sainsbury's control and quality system.

[image: ]
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The current situation demands different strategic initiatives from the organisation, and Sainsbury is flexible regarding such changes. To gain insight regarding customer experience, Sainsbury's has done its consumer mapping. Priorities have been set to maintain the safety and security of the customers and employees. Following are the key measures which Sainsbury's has undertook, 
1) As an initial step to stopping hoarding, Sainsbury has set the number of same category products that any customer can buy. For example, maximum 3 of any grocery items and 2 of any high demand goods were permitted to buy. 
2) To ensure social distancing Sainsbury's has set the code system. A specific number of customers having codes can enter the stores at a specific time.  
3) Stores were kept open only for specific hours.
4) Elderly customers were provided free home delivery services with proper care. 
5) Essential items were prioritised, and thus counters for fresh foods and cafes were closed to make sure customers are getting essential goods.
6) The number of click and collection point for online delivery has increased significantly.
7) Delivery persons are provided with proper safety measures like PPE, sanitisers, disinfectants etc. (Rafiq, M. & Ahmed, P. K, 2019)
As the normal flow of business has been hampered, Sainsbury's is making sure that customer satisfaction and quality service along with CRM has been maintained rather simply selling the products. In this case, the following steps are being taken, 
1) Customers are being segmented like- elder and vulnerable so that their needs and demands can be served immediately. This is another step of creating a bond among organisation and customers. 
2) The restriction that Sainsbury has put so that customers cannot hoard products is another example of their sense of responsibility. Customers are now more relieved about the availability, and thus brand image has also increased. 
3) The home delivery services with proper precautions that Sainsbury's is providing is giving customers relief. The little efforts that Sainsbury's is giving are serving as a positive marketing effort. (Anon,2010).
[image: ]
Reliability: in this present situation what customers are seeking for is the reliable source of products through which they can ensure that the health and safety issues of customers are their responsibility. By ensuring purchase limit, product availability, increased service points, online interaction, and feedback separate time slots for elderly and vulnerable indicates the point of reliability. 
Assurance: The facilities and precautionary measures that Sainsbury's is providing through providing PPE, disinfectants are assuring customers and the delivery persons regarding safety and hygiene. (Rafiq, M. & Ahmed, P. K, 2019)
Tangibility: in-store services along with online service, selves full of essential items, home delivery services, complimentary hygiene products are giving customers assurance regarding the brand image and organisational structure.
Empathy: Empathy understands others from their point of view. Sainsbury, in this case, is trying to understand the needs of elder and vulnerable, keeping separate segments for them, customised service is also being provided through online service. 
Responsiveness: Sainsbury's is responsive enough to this present situation with taking up to date measures, technological, strategic decision making, investment on technology etc. customers are also giving positive response in this case. (Tseng, S.-M. & Wu, P.-H., 2014).

[image: ]No matter what the market situation, maximising the customer values and benefit is the key to every business success. Situations like Covid-19 on which organisation has no control makes the organisation think differently and take new initiatives. Changes in customer relationship management, service quality and delivery system change along with core values and business environment. Customer engagement in any situation is very crucial for any organisational success because it will help in retaining the brand image. Sainsbury's by taking different initiatives, is trying to maintain this. There has been significant development on the online performance and customer relationship management which will be a positive sign for Sainsbury's. 
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