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Executive Summary
This study reflects the analysis report of marketing theories and models of a specific company named Sainsbury’s. In this assignment, the factors which influence the quality system of the company Sainsbury’s is critically analyzed with respect to customer experiences in crises like Covid-19. This study is helpful to analyze the impact of developing and maintaining good customer relationships.
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Sainsbury’s is the second-largest retailer in the UK with its headquarters in London. It is a public limited company with over 1400 stores and a massive digital presence. Sainsbury’s was founded by John James Sainsbury 151 years ago in 1869(Sainsbury's, 2020). It has a wide range of products and services with its specialty in retail, food, and groceries, clothing and general merchandise, supermarket, digital and technology, online, finance, and banking. This report will discuss the various marketing theories and how it influences Sainsbury’s quality system and controls for customers in this Covid-19 crisis. Also, the report will focus on giving a critical analysis of how it supports Sainsbury’s in maintaining good customer relationships in this pandemic crisis.
[bookmark: _Toc55069834]Different marketing theories used to analyze the customers’ experience of an organization
Implementing different marketing theories and models is important for every organization as it provides a framework to measure their performance with competitors and to plan strategies for future growth. It also helps in proper communication with its colleagues and customers. Thus, provides aid for customer relationship management (CRM) by defining the purpose and analyzing the market. There are many marketing models being formulated over the years. Some of the best theories/models which is used by Sainsbury’s are listed below –
SERVQUAL Model
The SERVQUAL model was designed by three marketing researchers Zeithaml, Parasuraman, and Berry in 1980 (Haminget al., 2019). This model is designed to measure service quality which is experienced by customers. The SERVQUAL model is also known as the RATER model as it is divided into five major dimensions.
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Five Dimensions of SERVQUAL/ RATER Model
· R (Reliability) – It is the ability of the organization to perform dependably and accurately on the promised services. Sainsbury’s is trying to make a crisis management plan according to which they will try to ensure effective communication with its customers during the Covid-19 crisis. They would try to make sure that the notion of efficient customer service management do not get dissolved even in the face of the challenge posed by the current pandemic. This would be quite intrinsic towards the maintaining of their positive brand image in the market.
· A (Assurance) – It refers to the employees’ courtesy and knowledge to inspire confidence and trust. With the help of their customer feedback programme (CSAT), Sainsbury’s management makes sure that its Board is regularly updated about ongoing customer trends and about the overall metrics (Sainsbury's, 2020). This enables them to cater to the changing trends of the customers quite efficiently. The market analysis done through the various metrics also gives them an overall view of the effective competitor analysis and also helps them in realising their weak points upon which they work to gain an advantage over their competitors.
·  T (Tangibles) – It refers to the appearance of physical facilities, personnel, equipment, and communication materials. Sainsbury’s has developed different store designs to make it look appealing and manage a website which is excellently handled. Thus, helps in attaining customer satisfaction. All such tangibles work in tandem to ensure the needs of the customers are met while also improving upon their own business model which leads to the generation of more revenue and the acquiring of newer clients. The website also homes a customer feedback option through which customers can suggest their own views to the organisation. The organisation regularly pays heed to this in order to make sure that the grievances of the customers are met and worked upon. The efficient employee training programmes also help in improving the skills and expertise of the employees of the organisation.
· E (Empathy) –It refers to the individualized attention and care paid to the customers. Sainsbury's constantly does market research and this time they enabled social media listening. Through this, they have associated themselves with prominent social media platforms. They involve in certain promotional activities through these platforms and also ensure that the views and recommendations of the customers that they receive through such platforms get reflected in their business model. This helps them in acquiring new paths of promotion while also maintaining their viable client base.
·  R (Responsiveness) – It refers to the willingness of the firm to help customers by providing prompt services. Sainsbury’s Nectar data helped it to understand how customers are shopping in a crisis situation and thus giving prompt services to them. They record the trends of the preferences of the customers while they avail their services and products and also suggest them products during their next purchase by adhering to their previous preferences. This makes the whole process of online purchasing quite convenient and time-efficient for the customers.
Marketing Mix
The Marketing Mix model was created in 1960 by E. Jerome McCarthy.  This tool helps businesses to define strategies to determine the brands offering and products. Earlier there were 4P’s in the Marketing Mix but with time 3 more are added to the model (Išoraitė, 2016).
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The 7 P’s of Marketing Mix
· Product –This explains that the product and service should be according to the need and expectations of its target customers and how one can develop its products and services. Under this element, Sainsbury’s has a wide range of offerings for its customers. Sainsbury's mainly deals in over 30,000 product lines including its own brand line. During the Covid-19 crisis, Sainsbury’s tried to maintain its customer experience by providing them with quality services/products (Sainsburys, 2020).
· Place – The product should be easily available to customers and should develop new distribution places. Over the years Sainsbury’s has increased its distributional channels all over the UK. Also, they started online stores which were very beneficial during Covid-19 and also ensured proper store sanitization which helped in better customer experience (Sainsburys, 2020).
· Price – The product should always represent good value for money. Sainsbury follows a “value for money” pricing strategy. It follows a competitive pricing policy and makes good use of price discrimination policy per the product positioning (Sainsbury's, 2020). This helped to achieve customer experience as they were able to provide the quality of products/services.
· Promotion – Promoting the products/services is important to increase its reach. Sainsbury’s uses various promotional strategies. Under above the line it uses broadcast media and under below the line it uses sales promotion, database marketing, and packaging. Currently, Sainsbury’s is using the “Live well for less” slogan for campaigns (Sainsbury's, 2020). To increase sales and customer loyalty “Nectar reward card” and “Active kids” voucher was launched. All this helped Sainsbury’s to make an appeal to its customer’s emotions, enabling a better customer experience.
· People – Having efficient, trusted, and skilled people are also a part of the business offering the same products/services. Sainsbury has a good mix of well-trained experts and professionals who know about customer behaviour. Sainsbury’s introduced “Level 2 Craft skills Apprenticeship” for fishmongers and bakers and new college solely for leadership training for its store managers and team leaders (Mirror, 2016).
· Processes – Proper process for delivery of services is also important. By its “click & collect” service, Sainsbury enhanced the online shopping experience for its customers (Sainsburys, 2020).
· Physical Evidence – It involves reassuring your customer with physical elements. Sainsbury’s markets its product excellently by the use of physical evidence (BBC, 2020). During the Covid-19 crisis, the one thing which attracted customers was its great website.
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Organizations quality system and controls for customers can be affected by numerous external and internal factors. External factors are not in the control of the organization but it can put a strong impact on the business. It includes political changes, change in the economy, customer base, competitors, natural calamity or an outbreak of a pandemic like Covid-19. Internal factors of quality system can be controlled by the organization and it includes operations, employee’s skills, workplace culture and financial aspect of the business (Ul-Hameed et al., 2019).
External Factors
Political factors like theUK government’s new policy and approaches which can alter economics policy also affect the business in many ways. Covid-19 outbreak led the United Kingdom government to take important changes to the competition law in which government has asked retailers to work together in order to support the government to provide constant food supply to UK’s population (Medina and Molins, 2018). Sainsbury is having problem to mitigate the solution for the arising problem to support government initiatives because data sharing may lead to transgress competition law. Sainsbury’s business is keeping an eye on the regulatory body’s circulars and guidelines to work hand in hand with compliance set by government. Sainsbury is using SWOT analysis to formulate strategic plans in order to tackle the sales challenge and incident response team of the organization is ensuring that all the regulatory matter is being managed properly (Sainsbury, 2020).
Covid-19 has caused considerable variation in the demand and supply of the product and services which is an outcome of economic factor(Caggianoet al., 2020). Sainsbury’s quality systems predicted that the retail industry will enter a “new normal”. The organization has put restrictions on purchasing certain items like soap, UHT milk and toilet paper as a control measure for customers to manage the situation of panic through maintaining quality of product and customer service during lockdown (Harrington, 2020). The organization has to adopt control measures for customer to retain them with the organization due to the changing customer behaviour during lockdown. It has caused several disruptions in supply chain also increasing the operational cost.  Sainsbury is working with multiple suppliers to meet the customer requirement. The marketing team of the organization is monitoring customer needs to manage stock levels. 
Sainsbury has utilized the technological factor to drive its sales during the pandemic. The organization has doubled their online business to ensure meeting client’s need during the lockdown so that customers can order products online without any hesitation. It has a positive impact on the organizations quality system of Sainsbury because operating online gives the organization an opportunity to serve customers thorough maintaining social distance norms during the Covid-19 crisis period. The organization is using modern database analytical system to understand the requirements of the customer. Sainsbury’s online service is available to around 90% of the UK households (Sainsbury, 2020). 
The Power of buyers plays a vital role in the UK’s retail market because it regulates the product cost, market share and customer base. Buyers have multiple options to buy product from and as an impact of Covid-19 almost every retail shop of UK has started their business online. Sainsbury is assessing their price constantly against their competitors to provide best price for customers. Marketing Mix model is used by the organization to formulate strategies to govern brand offering and product (Mullan and Timan, 2018). Using this model Sainsbury follows competitive pricing policy and product positioning which help in achieving exceptional customer service as the company is proficient to maintain product quality. 
Social factor also plays an important role in the quality system of an organization (Cooper., 2020). Sainsbury is known for its huge market of fast-food products. Due to the outbreak of Covid-19 the UK’s population turning towards buying healthy food and products to boost their immunity power against the virus, this resulted in declining the sales of fast food. In response to this shift the organization have to change its product catalogue through adding more healthy food options for their customers. Customer prefers one-stop shopping as they want to buy all the products from one place instead of multiple shops in order to save their time and energy. Sainsbury strategizes the policy of market penetration to drive the sale of their product in the existing market by their customer through introducing non-food items in their supermarket chain. This strategy has benefited the organization positively.
Outburst of Covid-19 has affected all the business and organization. It has bought a drastic change in customer’s need, buying pattern and requirements. In this ‘new normal’ condition the companies are trying to be more customer eccentric and organization is focused more on customer experience(Mitchell et al., 2020). It’s not only a requirement to give a better customer experience but it has become a need for the organization. In time like this customer don’t want any sales stunt but they want organizations to win their trust by providing exceptional customer service and connecting with them on a personal level (Sainsbury, 2020). Sainsbury’s management team has implemented their well-rehearsed crisis management protocols in order to deal with the external crisis. Crisis management team of Sainsbury’s main aspect is to communicate effectively with their clients to maintain a desirable relationship with them. Customers are being updated about the changes that the organization is acquiring to shopping practices in their store or online proactively through emails for clients’ ease (Drake et al., 2020). Sainsbury is adopting ‘E’- Empathy of RATER model to connect with their clients.
Internal Factors
The business strategy of an organization is the most vital part which drives the operations, growth and sustainability of a business. The pandemic has put an impact on the execution of the business strategy and operational responses. Organizations have to ensure constant cash flow for the business to retain the treasury (Centobelliet al., 2020). Covid-19 has increased the risk to acquire additional funding. Sainsbury’s Treasury Committee is now focused on cash generation and meeting funding requirements for the smooth running of the business. Organization is reviewing all the scenarios to test the impact on their financial performance and funding requirements. They are also keeping contact with the stakeholders including both the lenders and investors to hold back to its confidence and aid. Sainsbury’s new business strategy is to shift from ‘response’ to ‘recovery’ phase. The demand of food supplies is going to increase and because of the pandemic many supply chains are affected. The organization is reviewing all the impacts and focusing on the formulation of policies and strategies to recover from the aftermath of the pandemic (Martinson, 2020).
Employees are the most important asset of an organization. In Sainsbury the outbreak of the pandemic has increased the risk of employee’s disengagement and there has been subsequent reduction in the workforce. The administrative team of the organization communicates regularly with the employees to make them aware about the company’s decisions which have been devised to support them and the customers (Aday and Aday, 2020). Sainsbury has reviewed their paid leave policy and promised to give their employees up to two weeks of paid leave if they are ill or isolated because of Covid-19. In order to avoid any inherent risk of Covid-19 in the workplace which can affect the employees Sainsbury has implemented additional safety measures like enhanced cleaning, social distancing, giving hand sanitizers and masks to the employees, Perspex cleaning and putting halt on some in-store services (Sainsbury, 2020).
Business Model informs about the organization working style. It explains how an organization will deliver value to customer at a fitting cost. Sainsbury creates value by integrating their infrastructure, operations and staffs to reduce operating cost which ensures the product and service sold by the organization to be competitive.Sainsbury’s business model is to sell best quality products at affordable price to their clients with an exceptional customer service and to serve them efficiently during lockdown. The customer can buy products from their well-located store by taking all the social distance measures or through online channels at the comfort of their home. The organization is also offering shopping rewards to their customers through their Nectar Loyalty programme (Sainsbury, 2020).
Sainsbury’s shared value with the employees, share holders and customer helps the organization to sustain in the ever growing competitive market. The company’s value is to make the organization the most trusted supply chain of the United Kingdom, where customers love to shop and employees love to work. The human resource team of the organization harnesses the talent, creativity and diversity among the employees in order to give best service to their customer (Aluko and Knight, 2017).
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Systems that supports Sainsbury’s quality processes
The Crisis of Covid-19 had made it compulsory for businesses to adapt system which support its quality processes. This crisis has made consumers to readdress their personal values and priorities which have changed their expectations and behavior as a customer (Malimage, 2020). Because of this change customer satisfaction which was not on the priority list of many organizations, is now their main objective. Sainsbury’s is also trying to improve its customer relationships by implementing different systems which targets different department. Some of them are – 
· Supporting Suppliers –Sainsbury’s is trying to support its suppliers in the challenging time of Covid-19 crisis. It will try to work collaboratively with its suppliers and support them in their vital need of cash flow. This move will help in optimizing its customer satisfaction by increasing the volume of production at a faster pace. Sainsbury’s has committed to help suppliers by paying them immediately. It also estimates that around 1,500 small businesses with less than an annual turnover of £100,000 will be benefitted by this(Sainsbury's, 2020). 
· Training of Employees – Sainsbury’s tries to maintain a workforce of experts and professionals. It makes sure that employees learn the value of its customers and work according to the same. For achieving the same they organize training programmer from time to time and have also introduced “Level 2 Craft skills Apprenticeship” for fishmongers and bakers and a college solely for leadership training for its store managers and team lead (Brc, 2020). Sainsbury’s also gave training to its colleagues on Covid-19 and how to deal with the same by proper sanitization.
· Customer Feedback Program–Sainsbury’s adapted customer feedback programme which enables the Board to be updated about latest consumer trends and overall metrics in an attempt to achieve a consistent approach. Customer feedback programme helped in real-time feedback on various range of service measures(Sainsbury's, 2020). This real time feedback system will help the company to stay connected with its customers even in the Covid-19 crisis times.
· Customer Loyalty Program –The two most common customer loyalty programme followed by Sainsbury’s are – “Nectar reward card” and “Active kids” scheme. “Nectar reward card” helps the customers to earn points on their every purchase with Sainsbury’s which they can redeem on their next purchase. “Active Kids” voucher scheme enabled certain sports clubs to redeem the vouchers for certain sports equipment. This year also they continued investing in the “Active kids” scheme and launched the “summer holiday clubs” offering activities to kids of all abilities(Sainsbury's, 2020).
Critical analysis of systems effectiveness in meeting customer requirements and maintaining good customer relationships in times of crisis like COVID-19.
Critical analysis of the systems identified is done below –
· Supporting Suppliers- Covid-19 has put heavy impact on Sainsbury’s supply chain because there was disruption and resistance on suppliers from many European countries. The UK growers have also been affected due to lack of labourers needed to harvest their crops. Outbreak of pandemic has changed customers shopping behaviour and this could leave Sainsbury with overstock of few products like clothing which they have ordered long ago before coronavirus and this can rose challenges for their suppliers and the workers (Sainsbury, 2020). The organization is committed to create good relationship with the suppliers in order to manage and improve the social and economical challenges they are facing. The organization is working collaboratively with the suppliers in order to increase the production of few products to meet the customer needs. Sainsbury in order to support their suppliers they accepted majority of the orders and in some cases the organization convinced suppliers to postpone the order and it reduces the available cash limit of Sainsbury’s to buy other essential products. The risk and competition in the market both have increased. The organization has offered immediate payment to the small suppliers to maintain the cash flow which had an impact on Sainsbury’s working capital (Sainsbury, 2020). The treasury committee of Sainsbury is focused on liquidating the funds and trying to generate cash to fulfil funding requirements of the organization.
· Training of Employees – Sainsbury’s invests a lot in its staff training. The aim of Sainsbury’s is customer satisfaction especially in the time of Covid-19 crisis. Sainsbury’s makes sure that every new employee is taught the value of customer satisfaction at the very first place (Makopoulou and Neville, 2016). They have been given special training and knowledge as to how to stay safe and maintain proper hygiene in the stores. Still there are cases when it was seen that many stores of Sainsbury’s do not have adequate amounts of sanitizers and lack proper sanitization of its stores. It was also noted that trolleys and baskets were not sanitized properly after each use of it. Also, there was online feedback where cases of staff misbehave was pointed out(Trustpilot, 2020), in stores as well as in its home delivery system. So, it can be analyzed that under this system of quality process Sainsbury’s is still lacking to achieve its optimum customer satisfaction. It is important for Sainsbury’s to deal with all these issues in order to maintain good customer relationships by addressing their requirements.
· Customer Feedback Programmed – Customer feedback programme of Sainsbury’s is one of the most important systems followed in the quality process to maintain its relationship with the customers. Specially to help its customers in Covid-19 crisis, Sainsbury’s strengthened its customer feedback programme. Sainsbury’s made sure that its Board is regularly updated about the recent changes in its customer behaviour in order to deal with this sudden change which is occurring due to Covid-19 crisis (Caines, 2012). This customer feedback programme helped Sainsbury’s to point out the things which its customer wanted the most in this period of crisis such as quality of items, value of money, range of items, availability of products, colleague services, ease of using digital channels and better store environment. Sainsbury’s also enabled social media listening under the customer feedback programme which helped in getting faster responses and feedback. This system helped to achieve real time feedback on the range of quality service measures. A well-planned customer feedback programme is always helpful to achieve customer satisfaction as it helps the organization to communicate with its customers (Hamzah and Shamsudin, 2020). Sainsbury’s tried to communicate well with its customers during the Covid-19 crisis as it knew that this was the need of the hour. Thus, this system helped Sainsbury’s in maintaining good customer relationships by listening and meeting the requirements of its customers.
· Customer Loyalty Program –Sainsbury’s Nectar loyalty programme is the biggest in the UK with over 18 million members. It is very popular among its customers as it gives 1 point for every £1 spent and £2.50 off on every 500 points(Sainsbury's, 2020). Now Sainsbury’s has extended this system even in the Argos branch. This helps Sainsbury’s to create customer loyalty as it helps the customer by giving a way to manage their finances, especially in Covid-19 crisis when everybody was facing financial issues. In 2019 Sainsbury started Christmas “Nectar Double Up” event which became very popular as hundreds of customers participated. It allowed the customers to double the value of the Nectar points which they can spend in the stores of Sainsbury’s. This programme helped the customers to meet their Christmas requirements and helped in customer satisfaction (Nastasoiu and Vandenbosch, 2019). So, Sainsbury’s announced the same event for this year. For this year it will be more effective considering the Covid-19 crisis. This will help in creating a sense of safety in them and thus, helping in maintaining customer relationships. One of the major problems that were seen in Covid-19 was the active lifestyle of the people. Lockdowns forced people to stay inside their houses for many months reducing their physical activity. This increased the problem of obesity. The number of young obese people increased in the UK. Sainsbury’s “Active kids'' scheme fits well to deal with this problem. To overcome the problem Sainsbury tried its best by increasing the fund of the scheme. “Active kids Holiday Clubs'' helped children of 5-15 years by motivating them to lead a healthy life by getting more active both mentally and physically and eating well while enjoying holidays with friends (FATRICIA, 2016). This club offers a wide variety of activities for kids of all abilities according to their age groups which include sports like tennis, gymnastics, dodgeball, cricket and football along with fun activities like dance, art and craft and active play. In Covid-19 crisis this scheme will have a positive response from its customers by creating emotional connect with them and help in maintaining good customer relationships by meeting requirements.
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The Covid-19 crisis has affected the entire business world. It is important how an organization deals with such situations. Sainsbury’s main aim is customer satisfaction and it is constantly trying to achieve the same by enhancing its customer experiences. Its customer feedback programme was solely initiated to improve its customer experience even in the crisis as it focuses on real-time feedback ranging service measures. Sainsbury’s constantly involves itself in market research and does brand tracking to evaluate the performance of its various brands. Still, it needs to improve its method for ensuring a better customer experience by keeping in mind the “new normal” situation.
[bookmark: _Toc55069839]Recommendations
A business is nothing without its customers so it’s important for every organization to maintain customer satisfaction and better customer experiences. Sainsbury’s has adapted many strategies to ensure the same but still needs improvement in some areas. Sainsbury’s should advance its artificial intelligence even more such as 24/7 chatbots which will help its customers to resolve their queries quickly and assist them to learn more about the products/services. Also, Sainsbury’s should enhance its system to provide security to its customers such as by using blockchain. This helps in dealing with fake news and will help in maintaining the data privacy of its customers.
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