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Executive Summary
The report has highly reflected on the evaluation of understanding the performances being led by the companies around the globe due to the pandemic of COVID 19. The overall description of the company which has been selected for the conduct of the overall research of the study has been initially being discussed in the study for making the readers aware of the situations being faced by the company. The J.Sainsbury Company has initially faced a severe time in the crisis as the rural business of the organization falls down in a tremendous way. The evaluation of the use of the marketing theories in terms of determining the crisis and fall situations being faced by the Sainsbury has been critically analyzed within the study. The identification of the system which is in need to be used for the management of the quality system of the Sainsbury has been discussed with the use of the relevant theories and its facts. 
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[bookmark: _Toc57047327]Introduction 
The outbreak of pandemic has tremendously affected the business and industry structure in the year 2020. Over the years the companies have faced total shut-down of their business and hence, the companies did not incur any kind of profit in the past months of 2020. The report will include the contribution of J.Sainsbury in accordance to be supportive for readers to understand the effect of covid-19 on the business environment. The overall business scale of the J.Sainsbury has been falling down in most vigorous ways and hence, the customers of the firm are being lost. According to the study of the monthly report of the J.Sainsbury Company, the researchers have analyzed that the company has gone down in the past few months of 2020. There has been no profitability has been gained by the firm. Therefore, the study will include the evaluation of using the marketing theories in order to be productive with the understanding of the factors of the J.Sainsbury's Company. The use of the McKinsey's 7s Model, 7Ps of the marketing mix and Ansoff Matrix will be highly included within the study to make the readers aware of the facts and information based on evaluating the effects of covid-19 on the quality process of J.Sainsbury. Analysis of the factors which have been initially affecting and are influencing the quality system control of the company for the consumers. The overall identification of the system orders to be used for the management of the quality of the company will be discussed within the study for the readers. 
[bookmark: _Toc57047328]Organization’s Brief 
J.Sainsbury plc is known as the second largest supermarket in the origin of the United Kingdom. The company operates into the United Kingdom as a multi limited company and hence the company was founded in the year of 1869 in London. The share of the company is 16.0 % in the supermarket sector. With the support of the founder of the company who was John James Sainsbury with the shop in Drury lane. In the later period of the establishment the company became the largest retailer of groceries in the year of 1922 (Penteado and de Castro, 2020). Meaning of the competitive companies grown across the business of Sainsbury scope which took over the market of the company and hence it became the leader of the market. In the next year as star became the second largest in the year of 2003 through demoting Sainsbury to the third place into the supermarket in the year 2014. With the support of the employees in other people in the organization, the business of Sainsbury's soon came into the platform where the company had to see only the profit into the annual report. The managers and the leaders of the company intend to apply new and develop marketing strategies and theories in order to attract more of the customers towards their products and services. The products which were being served by Sainsbury to its customers were the hypermarket, super store, supermarket, convenience shop and food court shop. The Sainsbury eventually started to encourage many of the brands which were known as Argos, habitat, Nectar and TU (Shortell and Hughes, 2020).
In accordance with the analysis of the annual report of the saints vary from the past years,  2019 the total revenue which has been incurred by the company was £29.007 billion. The overall operating income being incurred by Sainsbury in the year of 2019 was £312 million Undertaker net incoming incurred by the company in the last year was £219 million. In the year 2020, Sainsbury has faced a major problem in business. The overall business of the Sainsbury who was kept on shot down as the whole world was facing the pandemic of covid-19. The company intends to lose meaning of the customers and target consumers from the industry due to the economy as it was out of control by the organization (Rosa and Gray, 2020). With the use of the strategies and marketing theories, employees and the managers of the organization have intended to put and focus on managing the overall losses which has been incurred in the year 2020. With the use of the social media platform, the company has been trying to bring back the mass of customers and consumers being lost by the organization over the years. Most of the production of the products and services of the organization have failed as the policies and regulations of covid-19 have become stricter than before. Therefore, with the help of the case study of the Sainsbury in relevance to the pandemic in the year of 2020, the ways the company have used in order to manage its losses incurred has been included in the study for the understanding of the readers. 
[bookmark: _Toc57047329]Evaluation of Marketing Theories
The marketing theories are known as the most effective theories to be used by the companies in order to manage its business with a strategic position and ideas during the pandemic times. The marketing theory is known as useful tools in the type of analysis the company may adopt to understand its business standard and operations in elements to make a more profitable organization (Shafi et al. 2020). There with use of some marketing theories, Sainsbury will be able to evaluate its business intelligence to understand the theories on the ways it can be adopted to be used for managing the fall of business standard during the time of COVID 19. Effective marketing theories being used by the Sainsbury are being listed below: 
Ansoff Matrix 
Metric marketing theory is being used in terms to the development of the strategic position for the company in respect to the industry it operates with. This marketing theory is known as one of the most commonly used tools in terms of analyzing the simplicity of marketing to be used. Through the demonstration of the diagram being provided below, the Matrix will give the managers the four of the possible scenarios which needs to be used into the Sainsbury in order to be effective in managing the overall operations and business activities of the firm during the pandemic session in UK (Weinberger-Litman et al. 2020). The strategies which need to be developed by the organization in terms of the future products and marketing activities after the attack of COVID 19 on the business need to be managed and operated with the use of the Ansoff Matrix. The overall growth of the organization in terms of growing across the boundaries is with the use of the matrix theories of the marketing and hence a company will become more successful as earlier. The theory helps in the determination of focusing on whether the products are based on the new or onto the existing functions of the Sainsbury. Therefore, with the use of the Ansoff Matrix, the Sainsbury will eventually be helpful to be operated with the use of the theory and to enhance his business and cover the losses being incurred. 
4Ps Marketing Mix 
Marketing is being known to be continuously involving disciplines in order to be more competitive into the market for a longer run who is the marketing which is a tool which is being used by the businesses and by the marketers in order to have themselves for determining the product on the plant being offered by the market to the organization. The 4Ps are known to be highly associated with the marketing mix in terms to help the fall of business of Sainsbury during the last pandemic session to be operating and to become more successful into the market segment of the United Kingdom (Haendel et al. 2020). The factors of the marketing mix are the product, price, place and promotion. The four P's of marketing are known as the key factors that are involved in the marketing of goods and services. This is the most important factor for the organizations to be operating with the four of the elements which is the price, product, place and promotion of the Sainsbury' goods and services. 
Product: The products of the organization are supposed to fit into the tasks which are to be preferred and demanded by the consumers during the time of COVID 19 in UK. The products of the organization need to be designed according to the preferences of the market in the current phase. The production of the products and services of Sainsbury needs to be productive enough to attract a large group of people together towards the services and products.
Price: The price of the product needs to be set according to the economic standard of the customers being operating across the location of the stores and shops. The prices of the products need to be set according to the purchasing power of the customers and target consumers while focusing on the destruction of the economic factor of the UK people. The price of the product should be evaluated to be seen as representing good value for the money. It is important for the organization to maintain the cheap selling of the product and services as the customers get attracted most towards the cheap price products (Smith et al. 2020). 
Place: The ability of the products needs to be moderately managed by the organization in order to let the product be available from where the customers are the target users find it's easiest to shop after the over session of lockdown. Therefore, the place to be selected for the products of the organization to which set is on the High Street. 
Promotion: The promotion of the products and services which are being sold by the sensory needs to be addressed to the customers of the company. Thus, with the use of the advertisement, sales promotion and other types of advertisement for a promotion are known as the key communication tools for the organization to be operated in making the customers to be attractive towards organizational products and services (Santoli, 2020). The promotion factor is known to be effective during the COVID times in terms of creating awareness of the product to be sold. 
McKinsey 7s Model 
The McKinsey 7s framework is known as a management model which is being used for the development of the business activities and operations in accordance with the business consultants in reference to stand up the business after the lockdown session. Through the process of the framework of strategic vision of the groups including the business, business units and team is being highly evaluated with the use of the McKinsey 7s model. The structure of the McKinsey framework is the strategy, system, skills, style, structure and shared values. The model is known to be used as an organizational analysis tool which helps in accessing and monitoring the changes required into the internal situations of the enterprises (Adams and Walls, 2020). Therefore, with the use of the McKinsey 7s model, Sainsbury will highly be able to be productive with the management of the organizational situations and business analysis during the attack of pandemic in the UK industry. With the use of the seven of the elements of the McKinsey framework, Sainsbury will hardly be able to promote its business functions and activities aligning and mutually reinforcing the activities of the form in the most successful. With the use of the model the business may elaborate its growth of the organization and hence can make the company become more successful into the supermarket sector. 
[bookmark: _Toc57047330]Analysis of the factors that influences organization's quality system and control for customers
The quality of the offices of the organization begins with the designing of the product in accordance with the demands and preferences of the customer and for the returning to be involved in establishing the measurement standard for the firm. With the use of the proper material, selection of the suitable manufacturing process and much other process health in the quality management of the goods and services as they are relative terms and hence is generally used for the reference to the production of the product. The quality of the goods and services of the sensory is known as conformance to the requirement of specification as in the relevance to the demands and preferences of the customers over the years (Søreide at al. 2020). 
The quality of the products and services is a fitness towards the services of the goods being created in order to meet the expectation of the customers. Therefore, the consideration of the factors which have been highly influencing the quality system and control system of the organization are for the customer’s needs to be highly addressed. With the identification of the factors influencing the quality system of Sainsbury, the company will become more effective to be operated into the supermarket sector. The factors which have been highly affecting the quality management of the organization are being listed below: 
There have been 9 of the different factors which are affecting the quality of the both goods and services of Sainsbury. The 9 of the factors are markets, management, money, motivation, men, materials, mechanization and machines (Azizzadeh et al. 2020). The use of the modern information methods and mounting product requirements will need the involvement of the nine of the different fundamental factors and they are listed below: 
· Market 
In reference to the advancement to the technology, there have been several products being produced in order to satisfy the consumers’ expectation and their demands. the customers are being found to be more concerned with the creating and achieving of more changes in a dynamic form. The customer expects better changes to be involved into the marketing order to enhance the style of the customers they are perceived to carry. Therefore it is the responsibility of Sainsbury to be effective enough to identify the needs and the preferences of the customers and to meet it with existing technologies or with the help of developing new technologies to the manufacturing process of the organization (Ralph et al. 2020). 
· Management 
The management of the organization plays the most crucial role as the overall responsibility of the organization is based on the management being led by the managers of the leaders of the enterprise. In order to develop the aim of the organization to be successful over the sector of the industry, it is important for the organization to be responsible enough to be operated with the management process of the organization such as in relation to the quality management. The quality management of the goods and services to be maintained by the Sainsburyin in order to keep the customers and the target users connected with the form over a longer period of time. 
· Motivation 
Motivating the employees is the essential part for the organization to be an operator as with the motivation of the employees the quality of the services and products increased automatically. Therefore, it is the responsibility of the leaders and the managers to keep the employees motivated on the work to perform a better quality management of the services that need to be provided to the users (13.	D'Adamo et al. 2020). Proper motivational techniques are to be used by Sainsbury in order to be productive with the responsibility of achieving the quality of the individual goods and services in accordance to meet the expectation of the customers and users. 
· Materials 
The term material is known to be considered as the materials being used for the production of the goods and services of Sainsbury. The materials which are being used as raw materials for the production are needed to maintain a high quality of the services. For the use of the raw material are in need to be in high quality in order to be acceptable by the customer as well as by the users of the organization over the market. The more the quality of the raw materials will be higher the more the company will have the eligibility to produce high quality of goods and services. 
· Money 
The increase in the global competition into the grocery sector is a necessity which creates an outlet at a used platform for new equipment and process. Sainsbury is required to manage the overall management of the equipment and tools to be used for the production and management of the goods and services (Hartmann-Boyce et al. 2020). The company needs to ensure that the equipment and the tools which are being used by the company needs to be evaluated and to be invested over the time in order to manage the quality of the company.
[bookmark: _Toc57047331]Identification of the system that supports the quality process
Customer Relationship
The customer relationship is being referred to as the management which leads to the process of managing the interactions of the existing customers with the organization. The powers and the potential customers of the organization play a crucial role in Sainsbury as the customer relations create a major profit for the organization over the years. With the management of the customer relation in relevance to the organizational services, the operations and activities of the Sainsbury will become more successful around the globe (Kuhlen et al. 2020). The management of the customer relationship, the most effective role as it helps in evaluating and creates more awareness about the goods and services being sold by Sainsbury across the world and over the years. Customer relationship management is known as one of the different approaches which allows the company to manage and analyze the own interactions of the company with the customers. The organization needs to be productive with the management of the customer relation as it helps in growing the business across the segment. It has been known that the business of Sainsbury has been known to be operating across the United Kingdom with the management of relationships with potential and past customers over the years (Beech and Anseel, 2020). 

Innovation Process 
The innovation process is known as the process which is usually being followed by Sainsbury in order to maintain the production and manufacturing process of the goods and services in a successful way. The innovation process includes the innovation of the techniques and equipment being used for the production of the goods and services. The equipment which are being used by the company in terms of the manufacturing process are to be invaded as the demands and preferences of the customer intensely change over time. (Singh et al. 2020) The use of the technologies such as in terms of the production and manufacturing of the goods and services of the Sainsbury needs to be inverted in order to manage the needs and expectation of the customers from the organization. With the use of the new and advanced technologies into the organization, the company will easily be able to achieve and meet the preferences and demands of the customers as well as of the target users. Therefore, it has been known that it is very important for an organization to keep innovating its techniques and the technology is being used in terms of their goods and services as a manufacturing. 

Supply Chain 
The supply chain management is being referred to as the broad range of activities which are required to be performed with the environment of some of the different elements such as the plan, executive products and control. The overall production of the products and the floor of the products manufacturing from the use of the materials to the production and to the distribution is to be economically managed with the use of supply chain management. Supply chain management is known as one of the effective factors which are being involved into the organization in terms of the distribution of material in terms of the production process. (Kramer and Kramer, 2020) Therefore it has been highly reflected that the suppliers of the Sainsbury is known as one of the most effective stakeholders to be targeted by the organization in terms of managing its supply of the raw materials for the production process. the organization needs to be productive in terms of managing a better relationship with the suppliers as they have the power of supplying the high quality of materials which are in need to be used for the production.


Identification of key customer group 
Individual organizations are known to be operators with the selection of the group of customers which are in need to be targeted. Sainsbury needs to be effective in targeting its own customer group as in order to make this group to be attracted towards the goods and services which are being highly sold by the organization. The more the organization tends to focus towards the identification of the customer group, it will become more easier for organization to be operative over the market segment of the supermarket industry. The companies who are being fine to have the eligibility to understand its customer groups are known to be creating products and services based on the requirement of those groups of customers (Hajdu et al. 2020). Hence, the statement states that it is the responsibility of Sainsbury to be effective in understanding the needs and preferences of the group of customers brought targeted in order to create the production of the process according to the requirements of the customers and users. There have been several mistakes created by the organization in terms of understanding and acknowledging that the employees of the organization are the major key customer group which needs to be targeted. 

Solicit Customer feedback
In relevance to being managing the quality of the goods and services which are being produced by the organization for satisfying the expectation are of the customer’s needs to understand and analyze the feedbacks of the customers. With the analyzing of the feedback of the customer, it becomes easier for the organization to understand the needs and preferences of the customers over the market segment. The improvements and the innovation which needs to be produced on the goods and services and the other internal services of the organization is pink and lies and operates with the analyzing of the customers' feedback (Nadeem, 2020). The analyzing of the customer feedback is known as the only way for the organization to understand the needs and preferences of the customers and to meet the requirements of the users and the simplest way of asking the questions to the users. The creation of the structure process is in order to solicit the feedback from each of the users and target customers of the Sainsbury fission effort which are known to be identified in a most important way. 
[bookmark: _Toc57047332]Effectiveness of identified systems to meet customers’ requirements and maintain good customer relationships in time of crisis
In accordance with the understanding of the business standard and the situation being faced by Sainsbury in the year 2020, the business has placed a major down for the past few months of the current year. The overall evaluation of the effectiveness of the systems of the Sainsbury Accordance to managing the customer’s requirements and maintaining a good relationship with the customers during the time of crisis was the hard time for the company to face (Shadmi et al. 2020). The effectiveness of the identification of the systems in order to meet the requirements of the customers as well as maintaining a better relationship with the customers at the time of crisis is the valuation of some of the identified processes and systems by the Sainsbury Company. the system which are in need to meet the expectation of the customers as well as creating a better relationship between the company and customers at the time of the pandemic are being listed below:
· Analyzing existing data: Sainsbury needs to be effective with having existing data at the fingertips of the organization through reviewing the past survey, customer support and from customers' interview. With the use of the existing data it becomes easier for the organization to be effective in analyzing the needs and preferences of the customers and to meet their expectation easily (Verbeek et al. 2020). 
· Focus on service: Sainsbury needs to be effective in focusing on the services which are being led by the employees in terms to be provided to the customers or the target users. The services of the customers are important to be built with influencing the customer’s relationship. 
· Interview stakeholders: Process of interviewing the stakeholders the data and information which needs to be processed and to be effectively operated is the support of the stakeholders on the organizational activities and functions. With the support of the stakeholders it becomes easier for the organization to be operative with its management of customer’s requirements as well as maintaining a better relationship with the consumers.
· Effective communications with customers: The customers of the organization are the crucial stakeholders for the form therefore it is important for the enterprise to be effective in communicating with the customers in order to understand their needs and demands (Brammer and Clark, 2020). The organizational people will communicate with the consumers, the more the organization will be able to understand the importance of customer’s relationship and the management of customer’s requirement.
[bookmark: _Toc57047333]Conclusion
From the above study it has been concluded that the management of the quality of the companies pays the most crucial factor for the organizations to be operating. The study has reflected on how the pandemic in the year of 2020 had affected the overall business of the large operating business around the world. Study computers with the effective evaluation of the overall brief to the organization in terms of how the company has been operating in the times of crisis. Understanding of the strategies and the policies are being applied by the present J.Sainsbury in order to be operative while facing the problem of pandemic in the year of 2020. Evaluation of the marketing the use of the theories being written by the great authors in comes to manage their business. With the use of the marketing theories, the study has reflected how the J.Sainsbury have some marketing theories in order to maintain its sustainability of managing the overall business to create profit after facing a pandemic session. The report also included understanding of the factors which have been influencing the quality system of the organization and hence make a major control for the consumer and hence to save the relationship between the company as well as between the consumers. Identification of the systems in terms of supporting the quality process of the Sainsbury reflected that the use of the systems of the organization it is possible to create an effective platform of quality as being demanded and preferred by the consumers. 
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