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Executive Summary: This assignment is a report investigating how Customer Relationship Management (CRM) strategies, Porters five Forces, SWOT analysis, Quality systems and Customer Control processes are used to determine whether Customers have a satisfying experience shopping in Sainsbury’s stores and what type of benefit and challenges the organization faces. The report will also acknowledge whether Sainsburys has succeeded in forming a loyal and trustable relationship between the organization and its customers.
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Introduction
This assignment is a report, which will investigate how the Internal and external factors of Sainsbury’s are affected due to the current situation of COVID19. This will be examined through Sainsbury’s quality systems i.e internal audits, delivery system and other factors of Customer control. SWOT analysis will be conducted regarding customers engagement with the organization and other affecting factors before and after the pandemic. The report will also outline how Sainsbury’s is dealing with the situation of COVID19 and how the organization will achieve its business objectives, such as revenue through developing and maintaining a wellbeing relationship with its customers, Customer Relationship Management (CRM) strategies will also be investigated to acquire the affecting factors in the organisation. This will be examined through Porters five forces and Customer Engagement Journeys. 

Background Information about Sainsbury’s
Sainsbury’s is one of the leading supermarkets retailing in the food industry for last 151 years. The very first store opened in Drury Lane in 1869, where the store only sold niche products such as butter at the time (Sainsbury’s, 2014). The grocery store quickly transformed into a supermarket through its rapid growth in sales and revenue. The organization now consists of over 600 supermarkets and 800 convenience stores and over 240,000 orders online weekly and sells a wide range of products; making the supermarket a place to shop for customers of all ages and different interests. The key to Sainsbury’s success is their vision of being the most trustable retailer where people love to shop and work. This vision has enabled the organization to employ up to 172,000 colleagues and still grow. The company ethics are the core of their success today, their purpose of ‘Live well for less’ is what attracts customers to their stores; as they have affordable products such as quality clothes, healthy food and great homewares instore and online. whether it is their fair-traded products they source, supporting sustainability and tackling climate change to end poverty around the world (Sainsbury’s, 2017). The organization is working hard to make the greatest difference. Their values and vision have built a great rapport and trust in relationship with their stakeholders, customers and colleagues who love to work and shop at Sainsbury’s. The organization has established sustainability in its business, for which they have won numerous awards at the Grocers Awards 2008, including being voted the Greenest Supermarket in the UK (Spence and Rinaldi, 2010).



Key Marketing Theories of Sainsbury’s
Sainsbury’s consist of various Marketing theories, some of which the organisation religiously believes in and portrays through their vision and values. These marketing theories, are listed below (Cronshaw et al, 1994): 
Customer Relationship Management (CRM)
Customer Relationship Management (CRM) is when a one-to-one relationship is built between the organisation and its customers; this can be through technology, people, processes and how the company follows these aspects of data and information accordingly (Chen and Popovich,.2003). According to Kumar (2010), organisations can cater for a bigger customer audience if they are aware of what the customers’ expectations are. These expectations are achieved through having CRM strategies in place for the organisation, they are used to be able to explore and maintain methods in creating a robust reputation in the market with its customers and competitors. The strategy will help retain customers and grow the business further if used properly, CRM Strategies for Sainsburys have created a vision for the organisation to ‘Become the best retailer where people love to shop and work’. 
Customer Engagement Journey at Sainsbury’s
Customer Engagement Journey is the process where a business is examining ways, which suit them and allow them to understand what product/service the customer wants, when the customer needs it, how the customer will receive it and why the customer wants that certain product/service. Overall, it is essential for the company to understand how the customer experience is when they shop with the organization. It is important for the business to identify whether there are any improvements required and how they can maintain/sustain the customer relationship they already possess. Customers are spending more time engaging with businesses through social media in more recent times, therefore it is essential for businesses to ensure they are innovative in their approach online to be on top of the customers related option to get the best interaction from its customers (Riley, 2020).  
Porters Five Forces 
Michael Porter’s Five Forces is a model, which examines a company’s competitive environment. The key elements in this model are the following (Dobbs, 2014): 
Competitive rivals 
These are the companies who are in the same market and deliver similar services to their customer as your organization. It is important for any organisation to identify who their competitors are and how they can distinguish new ways to, ensure customers have greater experience shopping with them instead of their competitors. This element is affected by the other 4 factors of porters five forces and determines whether the organization is doing better than its rivals or not.  
Threat of new market participants 
The threat of participation of new entrants in the market depends on the scale of the new business, their capital and distribution channel, this will enable the organization to understand where they need to improve or maintain to compete in the market.  
Buyer Power 
It is essential for the organization to always stay on top of their campaigns and really understand what is important for the customers, to have a satisfying experience when shopping with the organization. It is important to acknowledge the number of customers shopping instore daily, quantity of each order, price of products compared to competitors and ability to substitute goods if certain products are not available.   
Supplier Power 
Organisations are required to have several trustable suppliers, the bigger the supplier the bigger the range of products the organization can attain therefore it is important to have several suppliers, which are big in size. The uniqueness of products will ensure the competition will be favorable to the organization and they will have a higher brand in the market. The ability of substitution by the supplier will determine the customer satisfaction in the organization, as there will be a variety and choice of options for customers.
Substitute products that may influence profitability of the business (Dobbs, 2014).    
Threat of substitution in rivalry between organisations are the substitution performance and their ability to change cost. If an organisation can change costs to implement price reduction through substitution then it will encourage customers to purchase more goods and company will gain more sales which will allow the company to increase substitute range and change cost effectively, this will increase supply and demand for the organization.
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                        Fig 1: Michael’s Five Porter Forces Diagram      Created by: Author
SWOT Analysis 
SWOT analysis is the theory used to outline the Strengths, Weaknesses, Opportunities and Threats an organization has in their business. This theory helps the organization to get into the depth of how they are performing overall, where are their strengths in the business, what are their weaknesses, how they can improve their opportunities, why they may have threats to look out for in the market and overall, what they will do to achieve competitive advantage in the market (Leigh, 2009). 
Analysis of factors influencing Sainsbury’s during COVID19
Sainsbury’s have had many factors influencing their ability to cater for the customers during the pandemic (Gerson, 1993). The organization has come together as a massive family and engaged the entire team to deliver great service during this critical crisis in the world regardless of the factors being impacted. The affecting elements are the following:  
Business Objectives of Sainsbury’s
Sainsbury’s mission is to provide high quality service to all their customers and enhance financial returns to its shareholders. It is driven by the passion for food and together they believe in serving and helping their customers through the objectives set below (Akter, 2012):  
Healthy Living- The company will bring food back to the heart of their business and implement more ambitious innovations going forward to introduce more healthy living options. 
Cost- Cost will be saved to ensure more investment is taking place for quality food ranges, 
More substitutes are to be introduced for customers to have more choice. 
Sourcing by integrity - To build a strong heritage and brand for the company, they are promising to source own packaged products from 70 countries through fair trade, backing farmers, increase in supply, sourcing fairly and sustainably; through crop action groups, who they have been working with for last 10 years. 
Prices- Prices will constantly be lowering to ensure they reach their competitive advantage in the market.
Operations- Operations will be simplified to ensure more people are accessing their services. 
NET Zero by 2040
Sainsbury’s will work with their suppliers and farmers to ensure they are reducing environmental impacts of their business such as waste, carbon emission, water supply etc by 2040, to ensure the future generation can maintain the format it is essential to maintain sustainability and reduce environmental costs now. To make it happen in time the company has committed to invest £1billion in this mission (Spence and Rinaldi,2010).
The objectives will be attained if the organization’s CRM strategies are structured well, these strategies are listed in the next segment.   
CRM Strategies used before and during COVID19
Customer Relationship Management (CRM) strategies are used to create a robust reputation for Sainsburys in the market, to compete and gain competitive advantage in the market with its competitors and improve customer experience in stores. To use the CRM strategy, it is vital that the company is using the CRM software as well, to ensure they are both compatible and can implement the strategies effectively (Bohling et al, 2006). Strategies, which can be used in Sainsbury’s to build on their reputation are the following:
	CRM Strategy
	Ways strategy implemented before COVID19
	Ways Strategy implemented during COVID19

	Create Customer Database
	Customer database is required to track what the customers are interested in purchasing, footfall of customers, number of orders made online, identify trends of what products they purchase to initiate them with a discount tailored to their preference (Hyper Personalised service).
	The database will enable Sainsburys to identify customers who may be shielding and are vulnerable, as it has information such as age, health issues stored which are confidential and only accessible by senior management. This may help Sainsburys to offer any support if required to these customers. 

	Rewards and loyalty options
	Loyalty programs are essential to interact with customers instantly, Sainsburys does this through Nectar, where customers are rewarded for every shopping purchase they make. Once they hit 1000 points, they are able to spend £10 in any Sainsbury’s, Argos, Habitat or anywhere that accepts a nectar card. Customers are also given vouchers once they gain certain number of points. These vouchers are tailored especially for them and this is done using the CRM database.   
	Nectar app has been launched and customers who have installed the app are able to see what nectar offers they have before they go for their essential shopping. This helps them save on their weekly shops and allows them to calculate their savings on a weekly/monthly basis from grocery shopping. 

	Target Marketing/Content creating
	Sainsburys has a wide product range to give customers a satisfying experience in store, it is important to target certain customers for certain departments. This is now done through social media where Sainsbury’s promotes its products and services through doing campaigns with influencer/bloggers on social media such as Instagram, Tik Tok and YouTube. This enables the organization to increase their customer base and profitability in store and online via advertisement/marketing.
	Sainsbury’s has designated 2 hours slots in the morning for elderly and vulnerable to complete their essential shops during lockdown. To facilitate this, security is tight and are only allowing those people during the allocated times .



Quality Systems and Customer Controls used in Sainsbury’s
Quality management system is a process that is implemented in the organization, to help deliver products and services to form consistency in customer satisfaction and experience. Sainsbury’s have various quality systems in place to acquire ways in, which it will help the organization to better customer experiences in stores (Riley, 2020). The quality systems used in the business are the following:
Internal Audits: 
Audits are conducted in Sainsbury’s regularly to outline how the business is trading and if it is in compliance with safe and legal rules. These audits enable management to consider ways to enhance customer satisfaction and experience in stores. E.g After conducting an audit it may be visible that the temperature in the fresh food cabinet is below the normal range and is not keeping food chilled to the legal requirement. At this point it will be escalated to facilities manager who will then deal with the matter and fix the problem, by conducting the audit it has helped the store fix the problem and give its customers quality food that is chilled at the correct temperature.  


Scorecard
A Scorecard is used in Sainsbury’s to take in their annual targets set in the blue book (Whole year prediction), there are set goals for sales, labour, customer service etc, which the store must achieve for each period and year. The scorecard determines whether the team have accomplished their goals for the year and whether they are entitled to a end of year bonus and by what percentage. The scorecard will outline, which areas the store is currently performing well in and what areas they need to improve in to improve customer experience. 
Servqual
Servqual (Service Quality Gap Model) is a gap method used by project management to identify the gap of service expected from customers compared to the actual service provided to the customers for a great customer experience in store. Sainsbury’s use servqual process to ensure they achieve great customer experiences and retain it by creating trust amongst customers (Fig 3) (Parasuraman et al, 1985).
Gap 1: Knowledge Gap
Knowledge gap is the difference between what the management perceived, the customers want from the organization and what the customer actually wants. i.e Customer is looking for a certain mug but the manager is showing a different type of mug.
Gap 2: Policy Gap
This is the difference between the expectation of what the customer ordered and what the organization delivered; this increases the gap of customer satisfaction. i.e: a customer orders 6 cases of mineral water however they are delivered 4 cases. The gap here increases, as the customer is not satisfied to have received less than what they ordered. 
Gap 3: Delivery Gap:
This is the difference between the standard of delivery provided, as to what is expected by the customer. i.e: Customer delivery date is 3rd Jan 12-14:00 however customer receives the delivery on 5th Jan 12-14:00, the gap here is due to not having a delivery driver, who is off sick to isolate. This is not a deliberate gap caused by the company however the customer will not be satisfied, as they did not receive the product on time.
Gap 4: Communication Gap:
This is the difference between what the Organization has advertised and what the customer receives. i.e: Toilet rolls are advertised, as being a pack of 18 and due to the pandemic order 10 packs but when they receive the product it is a pack of 9, customer will be disappointed.
Gap 5: Customer Gap
This is the difference between the customers view of experience in the store and how the customer is served in store. i.e. customer has come to store to get a refund for a shirt but forgot the receipt, customer expected to be given the refund; as he got it previously without a receipt however this time the customer service colleague did not allow the refund without proof of purchase and customer was turned away without getting a refund.       
This illustrates how the servqual method is used in stores (Parasuraman et al, 1985). To achieve better customer experience, it is essential to have minimal gaps in the process and ensure the organization is understanding completely what the customer is expecting and not what they assume the customer is expecting. The diagram for Servqual Method is shown below:[image: ] 
       Fig 3: Service Quality Model                      Created by: (Parasuraman et al,1985).
Customer Controls:
Customer Control has taken over how business transaction take place between consumers and organisations. Customers are now controlling the experiences they want to receive from businesses, this change has come through new technologies being used in organisations. Customers are more aware of what is on offer in stores through data analytics (Van Raaij and Pruyn, 1998). For businesses to thrive on satisfying customer experience it is important for them to excel the factors below: 
Customers are always right:
For customers to have a satisfying experience in stores it is essential for the business to always have great availability of products, enough colleagues to help when required and store to stay on top of current social trends i.e makeup brands, TU fashion, interior décor/homeware through social media such as Instagram, YouTube and snapchat.


Third Party Delivery:
Sainsbury’s is working around the clock to help everyone who is shopping online and need essential products delivered on a specific time due to COVID19 pandemic. Sainsburys are using third party delivery company, such as Hermes to deliver their fashion or home goods to customers. They can track the service the delivery company are giving to their customers and if there are any complaints due to delays in delivery Sainsbury’s are also able to track that and deal with any customer queries. 
Porters five forces (Internal and External Factors)
Porters five forces is implemented in Sainsbury’s to enhance customer experiences in the company (Dobbs,2014), below is a list of ways the factors affect Sainsbury’s.
Competitor Rivalry: 
Sainsbury’s competitors are supermarkets such as Tesco. The organization is constantly looking for ways to keep on top of customer desires and ensure they are providing better service to customers than their competitors and increase competitive advantage. This will increase customers footfall to return and shop in the long term i.e. During the crisis of COVID19 Sainsburys has been constantly stocking essential products for customers to be able to always purchase, this has been their priority and customers have appreciated this and provided great feedback. 
Threat of New Market participant:
New entrants in the market always are a threat to its competitors as, promotional offers will be available and stock levels will always be high, as it is a new business. i.e When a corner shop opens next to a Sainsburys convenience store, it will have competitive prices to capture most of Sainsbury’s customers and increase its business, as both organisations will use the same channel to attract customers. 
Buyer Power
Customers are the key to the success of a business, if the customers are happy with the service they receive, then it will increase all the KPI’s in store. i.e customers voted Sainsburys as a Gold service supermarket for years 2016/17 to 2018/19 and after the success of this current year in the pandemic it may be rated gold on another consecutive year (Sainsburys Annual report, 2018) . 
Supplier Power
Sainsbury’s have a great relationship with its suppliers, which has enabled them to build a trustable team of suppliers, farmers, growers in over 70 countries. They support fair trade and source with integrity, which also enables customers to put their trust in the organization to shop for sourced products. Their suppliers go out of their way to support the organisation and this relationship is seen through the company’s stock level and product range in stores.

Threat of Substitute  
Food retails will always have a threat if they do not offer substitutional product range, this is because all supermarkets sell similar brands in store. The uniqueness only lies in their own brand products therefore, the more substitute a store can provide; more customers will be buying from them. i.e Customers will purchase 50p Sainsbury’s cookies instead of £1.09 Maryland cookies, as it is half the price and taste wise is very similar or better than Maryland, therefore customers will be happy to save the pennies.  
Porters five forces theory expresses, how the internal and external factors will affect Sainsbury’s and have both a positive and negative impact depending on the service the customers experience. If customers see that all essential products are available in store, promotional offers are available and prices are lower on essential products they will have a positive experience and will come back to shop gain, this will also build customer relationship with the organisation.  
SWOT Analysis
A SWOT analysis enables Sainsburys to consider what aspects they are to maintain in the business going forward, what is to be improved to build better customer relationships and ensure customers have a positive shopping experience in store (Leigh, 2009).
Advantages:
· Sales: The company has exceeded the sales for this current year by 5% YOY, this has increased advantage, as the profit gained will be used to improve the services in store to gain better customer experiences and work with the environment to enable sustainability for future generations. 
· Bonus: As an incentive Colleagues have got 10% Pay raise for lockdown period. 
· Customer relationship: Sainsbury’s has increased customer satisfaction through great customer service and this has built loyal customer relationship.  
SWOT Analysis before COVID19
	Strength
· 2nd largest supermarket in UK.
· Quality of product 1st choice for consumers.
· Gold customer service for Sainsbury’s 2017/18.
· Sales 6.8% increase online 2017/18 (Sainsbury’s annual report 2017/18).


	Weakness
· Sales for supermarket increase by 0.5% less compared to online.
· Less bonus scheme for colleagues compared to competitors.


	Opportunities
· Pricing strategy of company came 4th place compared to rivals.
· Empowering more colleagues from Black, Asian and minority ethnic (BAME) background to train for senior leadership roles. 

	Threat 
· Management colleagues are taking redundancy and joining competitors since structure change took place in the business.


                           Fig 4: SWOT Analysis 1                    Created by: Author          

SWOT analysis during COVID19
	Strength
· 2020/21 sales achieved in first few months of new financial year by 5% year on year (YOY).
· Supermarket colleagues have become role models for working around the clock and serving customers during this crisis.
· 10% pay raise for colleagues during lockdown.
	Weakness
· Customers have not been satisfied with online delivery, as there are not enough delivery slots available.
· Business trading as usual, with many colleagues either shielding or isolating due to pandemic.

	Opportunities
· Security process around the store could be improved to ensure minimal customer interaction takes place and 2m distance is maintained during trading hours. 
	Threats
· Competitors like Co-op have robot machines that can deliver products to vulnerable customers during COVID19. 


                          Fig 5: SWOT Analysis 2                          Created by: Author
Disadvantages:
· Pricing: Lowering product prices for luxury items will increase customer satisfaction.
· Online: Having alternative Delivery options and more slot availability will increase customer satisfaction during COVID19 crisis.
· Security: Strict indoor security to ensure customers are maintaining 2M distance inside of stores.
· Labour: Off sick colleagues due to isolation, means Sainsburys is having to spend more on labour cost, to ensure there are enough colleagues serving customers and keeping the stores clean and sanitized.


Evaluating Systems which Support Sainsbury’s Quality Processes
Quality processes are always measured to the core in Sainsbury’s to always maintain its standards of, being the trusted retailer where people love to shop and work. This vision has enabled the business to keep their relationship with both customers and employees so strong and trustable, that both customers and employees love to shop and work with the company. How do certain processes elevate Sainsburys quality system? There are few factors listed below: 
CRM System Benefits and Challenges in Sainsbury’s
Marketing and Branding strategies are a form of CRM systems, that have benefits and challenges in Sainsbury’s however these may be used to encourage customers and build the reputation of being a very competitive brand in the market. 
Marketing:
Sainsbury’s have jumped on Social media and joined hands with influencer/bloggers, to advertise their campaigns and reach out to the younger audience of current times and future generation of the business. These campaigns include TU fashionwear, Sainsburys homeware, Argos Toys and Sainsburys make up range and they are advertised on You Tube, Instagram etc. (Chaffrey, 2009). Using this new way of marketing, it encourages the business to gain popularity, through social media and build a better customer base and relationship however it may take a while for figures to show on their scorecards. No matter how strong social media platform maybe, it is not vital that bloggers will always recommend the products if they do not feel quality and price is up to standard therefore, it is always important to ensure quality is at its best for products such as make up.
Promotional offers are so important to advertise certain products, customers are always looking for ways to save on finance and if they get into the habit of having offers from Sainsbury’s frequently, they will come in to buy those products but then always leave with extra shopping. Supermarkets are always having to cut down on pricing to have price match in stores and ensure they increase competitive advantage.
Branding:      
Sainsbury’s have gained popularity over years after introducing substitute products within their own brand and competing with big reputable brands such as Kelloggs, Nestle and Cadburys. This strategy of having own branded products has increased profitability for the business (Burt, 2000) however with this, customers will constantly want own brand products for a fraction of the price which may disappoint some customers if the products are not reduced. Sainsburys has established its own brand makeup and skincare products to put a step forward in the beauty industry, the brand has yet to excel in the market however through the good marketing strategies it may give competition to some brands, as price will be a lot cheaper compared to some products but it is a massive market, where many products have their niche and Sainsbury’s products may not be as popular or may be depending on the quality and standard of the products. This may also depend on how the CRM strategy is used to promote the products and how the CRM strategy may affect the brand.  
HoFacker’s 5 Stages of Information Processing  
Charles Hofacker created an information process system, which allows company like Sainsburys, to consider how well their adverts/marketing strategies are being communicated to the web visitors (Hofacker and Belanche, 2016). The system consists of 5 stages and these are the following:
1. Exposure
This is used to make sure the visitors can absorb the content, which is shown for time paid for, i.e Sainsbury’s uploading lower price products adverts, to be shown in between games played online etc.
2. Attention
Physical factors are required to gain attention from visitors who are on the website.

3. Perception
How well do these visitors understand the content provided online and how do they react to it? 
4. Yielding
Ensure the visitor has enough trust for the company or brand to stay on the ad and click onto proceed to the next step. i.e Sainsbury’s promoting new brand makeup products, as a giveaway for customers to trial, this may increase attention on the adverts. 
5. Retention
Get the visitors to remember key information which will encourage them to return to your online website or even visit you in store.  
Hofacker’s Theory combined with the CRM system of Marketing and Branding strategies, will enable Sainsbury’s to gain popularity in the industry where they are a new entrant ie. Beauty and skincare industry. It will also boost their recognition within their customer base especially during this crisis of COVID19 to encourage customers to shop with their brands and come to stores where all their necessary items will be available. The challenge the company will face with this strategy is the Cost, Manpower (Labour) and Time to pull together a brand-new team of knowledgeable candidates, for this new industry who can attract the customer base. This  is required to acquire a loyal relationship with the customers and for them to have a satisfying experience from the services provided by Sainsbury’s.  


Conclusion
It is evident that CRM systems and strategies used in Sainsbury’s are great ways, which either benefit the organization in attaining a great customer relationship and customer experience in store or it may also be a challenge and decrease customer footfall in store during this crisis of COVID19, as customers may not feel valued and could have a bad experience if products are not available or certain customers may be isolating, for which they are unable to attend stores (Servqual system). Having looked at Porter’s five forces and Customer Engagement Journeys, it is vital for the organization to always be on top of what the customer is expecting to experience and the service they are wanting to receive, to maintain and sustain the customer relationship in a positive way going forwards. It is essential to look for ways to maintain this to enable the business objectives to thrive this year and going forwards and ensure Sainsburys is still a reputable organization for years to come.      
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