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Executive summary
Sainsbury is one of the largest retailers in the UK which provides groceries and food items to its customers. It deals with a large number of customers and provides them with standard products following a competitive pricing strategy. The internal and external factors of the quality system and customer engagement are providing a good customer service to the customer and using unique strategies for promoting the company. Economic factors of Sainsbury’s are increasing fuel prices which affect the transportation of goods and also the salary hike is another key factor. The quality process applied for generating brand awareness helps the company to get noticed by potential customer and converting them into customers is also very important. Different approaches to the CRM theory are the analytical approach, operational approach and collaborative approach; those are considered the effective process to develop the business strategies of Sainsbury particularly in the case of online marketing. There are multiple principles of quality management are considered as people’s engagement, focus on the customer, processes approach, leadership, development and relationship management.QCI model has eight elements which are responsible for managing customer relationship and the Equity theory of customer relationship have been mentioned as well. The benefits of customer relationship management include customer satisfaction, customer loyalty and customer retention. Moreover, the challenges in maintaining customer relations have been identified as well. 
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[bookmark: _gjdgxs]Introduction
This report will discuss the aspects of customer relationship management and the operational systematic functions used by the company in improving customer service. A brief overview of the organisation will be followed by marketing mix theories and models such as Ansoff, Porter's five forces and so on. Several theories related to marketing and customer relationship management will be drawn. The external and internal factors affecting customer engagement and quality systems in the organisation will discussed in the below section. Moreover, this report will also identify the quality systems and its effectiveness in CRM. Customer experience theories and the benefits and challenges of maintaining sound customer relations will also be described. 
[bookmark: _30j0zll]Overview of the organisation
Sainsbury is one of the largest supermarket chains in the UK which has been delivering its services to its customers for a long time. The products of Sainsbury include convenience shops, hypermarkets, forecourt shops and superstores (Sainsbury, 2022). Sainsbury has its self-made brands such as Nectar, Habitat, TU and Argos. As of 2021, the number of employees is 180000 and apart from that Sainsbury have several subsidiaries such as Sainsbury local, Sainsbury’s Bank and Sainsbury’s supermarkets. Sainsbury has been one of the most popular retailers in the UK. Sainsbury delivered a perfect operating performance that includes grocery sales up 7.8 per cent digital sales up 102 per cent and the general merchandise sales up 8.3 per cent. Underlying profit before tax was £356 million, impacted by £485 million of COVID-19 costs while protection its customers (Sainsbury’s annual report, 2021). It has been providing groceries and food items along with its other services. Customer relationship has been one of the most important objectives of Sainsbury and therefore the company provides standard quality products to its customers. Sainsbury provides in-store as well as online services to its customers which have made it one of the most valuable companies in the UK. Customer helpline services are quickly responsive and customers can inquire about any subjects regarding the products and services. 


[bookmark: _1fob9te]Marketing mix
Product
Sainsbury provides its customer with a variety of products which include groceries, food products, kitchen products and many more. Sainsbury has self-developed products as well such as Nectar, TU, Argos and Habitat (Sainsbury, 2022). Delivering customers with a wide range of products, Sainsbury has made its brand image among the popular retailers in the UK. 
Price
A competitive pricing strategy has been employed by Sainsbury through which it provides customers with quality products. It delivers standard products and services to its customers at affordable rates. 
Placement
Sainsbury provides in-store as well as online services through its websites. Sainsbury has more than 1300 stores which remain open 24/7. The distribution network of Sainsbury is also quite large and therefore it caters to a large number of customers. Moreover, it maintains its online presence on social media platforms as well. 
Promotion
The promotional strategies of Sainsbury include below-the-line and above-the-line promotional tactics. Digital marketing services have been adopted by Sainsbury such as advertisements on television and broadcasting on the radio. Besides, maintaining an online presence on the social media platforms such as Facebook, Pinterest, Instagram, Twitter and Youtube has enlarged its customer outreach (Sainsbury, 2022). 
[bookmark: _3znysh7]Ansoff matrix
	Market penetration 
· Competitive pricing 

	Product development 
· Sainsbury needs to develop new products 

	Market development 
· Market expansion 

	Diversification 
· Sainsbury should consider entering new markets with different products 


Market penetration 
Sainsbury has adopted competitive pricing which allowed the company to deliver high-quality products at affordable rates (Sainsbury, 2022). This tactic has been adopted by the company to ensure maximum customer retention. 
Market development
Market expansion should be considered by the retailer by opening new retail shops in the domestic sector such as in rural areas. 
Product development 
Although Sainsbury has its own products such as TU, Nectar, Argos and Habitat, the development of new products will provide the company with a competitive advantage. Evaluation of the market competitors and the tactics employed by the close competitors should be taken into account by the retailer before innovating new products. 
Diversification 
Sainsbury should consider entering new markets by opening its outlets in rural and at the same time developing new products. 
[bookmark: _2et92p0]Communication mix
Advertising: Advertising influences the buying decisions of the consumers so the brand has to target a larger group of audiences in an effective manner. Broadcasting advertising is the most common type of advertising while direct response marketing uses digital and print media (Kokemuller, 2019). Unique advertising messages that are compelling need to be done for a stronger connection with audiences. 
Sales and promotion: short term incentives must be given to the consumers for the question of the customers. Promotional tools like discounts, rebates or coupons play a huge role in sales promotion. This needs less capital and lower costs for the product to get moving. 
Personal selling: verbal face-to-face communication might be needed for this mode of communication. Doing verbal communication will ensure that the customers will get more attention. If the company has to persuade a customer to get sales it has to pick this marketing method. 
Public relations: products can be published at a movie release or a newspaper event so that the company can do important promotions for the consumers. PR drive will help the brand to generate buzz among consumers. 
[bookmark: _tyjcwt]Stakeholder map

	
	Low 

	High 

	Low 
	Governments and the local authorities are the stakeholders who are the stakeholders having the less influence. 
	The local communities are also the stakeholders who have the influence which ranges between high and low. 

	High
	Customers are the stakeholders who have the high influence over the operations of the Sainsbury’s.

	Workers and the suppliers are the stakeholders who have the high level of influence over the operations of the brands. 


Distributors and the suppliers: they are the key stakeholders of the value chain and they hold immense influence over the everyday affair. Distributors want to make the largest profit based on the competitive buyers. A long term business strategy will be needed. 
[bookmark: _3dy6vkm]Porter’s five forces
Threats of new entrants: In the retail sector, there are innovations that are happening everyday which bring lower prices to three customers and bring new value propositions. Sainsbury’s can offer new products and services to the customers which will give them reason to visit the Sainsbury’s stores. They can also bring economies of scale into the production and the procurement which will give them the capability to lower the cost per unit.
Bargaining power of the suppliers: retail companies like the Sainsbury’s sources their raw materials from the numerous suppliers which can give them a dominant position which can decrease the market share and the profitability of the company. Powerful suppliers have the use of their negotiating power to extract the high prices from the retail fields (David, 2021). Sainsbury’s can build a supplier base with multiple suppliers. Third party manufacturers needed to be roped in for the limitation of the dependence on only one supplier. 
Bargaining power of the buyers: customers often seek discounts on the established products so the Sainsbury’s can offer new products to the customers so that it limits the bargaining power of the customers. New products will also lower the defection of the existing customers of Sainsbury's. 
Threats of substitute: The brand can tackle the threats by focussing on the service orientation rather than the product orientation. The brand has to understand the core needs of the customer rather than the things that the customers are buying. The stitching cost of the customers also needed to be higher. 
Rivalry of competitors: Sainsbury’s can tackle the rivalry by offering sustainable differentiation.  It also has to build a large scale to compete in a better way. It can also use the policy of collaborating with the competitors which can increase the base of the operation rather than to compete for a small market share. As there much more competition, Sainsbury’s is tried to reduce the margin by keeping the prices lower which can attract customers (Shastri, 2022).
[bookmark: _1t3h5sf]Task 1
[bookmark: _4d34og8]Marketing and customer relationship management theories
The term CRM theory is used to refer to the customer relationship management theory that commonly refers to the concept of integrating Sainsbury's customers. Therefore, it can be said that the modern CRM theory is a type of new process of looking at the business of Sainsbury involving integrating the consumers into different aspects of the business of the supplier and vice versa. There are three types of approaches to the CRM theory and these types of approaches are the analytical approach, operational approach as well as collaborative approach; those are considered the effective process to develop the business strategies of Sainsbury particularly in the case of online marketing. In other words, CRM theories support the company to collect information about each of the customers including demographic data as well as preferences (Yapanto et al, 2021). Nectar unlocks Sainsbury ability to connect with its different customers and drive into its business decision-making. Through the Nectar app Sainsbury listen to its customers and over 2.7 million responses (Sainsbury’s annual report, 2021). This is the reason, Sainsbury can utilise the CRM theories for segmenting their market and customise the approach of this company to different types of customers. On the other hand, communication is also considered the key process for any type of successful relationship between the customer and management team of Sainsbury. That is why it can be said that in terms of CRM communication is necessary to be high quality and consistent as determined by focused, on time, coherent, reliable and relevant (Foltean, Trif and Tuleu, 2019).
[image: ]
Figure 1: network of Customer relationship management
Source: (Ali and Alshawi, 2004)
Different types of CRM are commonly followed by Sainsbury for any purpose. These types of CRM are analytical CRM, strategic CRM, operational CRM, collaborative CRM and others (Khlif, 2021). It is clear to say that by utilising the operational CRM Sainsbury provides their marketing, consumer service, and sales to more significantly support their potential and existing customers. On the other hand, by utilising the analytical CRM the chosen company can easily access the customer demand, and their requirements and the company also makes the prices of their product. The & c’s of the CRNM are commonly considered as the culture of Sainsbury, consumer electricity, experience of the customer, customer journey, experience of the customer as well as expectation of the customer. As with analysing the internal factor of the chosen company it can be easily concluded that it is easy to analyse to access more revenue by increasing the prices of the product of Sainsbury. In the other words, by applying the CRM theory the chosen company also gat benefits to grow their online business in the competitive market. This is the reason, it can be also said that effective CRM people try to display some fundamental characteristics. These types of characteristics are organisational skills, positive attitude, consumer focus, natural empathy, analytical skills, and recognising the link between profitability and CRM (Libai et al, 2020). There are different types of CRM models that are commonly followed by Sainsbury for developing their business and more revenue. These types of models are identifying, interacting, differentiating and customising. In the case of using the identifying model the target customer of the chosen organisation can be identified. In the other words, by differentiating, companies differentiate the targeted customers on how much value the customers expect from the company to bring the business of the chosen company. At last, by interacting with models, companies can easily recognize the demand of the customer. Those are considered as the beneficial process to create custom relationship management. Therefore by market pricing theory the relationship between the customer and management team of the chosen company may be improved.
[bookmark: _2s8eyo1]Internal and external factors influencing quality systems and customer engagement
SWOT
	Strengths 
	Weaknesses

	· Sainsbury is a listed company
· The customer feedback is great
· Unique promotional strategies
· Sainsbury's online presence
	· Low margins
· Increasing prices
· It is expensive for some customers
· Financially unstable

	Opportunities
	Threats

	· Customer service
· Large network
· Access to the villages 
· Expanding globally
	· Competitors
· Regulations 
· The process of globalisation
· The past of the company


Strengths
The first strength of Sainsbury is that the company is listed in the constituents of the London stock exchange. Being an officially listed company on the London stock exchange allows the company to be public which means people can buy and trade its stocks. The customer feedback of the company is great as well along with its strategies of promotion and its online presence.  
Weaknesses
One of the most significant weaknesses of the company is that the margins of the company are very low due to its strategy of decreasing prices for attracting customers. After the pandemic, the company had to increase its prices which led to a significant drop in sales of the company. The existing prices of the company are also considered too expensive by some customers and the company is also facing a huge financial loss because of the pandemic.   
Opportunities
The automated technology of self-checkout should be implemented into the company which will increase its sales; it has established a large network which can be utilised. The company can now expand into rural villages as well along with expanding globally.
Threats
The company has a lot of competitors in the market who are trying to surpass it. The newly set rules and regulations are also a big setback for the company. In the year 2020 because of the Covid19 pandemic and lockdown led to the closed of many of Sainsbury’s stores all over the UK. It affects the annual revenue and the net income Sainsbury’s also dropped by 3.2% and 32.78% (Shastri, 2022). The company faces issues with expanding globally due to regional restrictions, the company's past of dairy price fixing and avoiding schemes of VAT also affects its image. There is a decreasing trend which can be seen in the return on assets of the company (Guo and Wang, 2019).  
PESTLE
	Political
	Economical
	Sociological

	· The UK leaving the European Union
	· Increase in fuel rice
· Rising salaries
	· Change of market trends.

	Technological
	Legal  
	Environmental

	· Online shopping
· AI and big data implication
	· Regional restrictions
· Climate change regulations
	· Carbon footprint
· Plastic waste


Political 
As the United Kingdom voted for leaving the European Union may create a lot of trouble for the company, leaving the European Union will certainly affect Sainsbury’s state. The political stability index score 0.07 points also shows that UK have strong rake compare to the other states. One of the largest supermarket chains, Sainsbury's, may have to face problems with importing products from abroad. 
Economical
The prices of fuel are continuing to go higher and an increase in fuel prices affects the company’s transportation prices for goods. Rising salaries of the employees working in the company are also rising along with the competition in the market.  The unemployment’s rate of the UK is 3.7% that drooped from the previous year which can be helpful for the company to increase its production. 
Sociological
The world is getting more conscious about their health which has initiated a change of trend, which is why it is important for the company to understand customer needs. As understanding, the customer need is very important for Sainsbury’s to achieve long-term success the company needs to change. 
Technological
The world almost entirely relies upon online shopping; the company has also implemented online shopping, which is very important because customers want to shop from the comfort of home. The company should also start focusing more on big data analysis and artificial intelligence. 
Legal 
Sainsbury’s is trying to globalise its market, however, to achieve globalisation the company has to deal with multiple rules and regulations made by different countries for selling its goods. The company also may face problems due to climate change regulations.   
Environmental 
The carbon footprint of the company is everywhere, its transportation of goods through trucks and its always-lit-up warehouses are not good for the environment (Ayoub et al., 2020). The company also plays a huge role in the plastic waste crisis which leads to polluting the environment.
[bookmark: _17dp8vu]Identification of the quality systems and its effectiveness in maintaining customer relationships
The term QMS stands for the quality management system and this is a type of documentation of the business process of Sainsbury. Therefore, it can be said that improving the quality of the product as well as the service of the chosen company is another vital reason to make a more effective relationship with the customer 24/7/365. In the other words, by maintaining the quality systems the functions and policies of Sainsbury are necessary for the continuous development of the product’s quality aimed at ensuring the expectation of the customers and demand of them are exceeded or met. Different kinds of principles of quality management are considered as people’s engagement; focus on the customer, processes approach, leadership, development and relationship management (Al Shraah et al, 2021). These are the reasons; the quality systems play a significant role for Sainsbury. The quality system helps to identify the quality issue, reduce unnecessary activities as well as close the performance gap of the production of the chosen company.
The fundamental purpose of the quality management process is to give formal tools or systems and processes or permits the certification through the independent agency. Within the organisation, the shifting duty plays a vital role in the service to the customer 24/7/365 and this is the reason more employees have to be selected for the working purpose. On the other hand, as effective communication is important for creating a significant relationship with the customer and providing 7/24/365 service to the customer, a common language is used for the communication medium (Rajhans, 2018). Some sellers as well as buyers are more interested in building an effective relationship with one another. There are different types of relationships between sellers and buyers: functional, affinitive, transactional and strategic (Rangaswamy et al, 2020). This is the reason, it can be said that CRM is considered the technology to maintain the overall relationship as well as interaction with potential customers and customers. Therefore, it can be said that to maintain the quality system it can be said that the business relationship of Sainsbury is also developed. This is the reason; the CRM process supports the company in staying connected to the consumers, developing profitability and streamlining processes.
[bookmark: _3rdcrjn]Task 2
[bookmark: _26in1rg]Quality processes applied for CRM
Successfully implementing the CRM process is not very easy because the process is very complex (Farhan, Abed and Abd Ellatif, 2018). The quality management process that is applied for customer relationship management for Sainsbury’s is very important for managing the relationship with the customer base. The first process of the quality process is generating awareness for the brand. Generating brand awareness is very important to be visible in front of the customers, which helps Sainsbury’s to attract new customers. The company learns about its target audience and then creates segments for the target audience to create effective brand campaigns for reaching the customers. Acquiring leads is also a very important process for Sainsbury’s; it helps the company to be present in front of a potential customer. The marketing or sales team is responsible for getting leads and advertising to a potential customer for increasing its customer base. The next step of the quality process applied for CRM is converting leads into customers. After gathering the potential customers it is also important to turn those potential customers into actual customers by presenting them with offers and exclusivity. Sainsbury have more than 1.8 million active Sainsbury’s Bank customers in online market and 2.2 million Argos Financial Services customers in the social media and offline markets (Sainsbury’s annual report, 2021). The next important step of quality process implication for CRM is providing great customer service to the customer, which will help the company to increase customer satisfaction. Providing great customer service to the customers 24/7 for 365 days a year is very important for any company, it helps them to retain the gained customers. Great customer service helps the customers to gain their trust in the company and it also looks after the problems they are dealing with. The e-CRM system plays a very important role in building a good relationship with the organisation and the customers (Anaam, Abu Bakar, Mohd Satar, and Ma’arif, 2020).   
[bookmark: _lnxbz9]Theories and models regarding customer experience
QCI model
The Quality Competitive Index model is one of the most popular customer management models. This model advocates that businesses require performing several tasks in retaining and acquiring customers. There are eight components of this model such as information technology, process management, customer experience, customer management, planning and analysis (Thakur, 2020). Apart from these, there are other two components which include the measurement of effects and people and organisation. Analysing the behaviour of the customers is essential to plan the activities of the businesses. The proposition is the next stage which involves steps to engage with the customers. Information technology can be leveraged by businesses to gather customer data which will further help in planning. People and organisations refer to the internal staff of the company to deal with the customers. 
[image: ]
Figure 2: QCI model
Source: (Woodcock and Starkey, 2001)
Process management refers to the activities such as marketing, customer support and sales (Thakur, 2020). These components lead to enhanced customer experience and customer satisfaction. Sainsbury can apply this model to improve the customer experience by enhancing customer relations. First Sainsbury should analyse the demands and preferences of the customers and then devise plans accordingly. Leveraging information technology to identify the needs of customers is an effective step. Through the application of the other aspects of this model, Sainsbury can enjoy long-term benefits by enhancing its customer relationships. 
Equity theory
Equity theory is of the opinion that customers require consistency between their experiences and expectations. Establishing a consistent relationship between the experiences and expectations of customers is essential for maintaining sound customer relationships (Kusumawati and Rahayu, 2020). Sound continuation of these two factors results in improved customer satisfaction. Management of the expectations of customers and delivering products according to the expectations of the customers is significant. The equity theory can be applied in terms of making purchases. Customers have expectations regarding the products they want to purchase. Businesses should provide customers with consistent experiences while delivering products to the customers.  
[image: ]
Figure 3: Equity theory and service recovery
Source: (Yuan, Qian and Zhuo, 2010)
These factors are responsible for maintaining sound relations between customers and businesses. Sainsbury can apply this theory in its marketing tactics to deliver sound customer experiences. Prior experiences enjoyed by the customers can be analysed through feedback and customer reviews. Sainsbury can evaluate the factors comprising customer expectations. Customer preferences and expectations from the business and industries need to be thoroughly evaluated to design tactics and develop products accordingly. Thus Sainsbury could apply this theory and improve customer relations. Evaluating customer expectations will help Sainsbury to develop the products and thereby fulfilling the customer expectations.   
[bookmark: _35nkun2]Benefits of and Challenges in maintaining sound customer relationships
Benefits
One of the most significant benefits of maintaining sound customer reactions is increased customer retention. Customer retention has been one of the most important priorities of businesses. Excellent customer relationships have resulted in the highest customer retention. Therefore improving customer engagement is quite essential for businesses to maximise customer retention. Another benefit of sound customer relations is that it enhances the loyalty of the customers (Rather et al., 2021). Customers tend to show loyalty towards brands which have excellent customer service. Customer loyalty programmes have been one of the most effective tactics for maintaining customer relations. Customer loyalty programs include providing customers with discounts, promotional offers, membership cards and so on. Customer satisfaction has been enhanced by customer relationship management (Rather et al., 2021). Customer engagement and responding to customer queries and responses have been the facilitators of sound customer relations. Another dimension that has been positively impacted by maintaining better customer relationships is increased customer feedback. Sound customer relationships create a communication channel between businesses and its customers. Therefore, maintaining excellent customer relations has been quite effective in improving the feedback mechanism of businesses. 
Challenges
Despite the benefits of sound customer relationship management, the business faces numerous challenges while maintaining relations with the customers. The challenges in maintaining business relations with customers have been identified below. Being unable to provide the customers with the exact answers to the queries raised by the customers has been an obstacle. Customer service executives often face such problems while dealing with customers. Dealing with angry and frustrated customers is quite a complicated process and it has been a bothersome issue for the customer service representative. Due to poor response, these customers are hard to deal with and therefore customer relations get affected. Customer expectations are a dynamic factor and one of the most important issues while maintaining business relations with customers (Raišys and Baranauskas, 2022). Customer preferences and choices keep evolving over time and therefore organisations face numerous hurdles to maintaining sound relations with customers. These challenges have been the contributing factors to declining customer relationships. These challenges can be mitigated by businesses through the adoption of several customer relationship practices. Sainsbury should develop and improve customer relationship tactics which will be beneficial for the retailer. Improved customer relations could help Sainsbury achieve customer loyalty and satisfaction and enhance its feedback systems as well. 
[bookmark: _1ksv4uv]Business objectives by developing and maintaining good customer relationships 24/7/365
Strong customer relationship is also like any kind of relationship that we indulge in daily life. There is a need to invest time and nurture them over a period. Most consumers want to understand and feel the connection with a brand before buying a product from the brand (Suchánek and Králová, 2019). There must be a mutual understanding between the business and the customers so that the relationship extends for a long period. It provides real-time support and also provides proactive support for the mutual benefits of the customer that needs to be developed above the lounge periods of the time. The proper customisation of the approach needs to be done to warmly greet the customers depending on the circumstances (Kim and Park, 2019). The customers need their interest also to build a relationship rather than for the products or services. There are many business objectives of Sainsbury's that need to be identified for the benefit of the customers. An increase in the customer's lifetime value will also need to be done according to the circumstances (Gong and Yi, 2018). There will be great value for the business if the consumer maintains their long-term relationship with the consumers. High customer lifetime value means that the customers will bring more value and profit to the company. Reduction of customer churn can also happen if the company maintains a good relationship with the consumers. Most customers will stop buying from the brand if a theory has poor customer relationships. If Sainsbury's can deliver the expected service according to the expectation, it will not switch to the other brands. 
Improvement in customer loyalty can happen if the company tries to maintain a good relationship with the consumers. The brand can boost its level of satisfaction if the brand fulfils the demand of the consumers (Gong and Yi, 2018). Positive mouth-to-mouth marketing can also be achieved on behalf of the customers if better customer relationships are maintained. Consumers are generally positive with proactive people. Real-time support is one of the key attributes that can be achieved through better levels of customer satisfaction. The customer journey can be mapped by the company for a better consumer experience (Wantara and Tambrin, 2019). Understanding the feedback will also has to be done according to the present condition of the consumers. The brand has to deliver customer expectations in a better way. A thank note should be sent to the consumers so that it can increase their positive attitude over the bend and improve their loyalty to the consumers. 
Various business objectives can be met with the improvement of customer relationships which can give the company better revenue. The long-term association of a customer with a company will lead to better value generation over time and it will be helpful to create a positive impact on a brand over a longer period (Aburayya et al., 2020). The business objectives of the brand are associated with the long-term inclusion of the consumers which will have a positive impact on the revenue and the financials of the brand. 
[bookmark: _44sinio]Conclusion
In this study, the various aspects of Sainsbury’s brand were discussed and the strength and weaknesses of the company were discussed regarding the internal and external factors. The various stakeholders and their influence were also discussed in a detailed way. The swot and pestle analysis tells the fact that there are many challenges in the retail sectors that the brand needs to overcome with sets of measures. The customer relations theory that was discussed in this study has to be used properly by the brand for better customer engagement. Quality enforcement measures will also be essential for the brand to achieve consumer satisfaction in a better manner. The CI model will be a useful tool to attract more consumers towards the brand.  
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