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[bookmark: _Toc100682428]Introduction 
The impact of the global pandemic Covid-19 has changed the organisational factors in a quick way. Based on this, customer behaviour has also changed due to the effective intervention of the global pandemic Covid-19. In this case, organisations are bound to incorporate new CRM strategies to improve the engagement and experience of the customer. This article will discuss the company's background based on the effective marketing theory and CRM strategy that can achieve business objectives with higher exposure. In this case, the economic framework of the company has a significant impact due to the global pandemic Covid-19. In this case, how the company can maintain a good relationship with the customer will also be discussed in this article based on a practical understanding of meeting customer requirements. Along with this, Sainsbury's internal and external factors will be discussed with valuable key points that can improve quality processes related to Sainsbury's customer service.
[bookmark: _Toc100682429]Background of the organisation
It has been found that Sainsbury has incorporated in 1869 by John James Sainsbury. By that time, it had become the larkemhest UK retailer of groceries. The organisation has started their business operation as a grocery shop in Drury Lane in London. After that, the company boosted with a huge growth that can generate 32.3 billion British pounds (Statista, 2022). Based on this, the annual operating income of the organisation was £709 .048 billion and the net income of the company was £289 million as of 2021. In the current situation, 180000 employees are directly involved in the business of Sainsbury PLC. Based on its effective business operation, the company has opened 1411 stores in a short period of time (Statista, 2022). According to this, it can be said that now the company has expanded their business with 600+ stores worldwide. Along with this, the company has also acquired more than 800+ convenience stores.
CE is the cognitive --and affective outcome of a customers contact with an organisation products and services.
Customer Engagement refers to emotional attachment that a customer experience during the repeated and ongoing interactions. Engagement occurs through satisfaction, loyalty and excitement about your brand.

[bookmark: _Toc100682430]Task 1
[bookmark: _Toc100682431]Applying the key marketing and customer relationship management theory to Sainsbury's
The sole objective of customer relationship management is to increase customers' value toward the service operation, which relies on partnering with target customer groups. According to the buyer-seller model, customer relationships have greater importance in building a bridge to evolve a business operation to enhance the levels of profitability (Srinivasan et al. 2020). Implementation of the CRM process is highly required to change the marketing process. In the meantime of pandemic, Sainsbury's has built up a strong brand image by ensuring quality as well as consistent value-added customers' friendly service. The implications is that Sainsburys customers have an emotional attachment because their needs of quality, price are addressed as effective touchpoints by the organisation. The company is able to create an effective customer relationship and manage same with its customers. This links to customer loyalty and brand loyalty, acting as defence to competitors and keeping Sainsbury in number two position. Over the long term of 20 years Sainsburys customer loyalty percentage is 33% compared to Asda at 26%. Research by Ou (date), reflects that organizational attributes link to individual relationship chains linking customer behaviour to attitudinal and behavioural loyalty. On the other hand, customer relationships have been developed by toward transforming business operations online service with information technology. According to the customers' valuation model, Sainsbury's has implemented a "stop making shopping hard work" approach in regard to valuing customers as the assets of organisational growth and development (Gawor and Hoberg, 2018). In this context, Sainsbury's has focused on improving its marketing process by including customer reward management processes which have a wider range of impacts on achieving customers loyalty. In the case of improving customers' experiences, Sainsbury's has implemented same-day delivery options and hyper-personalised service operations to maximise customers’ engagement. 
[bookmark: _Toc100682432]Analysis of internal and external factors that influence the organisation's quality systems and controls for customers 
Concerning internal factors, SWOT analysis helps determine potential business strengths and weaknesses of Sainsbury’s in the Covid-19 pandemic.
	Strengths
	· Sainsbury mainly targets daily units as their customers, allowing them to increase retail sales by approximately 28.6 million in the United Kingdom (Statista, 2022).

	Weaknesses
	
· Lack of financial stability has led to weakness by down turning net profits in 2020.

	Opportunities
	· With the application of automated technology, Sainsbury’s have initiated 2487 service.
· Sainsbury has gained an amazing opportunity during a pandemic to stabilise its online presence.

	Threats
	· Net income has fallen from 3.2% to 32.78% during the pandemic situation



Table 1: SWOT analysis
During the period of the Covid-19 pandemic, Sainsbury’s gained extensive leverage to increase sales which increased the number of using plastics, led to a challenging situation toward quality maintenance. As per the report of  Statista (2022), Sainsbury's has increased its retail sales up to 28.56 million in 2022. In this context, Sainsbury's has reduced around 70% the usage of steak packaging, which indicates the value of quality control measures. Hence, customer-centric business operation gives them a direction to improve quality and control processes to enhance business stability. 
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Figure 1: Retail sales of Sainsbury
(Source: Statista, 2022c)
	External factors
	Description
	Impact on Sainsbury

	Political
	· Political stability is preferable for business progression in the UK climate
· Brexit is a challenge for encompassing business in the UK.
	Except for the Brexit issue, political stability has been countered by Sainsbury to continue business operations. 

	Economical
	· The GDP rate has been expected to increase by 3.8% in 2022 (Statista, 2022a).
· Per capita income also increases by 4100.00 USD at the end of 2022.
	Economic stability has a greater impact on the business progression of Sainsbury's

	Social
	· The growth on the average weekly online sales to £364.5 billion and an increase household indicate a super growing marked demand .This provides to Sainsbury to grow its market share,
	Hence, social standards can have a supportive approach to ensure the cumulative growth of Sainsbury's.

	Technological
	· The UK is famous for its tech hub, which is highly useful for business entrepreneurship. 
	Therefore, tech support can help Sainsbury’s to move online service operations.


Table 2: PEST analysis
With respect to the social support regarding higher-order online customers, integration has had a greater impact on Sainsbury's business transformation during the Covid-19 pandemic. As opined by Aydiner et al. (2019) quality control process helps to determine the state of competency to remove hazards. As per enabling safety for customers, the plastic packaging system has been reduced by 86% in this response. Not only have that, but Sainsbury's also ensured to develop 273 recycling sites to maximise quality assurance strength (About. Sainsbury, 2022). On the other hand, in case customers experience improvements, Sainsbury’s escalates their business with automation technology. Technological drivers are the prime factors that give external support to Sainsbury to entail the betterment of customers' experience.
[bookmark: _Toc100682433]Introducing the marketing theory 
· Marketing mix
The marketing mix model has four segments: product, price, place, and promotion regarding strategic business management. In this context, the following factors have been analysed regarding the customer experience of Sainsbury's.
Product
Sainsbury offers ready-to-eat meals, bakery products, low fat-containing food products, and organic food items. In addition to this, they are offering kitchen products and furnishing goods. 
Price
In the case of Sainsbury's, it has been analysed that they are using a competitive pricing strategy to ensure quality based product service reasonably. Sainsbury's has generated 32.3 billion British pounds (Statista, 2022).
Place 
Sainsbury's has 1411 stores across the UK that are used for placing their products for consumer use (Statista, 2022).
Promotion
Currently, Sainsbury's has looked forward to moving its business dynamics with social media promotion and advertising.
· Ansoff Matrix
Market penetration
Market penetration strategy is highly comparative for strategic business operation. In this context, Sainsbury promotes providing customers incentives to integrate loyal customers. 
Product development
Sainsbury has introduced "sainsbury's central, " an innovative approach to achieving loyalty from distant customers. As mentioned by Tueanrat et al. (2021), removing travel costs for improving consumers' buying experience has a greater influence on increasing sales.
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Figure 3: Ansoff matrix
(Source: Dawes, 2018)
Market development
Sainsbury's evolved their business domain by including banking, insurance service, credit services, and the initiation of an online payment gateway, which are effective to penetrate the international market.
Diversification
Sainsbury’s facilitates their business horizon through diversification in response to moving to clothe retailing and grocery items. 
· Communication mix
Communication mix is an important tool that helps transmit information regarding products, services, and brands to the customers from entrepreneurs. It is essential to provide detailed information regarding the quality and values of products in the market to gain customers' engagement. Initially, Sainsbury's used advertising and traditional media to encourage and manipulate target audiences to purchase products. According to Manzoor et al. (2020), advertising is a promotional medium to communicate with customers and build trust and reliability. On the other hand, the Covid-19 pandemic has changed business requirements and forced the move to digital to ensure service availability to create a presence in customers' mindsets. Through this, around 39% of retail customers are moved toward online service that helps generate income levels by £5.8bn (About. Sainsbury's, 2022). A public relation is a distinctive approach that provides a direction to deal with two-tier communication for building healthier relations with customers and oriented service providers. 
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Figure 4: Communication mix model
(Source: bin Abdul Lasi and Salim, 2020)
· Stakeholder mapping
	High power; low interest
	High power;  high interest

	· Director
· Human resource management
· Contractors
· Creditors
· Local authority
	· Manager
· Team leaders
· Shareholders
· investor

	Low power; low interest
	Low power; high interest

	· Employees
· Customers
· IT supports
· Team coordinator
· suppliers
	· Partners
· Sales groups


Table 3: Stakeholders’ mapping
Based on this, it has been stated that stakeholders of Sainsbury's are highly concerned regarding growth and development. Employees, customers, and suppliers are considered under the low power and low-interest group, but they are planning a major role in continuing business operations. With the help of supplier support, Sainsbury's is committed to meeting customers' requirements to create opportunities for long term growth and achievements.
· Porter’s 5 forces
Bargaining power of customers
The bargaining power of customers is high in the UK retail market as there are a number of service providers available like Tesco, Asda and others. Sainsbury must ensure that quality systems and quality control are integrated into its CRM so that CEX and CEN are Centrepoint.
Bargaining power of suppliers
The bargaining power of suppliers is medium due to the availability of suppliers in the retail market. As mentioned by Bag et al. (2020), suppliers are playing a major role in increasing the efficiency of business operations to ensure products and service availability.
The threat of new entrants
The threat of new entrants is low because of Government regulations that directly affect the chances of new business entry in the Uk market. Hence, Sainsbury can optimise their performance by upholding customers' friendly service regarding pricing.
Threat of substitutes
The threat of substitutes is high concerning grocery items because competitors are providing the same products with competitive price settings.
Competitive rivalry
In the UK, there are a number of competitors identified by Sainsbury's, such as Tesco Plc, Asda, Marks & Spencer, and Walmart. Therefore, the threat from competitors is comparatively high in the UK.
Based on this, it can be stated that the marketing patterns of Sainsbury's are directly associated with customer-centric business operations to retain customers' loyalty that, allowing them to emerge business services during the meantime of the Covid-19 pandemic.


[bookmark: _Toc100682434]Task 2 
Ways through which Sainsbury’s deals with a new situation and achieves its business objectives by developing and maintaining good customer relationships
Sainsbury's responded actively to deal with the new situation of the Covid-19 pandemic that drove the challenging situation to continue operation. In this era of business operation, advanced technologies play a major role in communicating with customers to increase purchasing volume. Munir et al. (2020) mentioned that customer integration has been possible to achieve by enabling the best quality service with the cheapest pricing standard. For this, Sainsbury’s launched cutting-edge communication technology, which gives them adequate support to continue customers' communication. Through artificial intelligence and robotic technology, Sainsbury's promotes supplier service operation to increase productivity levels in the new normal state as per meeting the objective to increase financial return on investment. In this context, as per the given scenario, continuous communication with customers in enabling app-based service operation is immensely beneficial to achieving a better customer experience. As opined by Fernando et al. (2019), customers’ friendly service generation is widely accountable for maximising sustained business performance in gaining higher-order competencies. On the other hand, Sainsbury’s have evolved their marketing process by creating a social media presence that effectively integrates customers' response. A good customer relationship has been possible to build by prioritising customers as the organisation's valuable assets to accept any challenge to fulfil customers' desires.  
With the assistance of IT, Sainsbury’s has developed 24*7 customers service portals to resolve queries quickly. Through the consideration of this, they have gained numerous supports to optimise performance levels to gain higher-order competencies. Due to the Covid-19 pandemic, maintenance of social distancing is essential to ensure safety and security measures in regard to sustaining business operations. For this, Sainsbury's has implemented an iconic approach that is drone delivery within one hour through the use of an application (Verdictfoodservice, 2022). Therefore, Sainsbury's contributed enough efforts to improve customers service during the Covid-19 pandemic, allowing it to integrate flexible business recognition. 
[bookmark: _Toc100682435]Identifying the systems that support organisation's quality processes 
Customer relationship is the key process that can help any organisation effectively engage with customers. Guha et al. (2018) highlighted that the quality process of customer relationships is highly important to understand how the customer relationship can be built. In this case, it is highly required for the organisation to obtain growth through effective customer engagement, which can come from effective customer relationships. Based on the effective business operation of Sainsbury, there are a few techniques that can help acquire the customer relationship in the business with higher exposure. It is highly important to know the techniques which can implement customer relationships in the business effectively, so here are those techniques such as
· Greeting
Greeting new customers can help in approaching them to involve with the business in a natural way.
· Understanding
Understanding the customer's requirements can make the business more accurate, which can help build relationships with the customer effectively. 
· Acceptance 
Commonly, few people won’t like the product and the company should accept it and make the focus stronger on those interested in that product.
· Helping nature
If the customer representative and the company help the customer throughout their buying experience, the relationship with the customer will be enhanced.
· Awareness 
Awareness of customers can help give extra support to the customer, making them more engaged with the company.
[bookmark: _Toc100682436]Understanding the extent to which those systems are effective in times of crisis like COVID-19 
Based on the business of Sainsbury, it has been noticed that meeting customer requirements and maintaining customer relationships is highly important for the company. In this way, an organisation can increase their growth level through effective customer relationships and meeting the customer requirements through the effective business operation. It can be said that focus on the customer relationship and customer requirements are interconnected, where meeting the customer requirements can make the consumer engage with the company (Sanny et al. 2021). In this way, the bonding between customer and organisation can become stronger, mitigating several issues from the business transaction.
· Customer requirements
Based on the system of supporting the organisation's quality processes, it can be possible to say that understanding the customer can help to perform based on customer requirements, which can be highly attractive for the business. In this way, it can acquire more people in the business by meeting effective requirements to make those new consumers engaged in the company. Apart from that, it can be said that acceptance of consumers' buying preferences can improve business diversification. The company should accept that many people have different choices and expectations based on this. The company must focus on their expectations and make diversified products that can largely meet the customer's requirements.
· Customer relationship
Based on the effective business operation by the company, it is highly required to greet each customer in a better way which can help to approach them for the business purpose in a natural way. In this way, a positive gesture can influence the customer to become engaged with the business, which can help build a good relationship through the effective business operation. Apart from that, helping nature is another positive system of the organisational quality process that can improve the company's brand image by helping customers throughout their buying procedure (Ek Styvén and Mariani, 2020). Thus, customers will return based on their previous good experiences in their buying purpose. Based on this, consumers can bring more people due to the supportive nature of the company. 
Lastly, awareness is another vital system of the organisational quality process that can justify the company's internal and external factors and provide extra support to the consumer. In this way, a framework of the company's strengths, weaknesses, and political, environmental and legal aspects will be highlighted. The transparency of factors can attract the consumer to become more engaged through the effective business process of Sainsbury.
[bookmark: _Toc100682437]Application of an appropriate quality process (relating to customer service) in the workplace 
It has been found that the customer service is an effective support to the customer by which customers can get a significant assist in their buying experience, which must be excellent due to the company's reputation. As Davenport and Ronanki (2018) mentioned, it can be possible to say that the customer service professionals can ask frequent questions to identify the actual issue with the product. Based on this, it has been noticed that customer service is mostly done through in-person, phone, chat, mail, and other social media platforms. The rules of customer service have changed in a huge way due to the effectiveness of the global pandemic Covid-19. Based on this, it has been noticed that the in-person interaction during customer service has been stopped due to maintaining the social distancing and preventing the spread of the global pandemic Covid-19 (Ahmed et al. 2021). The professionals can also create a self-service report that can provide the documentation of customer service. It is important to understand the objectives and outcomes of customer service for the company. As mentioned in the case study, it has represented that the customer's expectation from the company has been shifted based on their values and priorities due to the crisis of global pandemic Covid-19. 
Customer service has generated revenue for the company by providing effective support to the customer, which can attract them to become engaged with the company. In this case, the company must focus on their customer aspects by which they can analyse the customer's requirements with higher exposure. It has been noticed that before approaching the global pandemic Covid-19, the customer service of the Sainsbury's has been highly engaged with the customer by which the company sends their professionals physically to support their customers (Mkansi and Nsakanda, 2021). Thus, the customer has got highly motivated through their buying preferences. But after the approaching global pandemic Covid-19, the customer service scenario has changed due to restrictions on physical movement. Based on the case study, it has been mentioned in the article that the customer has got time delivery from the company (Refer to case study). But after approaching the Covid-19, there are any delays due to a lack of employees who can provide effective support to the customer service. In this case study, it has been mentioned that customers are more emotional and personal based on their buying adaptability. So after the approaching global pandemic Covid-19, the customer service from the end of the company has been slightly hampered due to a lack of customer service professionals in the workplace (Akpan et al. 2020).
[bookmark: _Toc100682438]Critically evaluates the benefits and challenges of developing and maintaining good customer relationships. 
In order to enhance the effectiveness of the company, it has a high potential of benefits through maintaining customer relationships in a better way. Based on this, it can be possible to say that Sainsbury has maintained their customer relationship in an effective way. Based on the benefits and challenges of customer relationships, the company can get higher business value or fall through their operation with a higher exposure because the benefits and challenges of customer relationships represent the organisation's impact on society (Libai et al., 2020). Based on this, it is highly important to discuss the benefits and the challenges of the customer relationship, such as
Benefits
· It can help to develop the conversion rate.
· Based on the increased sales value, it can develop customer satisfaction and business efficiency excellently. 
· Effective customer relationships can develop the consistency of interaction between customers and the organisation (Gil-Gomez et al., 2020).
Challenges
· The overall knowledge is still unclear for the sales professionals.
· The user of customer relationship management uses only half of the features of customer relationship systems. 
· Based on the customer relationship, the sales technology in day-to-day occupation is more difficult in the current situation than 2-3 years ago.
· Small and medium enterprises can face a lack of resources to implement in the business, which can reduce the IT skill of the company (Álvarez Jaramillo et al. 2019).
· Lack of integration with other tools can be the biggest challenge of using the existing customer relationship strategy.
[bookmark: _Toc100682439]Conclusion 
In this article, several aspects related to customer service and customer relationships have been explained on the basis of several customers' expectation shifts. In this situation, it has been found that global pandemic Covid-19 has derailed customer service from the mainstream, where physical appearance is not meant to be possible due to the lockdown. This article mentioned that every aspect of the organisation had been changed due to the global pandemic Covid-19. The customer opinion has been changed based on the experience of the Covid-19 overnight. In this case, it has disrupted the organisation's routine, which has maintained the policy of customer relationships effectively over the years. In order to maintain the flow of the relationship after the period of global pandemic Covid-19 adopting customer experience, support to the customer and customer engagement is highly important, which has been explained in the article by mentioning the examples of Sainsbury Plc. In this article, the benefits of maintaining effective customer relationships have also been mentioned along with some possible challenges that can impact the business. Along with this, communication can be developed through effective interaction with the customer can help the business grow more.
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