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Executive Summary
A business report on Sainsbury was conducted to validate the impact of Covid 19 pandemic on consumer engagement. Emphasising on key theories, this study elaborates and evaluates that making use of management and customer’s relationship theories are going to provide an organization with effective development. Endowing this aspect, an organization can enhance its sales and service in a positive aspect. An organisational overview of the brand was presented with particular emphasis on the fluctuating trade economics. External challenges like high inflation and an abrupt shift in consumer purchase behaviour was experienced. These challenges have been discussed and validated by information gathered from news reports and articles. Moreover, it also focuses on identification of systems based on which Sainsbury’s is able to improve their progressiveness during COVID-19 pandemic. Despite the deteriorating situation, this retail supergiant provided qualitative assistance towards customers using CRM practices. The IDIC model of CRM was suggested to Sainsbury with an intention of improving fulfilment of customer demand and customer relationship.
[bookmark: _Toc77613457]Introduction
Customer purchase behaviour shifted through an economic uncertainty that was developed by the Covid19 pandemic. Customers were observed to reassess their preferences and personal values as the health crisis grew prominent. Online shopping gained an impetus due to the lockdown restrictions and customers had more time to research for an alternative. The competition was fierce as the enterprises optimised their online presence. A hefty portion of their business capital was invested to accommodate high demand for online shopping. Traditional approaches to sustain customer engagement and experience were ineffective in the contemporary market. People had access to the internet and preferred their orders to be delivered without any physical contact. A business report was developed focusing on internal and external factors that affect the quality of an organisation. The study emphasised on the abrupt shift in consumer purchase behaviour as their personal values and external environment were altered. A recovery strategy was highlighted for the organisations to improve customer engagement and customer experience. It would promote sustainability while developing and maintaining good customer relationship in this new situation. An investigation of Sainsbury UK was directed to validate the objectives of this study. 
[bookmark: _Toc77613458]Aim of the study
Primary aim of this business report is to deliver a “recommendation strategy for future sustainability of an organisation through improved customer engagement (CE) and customer experience (CX) strategies.”
[bookmark: _Toc77613459]Organizational Overview
Sainsbury is the second largest chain of supermarkets in UK with an equally prominent online presence. The supermarkets provide household, groceries, and organic food solutions to their trusted customers. The brand experienced a steady growth in their productivity over the years. In 2016, an acute economic uncertainty was developed and their business capital was affected. On an average, annual growth in terms of revenue was 1.8% over the years and their retail sales for 2019 rose to 28.4 billion (Coppola, 2020). The statistics indicate a hike in their customer base and brand reputation is accordingly developed. Sainsbury functioned with an aim of serving healthier food choices to customers and plans to increase 70% food production by 2050 (SAINSBURY, 2021). The food choices they make are healthier for customers and environmentally sustainable. They aim to reduce the global emissions caused by agriculture and food wastage. Their food choices are focused on an “Eat well” guideline provided by the UK government. Sainsbury was also observed to develop strategic alliances with “Livestock Environment and People” (LEAP) and sponsored research work in Oxford University. The advancement in R&D has helped Sainsbury to develop meat alternatives for their vegan customers. All these initiatives clearly indicate a high level of commitment towards customers and they remain satisfied with the experience. Customer engagement was another essential aspect that was developed through promotional mails and messages. However, the global pandemic affected productivity of Sainsbury, as customers were not allowed to visit any of their physical stores. Recently the company invested a hefty portion of their business capital to expand their number of convenience stores. ROI was affected as sales were drastically reduced and the stores were forced to be shut down. Sales in Sainsbury convenience stores were reduced by 5% as 600 stores in different city centres were closed due to lockdown restrictions (Butler, 2020). Annual revenue was affected and the brand failed to attain competitive advantage due to their poor online penetration. Overall sales in Argos were improved by 10.7% and demand for home deliveries was high by 78%. They continued to function through 300 outlets in Sainsbury supermarkets even when they were closed in lockdown. The market scenario has become highly competitive due to such online retailers. Traditional methods to sustain customer engagement had failed for the supermarket chain. Customer values and preferences were altered as an abrupt economic uncertainty was developed. They shifted to cheaper alternatives and customer base of Sainsbury was eventually dissolved. It became necessary for the company to develop a suitable strategy and improve customer experience, engagement for a sustainable future.
[bookmark: _Toc77613460]Key Theories for Marketing and Customers Relationship Management
Marketing theory is a strategy using which an organization prompts its sales and services towards customers. Implementation of marketing theory provides an organization with development, growth, and goodwill in market. Moreover, because of marketing theory, an organization enhances their product quality for obtaining customers' value. According to Miller Jr (2020), by making use of marketing theory, an organization can obtain conceptual data about its competitors in market. On the other hand, in case of customers, relationship management is a process that provides an organization with assistance in developing a positive relationship with customers. Hence, it provides an organization with increased face value in market. Underpinning this marketing and relationship management aspect, it has witnessed that there are certain theories that assist an organization in development. These theories are:
Porter’s Five Force
[image: ]
Figure 1: Porter’s Five Force
(Source: Influenced by Ferdinand and Tresyanto, 2020)
Porter’s Five Forces is an analytical tool used by organizations in order to develop their marketing process. Implementation of this analytical tool an organization understands the external environment of an organization and competition within. Based on evaluation aspect, an organizational marketing team effectively places and positions its products and services in market. In view of Ferdinand and Tresyanto (2020), Porter’s Five Force analytical model provides assistance to an organization in improving performance by reducing organizational problems. Moreover, making use of this analytical framework, an organization understands marketing trends and lays a positive impact over public welfare as well as interest. 
Porter’s Five Force is divided into five major factors using which an organizational marketing manager analyses the condition of market. According to Aithal (2017), five components of Porter’s Five Force enhance developmental aspect of a business. Focusing on Suppliers Power's marketing team of an organization understands quality and uniqueness of their products. Obtaining an understanding about Buyers Power, an organization understands what effect customers are going to lay on organizational products. In addition to this, Competitive Rivalry in market also provides a brief towards marketing team of an organization in obtaining an understanding about strategies competitors implying while conducting business in market. Most importantly, information about Threat of New Entries and Substitution Products provides an organizational marketing department in evolving innovative approaches to obtain customers. 
Implementation of Porter’s Five Force provides an organization with assistance in development. Making use of this model an organization can evaluate its competition in market. Moreover, because of this model organizational management team can develop planning and strategic aspects assisting in growth. Moreover, management in an organization can effectively maintain a positive relationship with its buyers and suppliers.  However, according to Lehmann and Jungwirth (2019), Porter’s Five Force creates a blind spot to marketing and managing department. Hence, organizations start ignoring other vital factors leading an organization towards a position where an organization cannot perform its progress in market.  
Hawkins Stern Impulse Buying
[image: ]
Figure 2: Hawkins Sterns Impulsive Buying Model
(Source: Influenced by Paul, 2021)
Hawkins Sterns Impulsive Buying Model is an aspect owing to which it influences customers and encourages them in purchasing products and services from an organization. Implementation of this model improves relationship of an organization with its customers. An organization by making use of manipulative aspects drives a customer’s decision making them loyal towards an organization. In order to make this theory work, an organizational marketing team provides discounts towards customers over a particular product or service. Undergoing this terminology, customers can virtualize their needs and obtain products with efficiency. According to Paul (2021), Impulsive Buying Model creates a situation towards a customer in such a way that their daily process of consuming goods and services changes. Hence, an organization obtains increased sales and obtains a value in market if their product and service quality gets up to expectation of customers.  
Hawkins Sterns Impulsive Buying Model is categorised into four different parts based on which customers get attracted towards an organizational product or services. According to AKBAR et al. (2020), impulsive buying behaviour plays a role of moderator between an organization and its would-be customers. Pure Impulse Buying is a process using which an organization targets customers by providing them with discounts. Hence, customers are diverted and obtain products, which they were not supposed to. Reminder Impulsive Buying is a process that attracts knowledgeable customers towards a product or service. Without neglecting it, customers buy products and provide organization assistance in obtaining sales. Customer loyalty towards an organization with assistance of Suggested Impulse Buying process attracts other customers. Hence, customers get products or services from an organization. Planned Impulsive Buying is an aspect, due to which an organization by promoting substitution products attracts customers towards an organization. Hence, owing to this aspect, an organization conducts business effectively. 
CRM Customer Model
[image: ]
Figure 3: CRM Customer Model
(Source: Influenced by Gil-Gome et al. 2020)
CRM Consumer Model is a framework that emphasises on both aspects of promotion as well as customer relationship management. Maintaining and managing this aspect an organization can understand needs of its customers by promoting and providing them with it. Moreover, by making use of CRM Model an organization can effectively maintain customers' interest along with retaining them and selling them with qualitative products and services. In the opinion of Gil-Gome et al. (2020), CRM Customers Model provides an organization with dual benefits of customer’s knowledge management along with innovative approaches towards them. 
It is very important for an organization to make use of CRM Customers Model because it can provide them with assistance in promoting organizational products and at the same time, they can retain customers. According to a report of Forbes, making use of CRM management technology, an organization can effectively learn, organize, and optimize their services so that an organization can obtain enhanced value of its products and services (Forbes, 2017). Moreover, by making use of CRM Customers Model, by collaborating with customers and identifying their needs, this model effectively assists an organization in development. Organizations like Sainsbury, while conducting its business in financial year 2019-20, obtained a profit of £ 152 million after paying its tax (Statista, 2021).Thus, it can be stated that because of their CRM practices, this organization during global COVID pandemic situation segregated needs of its customers and provided them with best value assistance.
[bookmark: _Toc77613461]Critical Analysis
[bookmark: _Toc77613462]Factors Influencing Organizational Quality Systems and Control for Customers during COVID-19 Crisis
High inflation
The Heath crisis of 2020 gave rise to an acute recession and inflation rates were high in UK. In December of 2020, the rate was 1.9% and average expenditure of consumers was reduced drastically (King, 2021). Customers grew concerned about the money they had to pay for buying commodities as unemployment was higher than usual. Majority of the stores were shut down and employees had lost their jobs. Consumers purchased cheaper alternatives despite being a regular at Sainsbury’s and overall revenue was disrupted. “A grocery price war” had been initiated between popular retailers of UK and Sainsbury reduced prices of 200 products as an attempt to attract more customers during a recession. “Price lock” promise was applied on 1000 products to highlight their commitment towards customers. The company reported a loss of £261 million despite repeated attempts at improving customer engagement (Butler, 2021). Despite booming sales of groceries and more than a million dollar to protect staff, customers from Corona Virus, Sainsbury failed to sustain their annual revenue. The cost of keeping employees safe during a health crisis was high and Sainsbury had failed to recover the expenses. 
Shift in consumer purchase behaviour 
Consumers were restricted to visit any physical establishment during a lockdown. Accordingly, online purchases were higher than usual and an uncalled shift in consumer purchase behaviour was observed. Approximately 87% surge in online sales was experienced by Sainsbury as orders made per week rose to 650,000 from 370,000 in the last year (Jahshan, 2020). The company failed to comprehend such unprecedented growth initially. As a result, delay in delivery of ordered products was experienced by most of the customers. They shifted to alternative services with an improved infrastructure. Tesco accordingly became the most successful retailer in UK with $ 81.3 billion worth of sales (Sabanoglu, 2021). They catered a premium service to their customer base during a severe health crisis. Sainsbury tried to improve online infrastructure by optimising their websites and increased their capacity of dealing with deliveries. Numerous collection points outside the supermarkets helped in timely delivery. 25,000 additional staff was hired to pick orders from shops (Butler, 2020). The restructuring helped Sainsbury to meet a higher demand of consumers. Sales for essential items were higher than usual and certain products experienced a standstill in terms of demand. Grocery sales rose by 7.3% along with some other essential items. Approximately £29 billion was saved on petrol as transportation was restricted during the lockdown and fashion sales experienced a 9% downfall (Butler, 2021). The unprecedented shift in purchase behaviour was difficult to manage and Sainsbury failed to attain competitive advantage. The company had taken a lot of effort to improve customer engagement, experience. But the protocol failed to attract a broader customer base and the company eventually slumped to a great loss.
IDIC model
[image: IDIC Process Model (Siddiqi et al., 2002) | Download Scientific Diagram]
Figure 4: IDIC model of CRM
(Source: As inspired by W.K, 2020)
Smooth functioning of customer service requires incorporation of a suitable CRM model. One of the widely used models is the IDIC model and was utilised to identify value, expectation of customers (W.K, 2020). The model focuses on four dimensions to identify what a customer demands. 
Identifying customer expectations 
Understanding what the customer demands is the first part of demand fulfilment. Sainsbury could conduct surveys to identify the type of services their customers demand. Public forums and social media engagements could be analysed to conclude from customer feedback. 
Differentiating the expectations
Differentiating customers according to values and needs is essential. Sainsbury’s could segment their customers according to the conducted analysis. Thereafter differentiating by value would help to identify loyal customers that need to be focused on. 
Customer interaction 
It identifies how a customer relates to a particular service or product and provides an insight to customer experience. The brand needs to focus on customer service and feedback of customers. It would help Sainsbury to improve their service and incorporate necessary changes to the process. 
Customisation to meet customer expectations 
After the process of differentiating and interacting, an idea regarding the consumer demand is acquired. Customisations are made to the process and their strategic decisions are aligned to customer expectations. The process is repeated in a timely manner to keep the company updated according to recent demands. 
[bookmark: _Toc77613463]Identification of System
[bookmark: _Toc77613464]Maintenance of Organizational Quality Management
Sainsbury’s is an organization contributing towards retail market in UK and assisting this country in developing economically. Across the UK, because of its qualitative products and enhanced customers management programmes, this organization provides service and products towards customers. Obtaining nearly about 800 convenient stores and 600 supermarkets Sainsbury has provided its customers with enhanced services (About.sainsburys, 2021). However, because of COVID-19 outbreak, Sainsbury has had to shut down its stores. Owing to this, it was unable to provide service to customers with efficiency. Though Sainsbury’s has focused on providing assistance towards its customers, product quality management during pandemic situations became challenging for this organization. It is assessed that failure to manage product safety and sourcing is a greatest threat towards Sainsbury’s. Owing to this aspect, if it fails in delivering qualitative products towards its customers, then it is going to create a negative organizational impact. Moreover, loss of life and threat of injury was also creating barriers towards development. In addition to this, it is witnessed that Sainsbury’s 987 employees were reported to be affected by COVID-19 virus and 117 died due to this (Basingstokegazette, 2020). Hence, organizational quality management became challenging towards Sainsbury’s creating a barrier between customers and this organization.
However, making use of online platform of Argos, this organization successfully conducted its business. Argos is a platform that assists almost 90% of retailers in UK to sell organizational products. In addition to this, the quality control manager by focusing on organizational product quality provided assistance by maintaining organizational growth. Quality manager of Sainsbury has ensured that storage facilities had to be safe and focused on maintaining product safety and integrity by reducing aspects of contamination. Owing to this aspect, Sainsbury has conducted their business by maintaining organizational product quality. According to Elijah et al. (2018), organizations in order to maintain product integrity emphasises the Information Technology system that provides it with an idea of product quality. Hence, Sainsbury’s by implementing technological and strategic assistance maintains quantity of organizational products. There were certain strategies that Sainsbury’s took in order to provide assistance towards customers for maintaining quality. These strategies are:
Food First:
Sainsbury’s has focused on its food first strategy in order to maintain product quality and obtain value in market. This organization by shortlisting its suppliers obtain qualitative products. Hence, by maintaining product quality and integrity, it provides its customers with safe and secured items. Thus, without losing its face value, Sainsbury has conducted its business during COVID-19 pandemic. However, Sainsbury’s was unable to provide effective assistance towards customers; this organization with assistance of Argos boosted its sales up to 68% (Internet retailing, 2021). However, with a drop of 39% in profit, Sainsbury has provided assistance in development. 
Delivered Brand:
Sainsbury’s is an organization that emphasises on its brand value as it focuses on providing its customers with qualitative and effective products. In order to maintain its reputation, Sainsbury’s never hesitate in collaborating with reputed brands. During the COVID-19 pandemic, making use of Argos, Sainsbury has provided assistance towards its customers. Ensuring qualitative and safe products, Argos assisted this retail organization in improving its progress in market. Not only Argos, Habitat, Tu, Nectar and Sainsbury’s Bank have also provided it with assistance in maintaining organizational product quality management. Sainsbury's Bank by implying service of Nectar Credit Card assisted its customers. Providing offers like investing £ 50, customers can obtain service of £ 400 from this organization (About.sainsburys, 2020). Hence, it improved the customer engagement process and provided this organization with development. 
Connection to Customers:
As Sainsbury’s is an organization that is focused towards its customers' value retention as well as their safety. Hence, emphasising on this aspect, this retail organization developed a click and collect system (Sainsbury’s, 2021). Due to which customers can place their order and can collect their products without getting affected. Moreover, Sainsbury’s has also emphasised on its quality management aspect based on which customers relied over this organization and acquired their necessity products. In order to encase this system; moreover, 850,000 customers engaged themselves with this organization.
[bookmark: _Toc77613465]Critical Evaluation of Process Assisting in Meeting Customers Requirement
Customer requirement is a process owing to which an organization is able to determine which product is necessary for its customers. Endorsing this aspect of an organization by targeting the needs of its customers provides assistance in obtaining qualitative products. Due to this aspect of meeting customers' requirements, it provides an organization with double benefit. An organization obtains value as well as growth along with this it is able to obtain loyal customers. On other hand, for retaining customers' value, it emphasises on fulfilling customer requirements and motivates a customer in obtaining required products. As viewed by Saath et al. (2018), maintaining customers’ requirements shows commitment and transparency of an organization. Hence, an organization develops its progressiveness in market with effectiveness. 
However, being a customer centric organization, mitigation of customers' requirements is a very important aspect for Sainsbury’s. Moreover, because of pandemic situation, it was unable to provide assistance towards its customers. It is very important for an organization like Sainsbury’s in maintaining its customers’ requirements because apart from building up organizational reputation, this process is going to provide assistance towards it in developing organizational value in global market. There were certain strategies that provided assistance towards this organization in mitigating its customers' needs. These strategies are:
Fair Price Management
Pricing is a very important aspect onwards of an organization based on which it is able to obtain effective customers. Emphasising over this aspect, it has witnessed that Sainsbury’s has effectively attracted customers towards organization by reducing organizational price policy. This organization, by reducing the regular price of its products, effectively retained the value of its customers. Sainsbury's has reduced the price of at least 1000 front line food products in its organization. Hence, this retail organization was able to obtain value from customers. As Asda is the biggest competitor of this retail organization, therefore by matching product prices similar to them, this retail organization provided assistance towards its customers (About.sainsburys, 2014). Most importantly, this organization by flashing up their product price directly towards customers provided assistance towards costumes. Hence, customers without getting confused effectively can obtain service from this organization.  
Maintaining Effective Service
The very first and most important aspect within Sainsbury’s is to maintain its positive relationship with customers. An organization by maintaining a positive relationship with customers is able to obtain beneficial advantages in development. Hence, it provides an organization with goodwill and growth in the market. HR management of Sainsbury’s trains its employees to provide positive assistance towards its customers.  Emphasising over this aspect and making use of almost 162,000 employees, it provides effective service towards customers by mitigating problems. Sainsbury’s uses Mystery Shopper programme every fortnight to evaluate the customer service process of this organization (About.sainsburys, 2016). Hence, employees within are able to obtain knowledge about its flaws and strengths. Emphasising on these aspects, this organization provides assistance towards customers with effectiveness. 
Qualitative Product
Product quality is a main focus of Sainsbury’s owing to which it is able to develop itself in competitive market of retail industry. Sainsbury’s for maintaining and managing this aspect has focused on their choice of products. This organization collects products of the best quality from over 70 countries. Hence, it provides customers with best service due to which it is obtaining enhanced value in market (About.sainsburys, 2019). However, for doing this, Sainsbury’s has focused on understanding requirements of customers. Opening an online portal, Sainsbury’s is connected with customers. Hence, obtaining understanding about their needs, this organization provides assistance towards fulfilling needs of its customers in a positive and progressive way. 
Providing Value
Sainsbury’s is an organization that has very much relied upon and appreciated by its customers. Organizational management focuses on enhancing talents of employees by providing them with assistance and development. Due to which, employees within Sainsbury’s are very much satisfied with their jobs. Moreover, because of this reason, while dealing with customers, employees within this organization focus on the needs of customers and obtain feedback from them. Endorsing this aspect, customers feel that they are being valued in this organization. Hence, owing to this aspect, customer loyalty is increased towards this organization. Most importantly, because of its 24*7 helpline service, executives of Sainsbury’s provide qualitative service towards its customers by obtaining value. 
[bookmark: _Toc77613466]Critical Evaluation of Process in Maintaining a Qualitative Customers Relationship during COVID-19 Pandemic
Customer Relationship Maintenance is a very important aspect owing to which an organization develops itself. Maintaining a positive and progressive customer relationship an organization can innovate products due to which it can obtain customers value and increase effective growth in market. During COVID-19, pandemic, Customers Relationship Managers played a vital role in assisting organizations in development. According to Agapitou et al. (2017), implementation of CRM strategies in the organizational workforce, it can understand needs of customers with effectiveness. Hence, by fulfilling the needs of customers, an organization can enhance its beneficial aspect in global market with positive and progressiveness. 
Sainsbury’s is an organization that is very focused over maintaining organizational product quality. Along with this, because of its enhanced customer relation management system, Sainsbury’s can mitigate problems of customers by providing them with service. CRM of Sainsbury’s by emphasising on certain aspects provided assistance towards its customers. These aspects are:
Collecting Customers Data
T2 partnered with Sainsbury has in order to capture organizational data nationwide. Hence, this organization can obtain effective and qualitative data about its customers. Owing to this aspect, it is witnessed that Sainsbury has understood needs of its customers and provided assistance in development. However, as Sainsbury’s have 2,300 stores across the country, hence investigating customers’ needs, and providing assistance towards them created barriers. Most importantly, as this process is too time consuming, laying out strategies in mitigating customers' problems and resolving their needs became challenging towards this retail organization. However, it is witnessed that working with T2, this retail organization by implementation of “my360spin digital tour technology” obtained customers information in a short period of time (T2ds, 2021). Making use of this survey, Sainsbury has understood needs of its customers and emphasised on providing them with qualitative products during COVID-19 situation. 
Analysing Customers Data
Data analysis in Sainsbury’s covers four vital aspects due to which management of this organization understood importance of its customer. Based on behavioural aspects, characteristics, needs and expectations of customers, this organization developed itself. Hence, it became effective and adequate while assisting in development. As per statement of executives in Sainsbury’s they stated that this organization makes use of Loyalty Schemes and Nectar Cards to access data of its customers (Etaileurope, 2021). Making use of these aspects, this organization effectively provided assistance towards customers by understanding and mitigating their problems and needs during COVID-19 pandemic. Moreover, this organization has also provided its customers with points for shopping, hence during times of crisis, customers can make use of these points to make purchases. 
CRM Program Development
Understanding and analysing gathered data, Sainsbury’s has predicted their organizational profit in their financial year of 2020. However, because of its effective and efficient programme HR management process, this organization obtained an unexpected profit in the same year. Organizational CR managers by implementation of strategies retained value of customers. Due to this aspect, customers of this organization obtained products using online platforms. Moreover, CR managers by promoting offered service towards customers retained value in them in a positive way. This organization making use of its Nectar Cards produced its customers to provide points. Endorsing which customers can obtain their required products from their online platforms. Due to this CR management approach, this organization understood the needs of customers and provided them with effective products. 
Implementation of CRM Programme
Sainsbury is making use of its online platform Argos provided products towards its customers. Moreover, making use of Nectar Cards, customers of this organization encased opportunities from this organization. It is witnessed that out of 10 Argos online platforms, nine took orders in behalf of customers and provided them with goods and services (Ft, 2021). Hence, because of this strategic implementation process, Sainsbury has obtained a moderate profit in 2020 providing qualitative assistance towards customers.
[bookmark: _Toc77613467]Conclusion
The recent pandemic affected consumer purchase behaviour as online sales rose unprecedentedly. An uncertainty in terms of demand was developed and consumers shifted to alternative brands if the prices were high. To validate these factors a business report was developed by investigating trade economics of Sainsbury, UK. An organisational overview clearly indicated how the flourishing economy of the brand was suddenly disrupted during the pandemic. Customers shifted to cheaper alternatives as the inflation was higher than usual. Unemployment was also high and customers were not allowed to visit any physical establishments. An awareness regarding the key theories for marketing and CRM were discussed. Porter's Five Forces-model, Hawkins Stern Impulse Buying were aligned to improve relationship of an organisation with its customers. High inflation and an abrupt shift in consumer purchase behaviour were identified as challenges that tend to influence poor trade economics of Sainsbury. IDIC model indicated an accurate Human Resource Management policy for Sainsbury and the policy will help to sustain their productivity if a situation like this occurs again.
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