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[bookmark: _Toc100765025]Executive summary
For an organization to have a sustainable competitive advantage, it must create a better customer experience. However, COVID 19 pandemic has led to different changes in customers' behaviors, and this has forced different organizations to revise their customer relationship management strategy in order to improve the experience and engagement of the customers. The following report analyses how the COVID 19 pandemic has affected Sainsbury's quality system and control of customers. It further explains how the organization can use a better-quality system in times of crisis to meet customers' demands and also maintain good customer relationships. In addition, the paper will analyze the benefits and challenges the organization can face while maintaining good customer relationships in its business operations.
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[bookmark: _Toc100765026]Introduction
I happened to be one of the employees in one of the Sainsbury's stores. The company has opened more than 500 supermarkets in the UK. Rohwer and Topić (2019) explained that the organization is the second-largest chain of supermarkets in Britain, and it holds a share of 16% of the trading sector. John James Sainsbury is the founder of the organization, and it is headquartered in London. Based on Rohwer and Topić (2019) observations, the organization mainly focuses on the quality, provenience, and sustainability of its product and services, which has differentiated it from other supermarkets. The organization has also developed a strategy of regular lower prices, which has reassured the customers of quality products and services. Furthermore, the organization has minimized complexity and transformed its cost base. The above has ensured that the organizational portfolio brand supports its focus on food, improves financial performance, and delivers more substantial shareholder returns. 
Sainsbury’s was one of the organizations that dived into massive loss during the COVID 19 pandemic as it spent millions of pounds to protect itself and all the stakeholders (Sainsbury’s., 2020). The pandemic significantly influenced the organization's financial results. The research below aims to analyze how internal and external factors have affected Sainsbury's quality system and control of customers. 
[bookmark: _Toc100765027]Key Marketing Theories
Based on consumers' desires and motivations, the marketing theories have enabled different organizations to analyze the basic fundamental truths about the impacts of marketing. Balmer and Burghausen (2019) explained that marketing theories give an organization a deeper understanding of its customers, their needs, and motivations. Besides, the consumers can understand the market where the company is operating and also create successful social media campaigns. The following marketing theories will be underpinned on the research on how COVID 19 has affected Sainsbury’s quality system and control of customer.
[bookmark: _Toc100765028]Marketing Mix 
entails different areas that an organization should focus on during comprehensive marketing planning. According to Thabit and Raewf (2018), effective marketing should consider various areas such as product, price placement, and promotion. By considering these broad ranges of areas, an organization can reach a wider audience and maintain focus on beneficial things to the business. Sainsbury's marketing mix strategy entails offering its customers a wide range of products. Despite its focus on innovation and quality management, the organization has also developed new products and enhanced the existing range of products. Based on Sainsbury’s (2020) observations, the organization's pricing strategy is based on providing the consumers the value of goods they require. Thus, the company has maintained quality products and services and enhanced customer retention. Sainsbury's distribution strategy involves offering home delivery services, and it encourages its customers to place the orders on the website or via phone call. 
[bookmark: _Toc100765029]Porter’s Five Forces
it is a management tool that enables an organization to understand its underlying levers of profitability. The above theory assumes that five forces determine the competitive intensity and attractiveness of a market. Being a leading firm in the retail industry, Sainsbury's is redefining its ways of managing the business. Porter's five forces have enabled the organization to create a sustainable market in the retail sector. For instance, the organization has dealt with the threat of new entrants by building effective barriers, which has safeguarded the competitive edge of the retail industry. Sainsbury (2020) pointed out that the organization has low bargaining power over suppliers due to its ability to build an effective supply chain with different suppliers. The organization has also been able to tackle buyers' bargaining power by creating a large base of customers.

[bookmark: _Toc100765030]SWOT Analysis 
The analysis enables an organization to identify what is currently strong or weak at its service level. As explained by Tu et al. (2021), SWOT analysis has helped organizations to build upon different strengths and overcome various challenges by identifying potential opportunities that are available to them. Table 1 below summarizes Sainsbury’s SWOT analysis.
	Strengths 
	Weaknesses

	· It has excellent marketing strategies such as social media platforms. 
· It has more convenient stores that give it a unique edge over the competitors. 
	· The company is facing various competitors in different categories. 
· Due to economic uncertainty, the company has been forced to increase prices, especially during COVID 19 pandemic. 

	Opportunities
	Threats 

	· It carries opportunities for expanding to different nations.
· It can quickly introduce automated technology to increase sales by making processes more accessible and more efficient. 
	· COVID 19 pandemic led to the closing of many organizational stores in the UK. 
· The organization may face threats in expanding due to different laws and regulations in other countries. 


 
Table 1: SWOT analysis 

[bookmark: _Toc100765031]Internal and External Factors Affecting Sainsbury's Quality System and Control of Customers.
             Every company carries its own culture. Based on observation made by Chang et al. (2021), many organizations are affected by the inability to compete and respond successfully to the changes in the external environment. The internal factors are the main determinants of how an organization can move forward in response to its external environment. Organizations should consider softer elements such as company culture and image and the role of workers to be able to operate efficiently. 
            In the marketing mix process, Sainsbury's has experienced some strategic risks, which have affected its ability to reach the goals in the business plan. The strategic risks have been caused by changes in technological evolutions and customer demands. Based on Sainsbury’s (2020) observations, the above factors have posed threats to the organization as they have altered how customers perceive organizational products. Another major internal factor that has affected Sainsbury's quality system and control of customers is financial risks. In several circumstances, the organization has experienced changes in interest rates while marketing its products, affecting its business transactions and the financial system. 
             The COVID 19 pandemic gives a good case study on how significantly external factors have impacted Sainsbury's quality system and control of customers. Sainsbury (2020) explained that the pandemic forced the organization to evaluate its changing landscape and create some coping strategies. For instance, while marketing its product, the organization had to ensure that the customers and colleagues were safe to reduce the transmission of the disease. The pandemic caused the organization to remodel a broad range of scenarios. The weaker economic conditions affected the customer demand, especially for general merchandise and clothing. 
               During COVID 19 pandemic, the organization lacked a quality assurance procedure that could ensure that the organization was consistent in producing goods and services. Therefore, it was difficult for the organization to produce products at a large capacity and gain a cost advantage. The access to distribution network was also hard during the COVID 19 pandemic, which greatly interfered with the quality process. Based on Sainsbury’s (2020) observations, the organization had only a few outlets selling the product type, which made it easy for new entrants to join the industry, especially during the lockdown period.
           During COVID 19 pandemic, more than 3000 people lost their job as the organization had to shift its business and staffing plans to accommodate how the disease had shaped the business. Sainsbury’s (2020) noted that when the lockdown pressure piled up, Sainsbury's was very overwhelmed. The organization was forced to introduce online queues and waitlist new clients. Even though the organization was very effective at providing essential products to different people, it had a lot of vulnerabilities. For instance, 87% of organizational perishable products are imported from different nations, which was not possible during COVID 19 pandemic. The organization also had to market its fresh products quickly since its average storage capacity for perishable products was only two days.
             The retail sector also faced an unprecedented increase in demand due to the lockdown. The organization could not deal with the labor supply shortage in several circumstances. Essentially, Sainsbury's was experiencing a spike in product demand and a shortage of labor due to containment measures and lockdown. Even though the organization had involved itself in online delivery services, it experienced tough demand-supply matching for the retail activities. In addition, the organization did not have proper guidance for health and safety in its retail stores that could address employees' concerns. The above challenges affected the workers' well-being, interfering with the organization's quality system. 
           As explained by Dimyati (2018), a quality system plays a significant role in building strong and long-term relationships with customers as well as improving sales and making the consumers loyal to the business. During COVID 19 pandemic, the marketers at Sainsbury's could not maintain the quality system as they could not understand consumers' expectations and improve their goods and services accordingly. On a positive note, the organization was able to implement hygienic facilities that ultimately helped enhance the business's survival. 
           Sainsbury's highest priority during COVID 19 pandemic was to keep the customers and employees safe. The organization had to make changes to all its aspects of the marketing mix and to achieve this; it prioritized adding the material costs. In the marketing mix process, the organization mainly concentrated on feeding poor people, and it also ensured that the most vulnerable people could access every essential item. The organization also made vital donations to charity organizations that helped the customers who had no other form of support. 
         In a research conducted by Sainsbury’s (2020), COVID 19 affected Sainsbury's control over a customer, for it had to prioritize all the online grocery slots for elderly, disabled, and vulnerable people. The pandemic also made the organization significantly increase home delivery and click and collect operations. The organization also had to restrict the number of products that customers could buy in a single shop so that all the essential products could be available to a large number of customers. In selling its products, the organization had to reduce the number of clients allowed into the stores at any one time. Sainsbury’s (2020) also explains how the organization was forced to significantly increase the security and cleaning at every department and also introduce strict hygiene and social distancing measures. In order to promote its brand and products in the market in a better way, Sainsbury's advised its customers to order home deliveries where possible or collect items from organizational stores. However, the above made the organization lose a lot of customers due to rapid changes in different operations. 
          During COVID 19 pandemic, buyers often demanded a lot, especially from online services. Based on research conducted by Sainsbury’s (2020), customers were requesting the best products by paying for fewer prices as possible. As explained by Sainsbury’s (2020), the above challenged Sainsbury's control over customers due to their ability to seek increasing discounts and offers. The organization was also not able to build a huge base of clients that could minimize the bargaining power of buyers and also enable the organization to streamline its sales and production process. 
              As noted by Sainsbury’s (2020), COVID 19 pandemic led to the closing of many Sainsbury's stores across the country. Sainsbury's (2020) further explains how the annual revenue and Profit had dropped by a larger margin due to the lockdown. Even though the period of economic recession started after the pandemic, the purchasing power of common customers declined in the organization. Furthermore, the organization was not able to strengthen its strategic posture and planning. In the past, the organization used social media platforms that enabled it to create a more focused and attractive customer channel and also attract new clients. However, the pandemic made the organization face a lot of repercussions and complicated challenges, especially while dealing with customers within its operations and supply chain management. The figure 1 below shows the impact of COVID 19 on Sainsbury's Profit.


Figure 1: Sainsbury’s pre-tax profit: source (Sainsbury’s, 2021)
[bookmark: _Toc100765032]Systems That Support Sainsbury's Quality Processes
Every organization should have a quality system that can document procedures to better achieve business goals and objectives. According to Betlloch-Mas et al. (2019), a quality management system enables an organization to coordinate its activities while meeting consumer and regulatory requirements. Besides, the quality system allows an organization to improve its effectiveness regularly. With a better-quality system, Sainsbury’ can quickly meet the customer requirements and instill more confidence in the business operations and, in turn, create more customers and sales and maximize its productivity. In addition, the company will be able to meet business requirements that ensure compliance with regulations and the provision of goods and services in an efficient manner. 
One of the effective quality management systems that can be used by Sainsbury’s is customer satisfaction with the product quality. The organization should turn to promotional tactics to improve its quality image. Based on Alzoubi and Inairat (2020) observations, quality products can change the customer's perceptions and ensure that the organization is in the right direction. From a production perspective, the organization should ensure that it has eliminated minor mistakes at every stage of the product development process, such as designing and manufacturing. Equally, Sainsbury’s should consider offering various benefits required by customers, such as quality improvement programs. Alzoubi and Inairat (2020) explained that every organization should ensure that the quality of its products is customer and production-driven for better maintenance of consumers. 
Enhancing customer satisfaction within the product quality can enable Sainsbury’s to meet the consumers' expectations whenever faced with any crisis. For instance, COVID 19 pandemic has caused the organization to transition to online delivery services. Usually, there is a strong relationship between customer satisfaction and the quality of products. The customer will always expect high-quality products by shifting to online delivery services. When Sainsbury’s increases its product quality, it will be able to deal with internal and external factors for the consumers to express their preferences for the products. Tapping to the above aspect will also enable the organization to provide a positive and consistent customer experience and create genuine customer loyalty, especially when faced with challenging crises such as COVID 19.
Sainsbury’s should also invest in better data management. Based on observations made by Shamim et al. (2019), data quality and availability are crucial for the organization's well-being for it drives continuous improvement and prevents quality control activities, especially in time of crisis. With effective data management, Sainsbury’s will experience consistent product quality, operating efficiency, better customer satisfaction, and high profitability. For instance, during COVID 19 pandemic, the organization should be able to provide meaningful data evidence of effective quality control of all the products to the customers. The above will enable the organization to better look at the customer and identify their interests. When an organization's data is organized, it can identify customers' past purchases and predict what they may require in the future. In times of crisis, an organization may take time to determine what the customers will purchase before stepping into their stores. During COVID 19 pandemic, data management could have enabled the organization to recapture different experiences and maintain good customer relationships for the organization's well-being.
Another primary system that can support Sainsbury’s quality process during a crisis is managerial commitments. Abbas (2020) pointed out that the management at every level should fully support and actively participate in quality processes, significantly when an organization is affected by internal and external situations. Without the engagement of management, the organization may not be able to put in the resources and policies required to support a quality management system and maintain customer relationships. In another research conducted by Abualoush (2018), the organizational structure is also a crucial requirement for managing quality processes in a crisis. For instance, during COVID 19 pandemic, Sainsbury’ should ensure that its system is legally structured according to legal requirements. When the organizational elements give a properly functioning quality management system, an organization can quickly build and maintain customer relationships. 
[bookmark: _Toc100765033]Quality Process in Organizations
Based on Sá et al. (2019) research, nearly every customer in every organization has described the importance of quality processes in vital operations. Quality processes should consider all the activities supporting interconnected goals of higher customer satisfaction and company sales growth. Equally, the processes should include various activities such as performance reviews and compensation strategies. For a better-quality process, Sainsbury’s should ensure that it has a center that collectively delivers high-quality customer service and also identifies performance, trends, and issues across the call center. The organization should also assess agent performance over time to continuously improve their skills and give input into coaching and annual reviews. 
The quality process plays a significant role in ensuring that consumer-focused organizations identify and address core customer needs. In a research conducted by Hamdoun et al. (2018), the quality process enables an organization to understand consumers' requirements and expectations. The above is crucial across all aspects of business, such as the production of different goods and services, product design and development, pricing, and other departments that a company impacts the relationship with the customers. Understanding customers' needs can give Sainsbury’s positive references to other potential customers, both of which are very crucial to the growth and prosperity of the organization. In another research conducted by Mizuno and Bodek (2020), understanding what customer requires is essential for an organization to easily adapt to suit the changing requirements and improve the quality of services. 
The application of the quality process should also entail communication of all the needs and expectations of the customers throughout the company. As described by Dimyati (2018), employees should fully comprehend customers' expectations and requirements for the success of the organization. For instance, Sainsbury’s should ensure that all the junior to the most senior employees in every functional area are committed to achieving customers' expectations. According to Dimyati (2018), the above plays a vital role in the effective quality management process. 
Dimyati (2018) also describes that the quality process should monitor customer satisfaction and act on the results. As Dimyati (2018) explained, customer satisfaction is imperative to every organization despite the size of the business. Sainsbury’s should be able to monitor both positive and negative feedback, and the results should be acted on to enable the customers to identify whether the organization values their input. In other research conducted by Ossenberg et al. (2019), every feedback should be taken to aid continuous improvement in business operations.  
Managing consumer relations is a crucial aspect of consumer-focused organizations. Sainsbury’s should ensure that it has well-maintained relations with clients and stakeholders. In this way, the organization can efficiently work towards effective quality management as a genuine customer-focused business. As Dimyati (2018) described, embracing the quality process enables an organization to create marketing and promotional opportunities that had not been developed. An organization can also create omnichannel experiences with the products needed by the customers. 
[bookmark: _Toc100765034]Marketing Service Theories
Marketing service theories are crucial because they give organizations a rough guideline on aiding businesses to promote customer experiences. Based on consumers' desires and motivations for taking action, the above concepts enable organizations to understand basic fundamental truths about marketing. The following theories can assist Sainsbury’s in addressing customers' experiences. 
[bookmark: _Toc100765035]Maslow’s Hierarchy of Needs:
 This is an effective framework that describes and organizes the building blocks for customer experiences, especially in business to a business environment. The model describes critical elements of customer experience required by the organization. For instance, a functional performance exhibits a higher level of reliability to the customers. Trustworthiness is also a crucial element found in the above marketing theory. It ensures information given by businesses is accurate and reliable, and the organization can consistently keep its promises and fulfill all its commitments. Personal value is also a crucial element of Maslow’s hierarchy of needs, and it analyzes the benefits experienced by customers involved in the purchase of organizational products. 
Maslow’s hierarchy of needs mainly reflects the natural way how customers think about their experiences with organizational products and services. For instance, when the consumers first encounter certain products at Sainsbury’s, they will focus on functional performance. Hale et al. (2019) recommend that the level of customer experience should not disappear once it has initially been satisfied. According to Hale et al. (2019, organizations should constantly monitor their performance against all of the consumer’s needs in the hierarchy.
[bookmark: _Toc100765036] SWOT Analysis for Customer Experience
It enables an organization to identify the currently weak or strong services at the business levels. SWOT analysis for customer experiences can enable Sainsbury’s to build upon various strengths and overcome weaknesses through the identification of potential opportunities which may be open to the organization. As a strategic marketing model, a SWOT analysis of the general nature of customer experiences before dealing with specific implementation details.
When analyzing customer experience through SWOT analysis, an organization should first understand customer service components. Tu et al. (2021) explained that SWOT analysis requires an organization to establish a clear picture of the key variables and processes that comprise customer services in the organization. In a different study conducted by Rajendran and Fennewald (2021), an organization should get clear input about the products needed by customers before conducting a SWOT analysis. According to Rajendran and Fennewald (2021), obtaining customer feedback can give an organization new suggestions for creating customer experience by servicing their needs. 
Assessing strengths and weaknesses is also a crucial aspect of SWOT analysis. Customers' experience strengths are the activities that the organization has consistently excelled in and those in which it does better than competitors. However, customer experience strengths ultimately relate to customers' perceptions. On the other hand, weaknesses are the areas of customer experience that need improvement. Once a poor customer experience is identified, the organization should establish the reasons for poor performance. Looking for customer service opportunities is also crucial while conducting a SWOT analysis for the organization can improve existing service levels for better customer experiences. Sainsbury's may lack understanding of changing customer expectations in several circumstances, which is the biggest threat to customer service. In this step of customer expectation analysis, a company should analyze how much of a threat is posed by poor performance. 
[bookmark: _Toc100765037]Benefits of Maintaining Good Customer Relationship
Maintaining a good customer relationship extends beyond running a business and closely related businesses. As Rather et al. (2019) explained, maintaining a good customer relationship enables an organization to improve its relationship with the existing customers and find new customers. The following are major benefits of maintaining customer relationships in an organization.
Reduces the risks of losing customers: based on a study conducted by Rather et al. (2019), poor customer relationship has been identified as one of the major reasons businesses lose customers. Sainsbury’s should invest in tracking customer happiness and satisfaction by setting up opinion boxes. The above initiative can enable the organization to build a lasting relationship with every customer. Kamalaldin et al. (2020) also suggest that organizations should host several activities that bring the customers together to help establish a cooperative relationship.
It is the significant influence of repurchase and loyalty functions: a company can have an assurance of repurchase and loyalty from the customers with a better customer relationship. Based on observations made by Foltean et al. (2019), a happy customer will always prefer organizational products whenever making a purchase. In another research conducted by Kamalaldin et al. (2020), organizations with better customer relationships usually have the most loyal consumers within their business operations. 
Creation of a secured customer base: usually, supermarkets are a very competitive place for every investor. Building and maintaining a better customer base can quickly help the organization create a secured customer base even when there is competition. According to Kamalaldin et al. (2020), an organization can create a secured customer base through interaction with the customers and providing their needs at the best level. 
Customer satisfaction is one of the primary advantages of the customer relationship. When an organization establishes a good connection with consumers, it can easily access their needs without hurdles. In a research conducted by Kamalaldin et al. (2020), organizations that have maintained good customer service have easily satisfied customers' needs. 
[bookmark: _Toc100765038]Challenges of Maintaining Customer Relationship
Employees being pressed to give a response when they don’t have one: in several situations, customers may rush to get an answer when the employees don't know what to say. In such situations, employees may not take time to investigate the issue, and they end up giving poor quality customer service. By not offering a professional service, an organization usually loses potential customers.
Having no solution to customers' challenges: if the employees are at a loss and do not know how to solve a particular issue, they may not be able to maintain customer relationships. Libai et al. (2020) recommend that employees take time and research the information required by customers before coming up with a solution. 
Improved customer service: Libai et al. (2020) explained that every organization that involves customers requires vital customer service. Several organizations have failed to establish a solid long-term relationship with the customers due to their damage control and not being able to offer pleasant and engaging customer service. Libai et al. (2020) suggest that organizations that cannot gauge the quality of employees' interactions with the customers should assess their performance and introduce an opportunity for clients to give comments and suggestions. 
Law of decreasing returns: generally, customer interactions require an initial spark that builds interest and helps it grow. Over time, commodities that may have attracted the clients in the organization may start to be seen as repetitive. To overcome the above challenge, organizations should introduce innovative ways of engaging the customers. For instance, they can look for new promotions for the products and develop their social media campaigns. 
[bookmark: _Toc100765039]Conclusion
In summary, internal and external factors are significant determinants of how an organization will perform its business operations. COVID 19 pandemic is one of the external factors that has affected business operations in many organizations. The research above has analyzed how the pandemic affected Sainsbury's quality system and control for customers. Different studies have shown how the organization dived into a massive loss because it could not manage its quality system and control other clients. The paper has further described the quality system that the organization can use in times of crisis to meet customers' demands and maintain good customer relationships. Examples of the quality systems that the organization can use are data management systems and ensuring customer satisfaction with the product quality. The research has further expounded on the benefits and challenges the organization may face while maintaining good customer relationships.
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