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[bookmark: _Toc38104354]Introduction
Customer engagement with business organisations strengthens the relationship. Understanding the importance of customer engagement assists the business organisations to express their commitment to the success of the customers in achieving better customer service. Effective customer service fostered by business organisations assists them to enhance customer value. This study focuses on the factors that help the management of Sainsbury’s in maximisation of customer value with the assistance. This is carried in accordance with five dimensions of customer value that help Sainsbury’s to analyse the requirements of its customers and provide them with the same. Moreover, the study further sheds light on the identification of factors that help Sainsbury’s to enhance its quality procedures. It also helps the organisation in understanding the degree to which the factors are efficacious in meeting customer satisfaction levels. Apart from this, the study also presents recommendations for increasing the quality of customer services thereby enhancing customer value.
Sainsbury’s is considered to be the second largest supermarket chain in the UK market. It possesses approximately 16% of the shares of the supermarket. It is a retailing public limited company with approximately 186,900 employees (About.sainsburys.co.uk, 2020). The retail market consists of 2300 stores, Argos and supermarkets (About.sainsburys.co.uk, 2020). The vision and mission of the supermarket chain is to become the most loyal and trusted supermarket where people would love to work and customers would love to purchase. It believes that customers are at the heart of the business and its future growth and success depends on the ability to identify the needs of customers and to fulfil them (About.sainsburys.co.uk, 2020). The supermarket chain fosters its customers with more than 12000 brand products and more than 100 supermarkets offer SmartShop and self-scan of products where the customers are not required to stand in a queue for long hours. 
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Critically analyse the factors that influence the ability of Sainsbury’s to maximise customer value
In the context of business, value refers to the monetary terms of economic, technical, social and services benefits received by a marketing company in exchange of the price it pays for the market offering. The research works of Ramanathan et al. (2017) highlights the fact that, development of customer value make the organisations to bargain with its suppliers for reducing the monetary term for better valued products. It is necessary for the suppliers to understand the requirements of its customer’s and their needs that would be worth enough for fostering them with the appropriate material at appropriate cost.  Similarly, the management of Sainsbury’s understand the requirements of its customers that help it to make demands to its supplier regarding the supply of accurate material at reasonable price. Acquisition of products at reasonable rate from the suppliers helps the supermarket chain to provide its customers with quality products at decreased rate. In contrary to this, Grewal et al. (2017) stated that for providing materials at reasonable price, the suppliers are required to understand the meaning and importance of customer value. For better understanding of customer value and the way it can be maximised is elaborated below with the help of five dimensions of customer values.


The 5 dimensions of Customer Values

Figure 1: Five Dimensions of Customer Value Maximisation
(Source: created by the author inspired by  the creator of concept Daniel Simchi-Levi)
· Conformance to requirements
Conformance is necessity in quality assurance that helps the business organisations to ensure that they are effectively able to fulfil the requirements of their customers. According to the conceptual viewpoint of Högberg et al. (2019), it is the ability of a business organisation of identifying and analysing the requirements of its customers that help it to remain competitive within the market. The business organisations are also responsible to satisfy the needs of its customers to develop better relationship. However, Alvarez-Milán et al. (2018) stated that the incapability of the management of business organisations to identify the requirements of its customers makes it destabilise in the market. For identification of actual requirement of customer, it is important for business organisations to segment and target its customers on the basis of demographics, psychographics and geographical location. This assists the business organisations to analyse the factors that can help them to uplift the value of its customers. In this respect, it has been analysed that the management of Sainsbury’s have targeted the women of families belonging to middle and upper class (Osei-Frimpong, 2019). The supermarket chain has targeted the women because they acquire greater knowledge of the household requirements. In accordance with this, the supermarket chain also fosters products as per the requirements of its target customers. 
There is a tough competition among the different supermarket chains of the UK market that are, Sainsbury’s, Tesco, Aldi, Lidl and Marks and Spencer. It has been analysed that Tesco target the children from middle class family and the people who are interested in quality. The management of Tesco Plc aims at providing its customers with electronics, groceries and clothing products through online as well as offline stores. The main aim of the supermarket is to enhance online purchasing experience of its customers (Tescoplc.com, 2020). On the other hand, the management of Sainsbury’s aims at delivering high quality products and services at fair prices and to provide assistance during their shopping for promoting exclusive customer experience. Thirdly, Lidl has targeted customers who have limited spending budget and strives to foster valuable products and services at lower prices (Itani et al., 2019). Another competitor of these supermarkets is Aldi that targets customers from middle-class background and make purchasing decisions on the basis of prices of products. Moreover, this supermarket ensures that it is able to provide its customers with the products of everyday life with highest quality and at guaranteed low price. 
· Product selection
Product selection plays a significant role in empowering its customers to gain alternative solutions for different products. In this respect, the research article of Carlson et al. (2019) mentioned that, effective product selection assists the retailer to increase its customer base thereby providing them with the accurate product as per their requirement. For instance, Sainsbury’s provides its customers with a wide selection of products that help in development of customer value. The supermarkets of Sainsbury’s consist of products like meat, fish, fruits, vegetables, beauty and cosmetics, drinks and home-ware and outdoor products as well. Apart from this, packaging of the product also plays an essential role in driving the purchasing decisions of customers. The supermarket chain is committed to minimise the utilisation of plastic materials for packaging of products by 50% by the year 2025 (About.sainsburys.co.uk, 2020). This acts as an added advantage for increasing the impression of the supermarket in front of its customers.  It has been analysed that presently, the supermarket chain utilises approximately 120,000 tonnes of plastic every year and in the upcoming years the supermarket chain would reduce the use of plastic material by 1% every year (Mohd-Ramly and Omar, 2017). This would thereby help the company to fulfil its promises of sustainability thereby creating a positive impression on the purchasing attitude of customers. 
The competitors of the Sainsbury’s also aim at selecting products to influence the purchasing attitude of customers. For instance, Tesco Plc has been serving its customers with books, electronics, clothing, petrol, software, internet services, telecom and financial services. The brands are manufactured by the team of the supermarket chain with respect to the requirements of its targeted customers (Tesco-careers.com, 2020). Secondly, Aldi also provides its targeted customers with grocery items, frozen products, snacks and salad items. These products have been chosen by Aldi to fulfil the everyday life requirements of its customers. On the other hand, the supermarket Lidl is considered to foster its customers with fruits, vegetables, fresh meal, health and beauty products, liquor products and household cleaning products (Lidl.co.uk, 2020). Other competitor within the retail industry, Marks and Spncer is famous for home-ware, food and clothing products. It further ensures that the products are of high quality and meet the expectations of its customers (Corporate.marksandspencer.com, 2020). 
· Price 
Brand of business organisations are considered to be one of the major reasons for which customers make purchasing decision. Following this, the pricing strategies also affects the value of customers. This is said in accordance with the conceptual viewpoint of Skippari et al. (2017) that most of the customers values price and quality of products and services they purchase. The customers make purchasing decisions on the basis of a feeling of the worth of the product compared to other alternatives. Therefore, it can be stated that by developing better pricing strategies and brand awareness, the business organisations are able to maximise their value of customers. In this respect, Thakur (2018) added that this can further be done by negotiating the prices with suppliers to minimise their sales price. From this, the business organisations can develop strategies for manufacturing high quality products from the raw materials acquired at lower prices. For instance, the marketing department of Sainsbury’s practices the type of low price of competitive pricing strategy. This allows the supermarket chain to foster products and services to its customers at low prices as compared to its competitors in the industry. 
In this context, Kunz et al. (2017) mentioned that, competitive pricing strategy assists the business organisations to avoid the loss of customers and improvise their profit margins. On the other hand, Cano et al. (2017) contradicts with the statement that competitive pricing might result in low profits as the business organisations are required to sell products at low price but have to bear the adequate manufacturing cost. Apart from this, Sainsbury’s develops its brand image by fostering effective quality products at lower prices which help in attaining the trust of its customers. The pricing strategies and prices of products offered by different supermarket are mentioned in the table below:
	 
	Lidl
	Asda
	Tesco
	Morrisons
	Sainsbury's

	Fusilli pasta 500g
	0.78
	0.5
	0.95
	1
	1.05

	Bran Flakes 500g
	0.55
	1.38
	0.66
	1.1
	0.65

	Tinned plum tomatoes
	0.28
	0.35
	0.35
	0.35
	0.35

	Tinned tuna x 4
	2.49
	2.84
	3.25
	3
	4

	Organic semi-skimmed milk 4 pints
	1.49
	1.5
	1.5
	1.8
	1.8

	Organic free-range eggs mixed weight x 6
	1.25
	1.45
	1.6
	1.25
	2.25

	Unsweetened soya UHT milk
	0.59
	0.59
	0.85
	0.6
	0.85

	Multiseed loaf
	1.29
	0.79
	1.35
	0.75
	0.95

	Tinned cat food x 6
	2.29
	2.5
	2.5
	2.57
	2.5

	Non-bio washing powder 20 to 25 washes
	1.99
	2.5
	2.5
	3.2
	2.5

	Chipolata sausages x 12
	1.89
	1.45
	1.7
	2
	1.5

	Apples x 6
	0.62
	1.2
	0.95
	1.25
	0.8

	TOTAL
	£15.51
	£17.05
	£18.16
	£18.87
	£19.20


Table 1: Comparison between the pricing and branding strategy of the retailers
 (Source: https://www.lovemoney.com/2020)
From this table we can see that Lidl comes first in terms of the cost of the product basket. This is possible because compared to Sainsbury's, Lidl is trying to bring consumers products of the same quality as competitors but with a low price reducing the cost with staff.
· Brand
Loyalty to a brand can start very early and can be constant over many years, as is the case, for example, in football teams. Fans support them regardless of their position in Championship. However, David Aaker believes that the times have long since ended where the once-faithful consumer will always remain faithful to the same Brand. What the consumer expects today, Aaker believes, is "to be satisfied, fulfilled, rewarded and even little loved" (Aaker 1996, 92). Expectations of a brand depend very much on the product category of which it is a part. The equation is simple: the deeper it deepens the gap between the customer's expectations and what the brand really offers, the greater will be its disappointment and implicitly, its lack of Loyalty. This can happen even in the case of who have long enjoyed consumer loyalty
	Top Index Rankings

	Rank
	Brand
	2018 Score

	1
	Marks & Spencer
	39.0

	2
	Sainsbury's
	31.4

	3
	Aldi
	30.3

	4
	Waitrose
	25.9

	5
	Lidl
	25.0


Tabel 2: Brand ranking
(Source: https://www.brandindex.com/2020)
· Value-added service
Value added refers to the enhancement of the quality of products and services that are offered to customers by the business organisations. Adding value to services and products is considered to be of great importance as it fosters with an incentives to customers for availing purchase of goods and services (Abbas et al., 2018). Value added services also refer to the additional benefits acquired by the customers for making purchase of products and services. It is believed that by promoting customers with additional benefits, business organisations are able to enhance values of customers thereby encouraging their purchasing attitude. For instance, Sainsbury’s has opened new store of 67,000 sq ft that hosts several types of food items including the fast food stores (Busalim et al., 2019). Moreover, the supermarket chain including its stores offers customers with a concession on purchase of Selly Oak. It has also planned to improvise its stores, cafes and bakery counters.
	Aspects 
	Tesco Plc
	Aldi 
	Lidl 
	Marks and Spencer
	Sainsbury’s 

	Value proposition
	Be energetic and understanding customers’ needs in the first priority (Tescoplc.com, 2020)
	To foster customers with quality products maintaining consistency, simplicity and being responsible for customer’s satisfaction (Cr.aldisouthgroup.com, 2020 )
	Exceptional quality products at lowest prices (Careers.lidl.com, 2020)
	Developing quality and valued range of products and services accessible top every customer (Marketingweek.com, 2020)
	To be the first choice of customers by fulfilling their demands and expectations with range of quality products (About.sainsburys.co.uk, 2020)


Table 3: Comparison between the value propositions of retailers
(Source: About.sainsburys.co.uk, 2020)








	Rank
	Brand
	2018
	2017
	Change in Score

	1
	Aldi
	30.3
	27.1
	3.2

	2
	Tesco
	21.8
	19.0
	2.8

	3
	Iceland
	8.2
	5.5
	2.7

	4
	Asda
	16.5
	14.6
	1.9

	5
	Lidl
	25.0
	23.3
	1.7


Table 4: Brand Ranking Customer Value-added service
Source:www.brandindex.com/ranking

From the table, it has been observed that different retailer possess different value propositions which help them in developing value-added services for their customers. Some of the business organisations provide discount offers on purchase of certain products, other provides vouchers during festive occasions to meet their established value propositions (Harmeling et al., 2017). Similarly, the supermarkets Tesco Plc, Aldi, Marks and Spencer and Lidl like Sainsbury’s foster its customers with loyalty programs and discount offers for maximising their value. Apart from this, it has been noticed that compared to other supermarket, Sainsbury’s has developed a software application called SmartShop that enables the customers to make purchase of products without waiting in a queue. The application allows the customers to scan the products thereby generating the invoice where they can make digital payments and leave the store. This feasible service provision by Sainsbury’s to its customers has differentiated it from other retailers.


· Relationships and experiences
For enhancing value of customers, business organisations are required to foster exclusive purchasing experiences to its customers. According to the opinion of Carlson et al. (2018), provision of quality services with eminent products helps the business organisations in fostering excellent experience to customers thereby developing better relationships. However, Connell et al. (2019) stated that ineffective performance of business organisations result in delivering inadequate services with inferior products that creates a negative impact on the value of customers. Therefore, from the acquired information it can be mentioned that it is essential for the business organisations to continuously focus on their efficiency of service provision. 
Continuous focus on performance efficiency helps the business organisations to maintain the quality of their products and services. In contrary to this, Simon and Tossan (2018) stated that inadequacy in provision of quality products and services also results in decreased revenue growth thereby decreased sales volume. In accordance with this, it has been observed in the case of Sainsbury’s that the sales growth rate shrank by 2.3% in the mid of 2019 (Statista.com, 2020). From the acquired sales data of Sainsbury’s, it can be stated that the efficiency of performance of the employees of the supermarket chain was decreased. This inefficient performance of the employees reflected on the quality of products and services provision thereby resulted in degrading the customer value. 
[image: ]
Figure 2: diminished sales percentage of Sainsbury’s by 2019
(Source: Statista.com, 2020)
From this, it can be said that the decreased sales volume of the supermarket chain reflects that customers were not happy with the quality of products. Henceforth, the management of Sainsbury’s is required to emphasise on upgrading the skills and knowledge of employees for promoting customers with exclusive experience thereby developing better relationship which would help the supermarket to enhance customer value.
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Identify the systems that supports your organisations quality processes and provide a critical understanding of the extent to which you think those systems are effective in meeting customer requirement (Customer Experience Service) 
The quality procedures of a business organisation can be maintained by provisioning eminent customer service. There are five dimensions of fostering quality customer service, they are, Tangibles, Reliability, Assurance, Responsiveness and Empathy. Based on the conceptual ideology of (Fernandes and Esteves, 2016), it has been identified that by incorporating the five dimensions of service quality during the provision of service to customers can help the business organisations to attain the loyalty of the customers. In accordance with this, it can also be said that this can assist the business organisations in meeting the demands of its customers and promoting peace of mind. On the other hand, Parihar et al. (2019) mentioned that for incorporating the five dimensions of service quality into practice, the employees of the business organisations are required to be trained with the skills so as to maintain the smoothness of the service provision. Despite this, it has been analysed from the sales report of Sainsbury’s that the management is required to enhance the quality of customer service provision. In accordance with this, it can also be mentioned that with effective training sessions, employees would be able to acquire the five skills with respect to the five dimensions of customer service quality. This helps in fostering exclusive experience to customers as well as the management of Sainsbury’s is able to fulfil the word of their mouth for providing effective quality of products and services.

Figure 3: Five Dimensions of Customer Service
(Source: created by the author)
· Reliability
In compliance with reliability, the business organisations ensure that they hire skilled and knowledgeable workforce for understanding the mission and objective and to work accordingly. In this respect, Sainsbury recruits skilled and qualified employees who are able to provide excellent services to the customers. Compared to other supermarkets in the UK market, Sainsbury’s management further ensures that the employees of the supermarket chain possess adequate communication skills and patience (McLean, 2018). This helps the supermarket chain to be efficient in promoting quality products and also to make the customers understand the values of the products they are purchasing. This aids to build a sense of loyalty among the customers and also acquires a peace of mind by attaining adequate knowledge regarding the importance of the new product they are purchasing. In addition to this, the quality of product helps the supermarket chain in acquiring enhanced brand awareness with the provision of eminent experience to its customers. Moreover, the consistency in the provision of services as per the expectations of the customers satisfies the customers thereby making them feel happy. From this, it can be stated that by maintaining the reliability within the provision of services and products helps Sainsbury to improvise its customer services.
· Tangibles
The dimension, tangible refers to the facilities provided by business organisations to its customers for promoting extraordinary customer experiences. In this respect, Papagiannidis et al. (2017) added that facilitation of differentiated services to customers helps the business organisations to increase their brand awareness and also to gain the trust of the customers to a large extent. The provision of facilities to the customers can further be enhanced by incorporating technological advancements in the business practices. In accordance with this, it can be stated that the management of Sainsbury’s has launched a software application named as SmartShop that enable the customers to purchase products without standing in a queue for payment (Hollebeek et al., 2016). In this application, the customers are able to move to the shelves of the respective products and pick the same into the basket. Following this, customers can perform self-scanning of the products with the help of which the application provides the customers with the invoice. The customers are able to make digital payments without waiting in queue for long hours. This application has helped the supermarket chain to increase its sales volume by enhancing the quality of customer service provision.
On the other hand, Tesco Plc has also launched an application named Jack’s Shop Smart for enhancing the speed of check out process (Essentialretail.com, 2020).  This helps the management of Tesco Plc to provide its customers with products at lowest possible prices. Other competitor of Sainsbury’s named Aldi has also launched an application named Healthy Pick. This has enabled the customers of Aldi to perform healthy shop. Among these competitors of supermarket industry, Aldi has been regarded to satisfy its customers more as compared to Sainsbury’s. The customer satisfaction rating of Aldi is 71% (Bbc.co.uk, 2020). Despite this, the quality of customer service provision by Sainsbury is considered to be better than Tesco Plc. This is evident from the customer satisfaction rating which is 64% for Sainsbury’s and 61% for Tesco (Maslowska et al., 2016). From this, it can be stated that the decision of the management of Sainsbury’s of the implementation of smart applications for facilitating its customers with better in-store shopping experiences was accurate. The sales report of Sainsbury’s showcases that grocery and clothing sales grew in the year 2020 by 0.4% and 4.4% respectively (About.sainsburys.co.uk, 2020).  With this report, it can be analysed that the management of Sainsbury’s is effectively able to enhance the quality of their customer service provision which reflects on their growth of sales.
· Responsiveness
The dimension of responsiveness establishes the efficiency of the business organisations in the provision of customer assistance. It is believed that for acquiring the loyalty of customers and good outcomes, it is essential to foster quick response to the customers. With this strategy the business organisations are adequately able to increase their brand awareness and satisfy the demands of customers. In this context, it can be said that the management of Sainsbury’s has planned to build a feedback platform for customers in their official web portal as well as on their official pages on different social media sites like Facebook, Twitter and Instagram. With the help of these platforms, the management of Sainsbury’s are able to acquire knowledge regarding the perception of customers about their purchasing and product using experiences. In contrary to this, Lowe et al. (2018) commented that facilitating customers to provide feedback regarding the quality of provision of services can be hazardous as customers with negative experiences might present negative feedback for the supermarket. This negative feedback might destroy the image of the supermarket chain.
The implementation of feedback platforms within the official website and other social media pages would also help the customers to raise their queries regarding any offer or products. With this, the customer associates of Sainsbury’s would be able to respond to the queries or demands of the customers rapidly. According to the perception of Kumar and Reinartz (2016), increased efficiency in fostering quick response helps the business organisations in developing effective relationship with their customers and also to acquire positive outcomes. In this way, business organisations like Sainsbury’s can adequately improvise its customer services.
· Assurance
Assurance is the ability of employees to attain the trust and confidence of their customers. Business organisations strive to foster high quality product and services to its customers in order to satisfy their demands and desires. For this, most of the business organisations develop a Quality Assurance team that looks after the eminence and value of service provision and products to the customers (Yrjölä et al., 2018). However, Liu et al., (2018) mentioned that the team of Quality Assurance needs to be well-qualified and skilled so as to make better decisions for enhancing and retaining the quality of products as well as performance of other employees. This further helps the business organisations to improvise their efficiency in fostering effective customer services. In this respect, the management of Sainsbury’s has recruited a Quality Assurance team who focuses on upbringing the quality of products and ensures that the end products are of high quality. In addition to this, the human resource department of Sainsbury’s also looks after the eminence of provision of customer service. This assists the management of Sainsbury’s to foster a true sense of customer service and also helps in developing better relationships. From this, it can be stated that involvement of human resource department within the customer service provision increases the performance efficiency of the employees as well as the supermarket is able to enhance the confidence of its customers to a large extent.
· Empathy 
Empathy refers to the capability to understand the emotions of an individual. According to the viewpoint of Terblanche (2017), business organisations can develop a rapport with its customers by expressing honest empathy for their concerns. In this respect, the management of Sainsbury’s train its customer employees to utilise empathy statements for providing better customer service experience. An evident of empathy statement is “I understand how frustrating it is when a customer has to stand in queue for long”. Similarly, every employee of Sainsbury’s resolves the issues of their customers with the effort with which they resolve their personal problems. Moreover, the employees smile at the customers during provision of services and answers to their queries respectfully. In this context, Boateng (2019) stated that employees of business organisations are required to analyse the priorities of their customers for promoting effective customer assistance. Thus, the employees of Sainsbury’s assist their customers by provisioning positive experiences. This thereby help the supermarket to enhance its brand image as well as it is able to attain the loyalty of its potential customers. Apart from this, the employees of Sainsbury’s are trained such that they also ensure each of the customers is given equal attention and respect. This enhances the respect and quality of customer services provided by the supermarket chain.
Comparing to other supermarkets like Tesco Plc, Aldi, Lidl and Marks and Spencer, the employees of Sainsbury’s are more committed to their promise towards their customers. This help in development of better relationship with customers which has helped the supermarket to gain an effective recognition in the UK market. This is evident from the brand ranking of Sainsbury’s in the supermarket industry. However, Marks and Spencer has been analysed to acquire the first ranking in the supermarket industry due to its provision of wide range of products and services like fashion accessories, men’s and women’s wear, toys, fish and ready meals (Thisismoney.co.uk, 2020). Though Sainsbury’s also provide similar products but the quality and efficiency of customer service provision with the help of effective technology has helped Marks and Spencer to be at rank 1. From this, it can be stated that Sainsbury’s is required to increase its performance efficiency in terms of empathising, assuring the customers with the best quality customer services and facilitating quality of wide range of tangible products. [image: ]
Table 5: Supermarkets rated: full rankings
Source: www.which.co.uk/news/2019
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The study concludes that Sainsbury’s is one of the supermarket chains in the UK market offering its customers with a wide variety of products. The supermarket chain possesses approximately 2300 supermarkets, Argos and stores from where customers are able to purchase as per their requirements. It also concludes that the supermarket strives to become the most trusted place where customers would love to purchase to fulfill their each of the requirements. The study has further deduced several factors that drive the capability of Sainsbury’s to enhance customer value. The management of the supermarket chain has been identified to understand the requirements of its customers according to which it negotiates with the supplier of raw materials. In addition to this, the study also deduces that by obeying five dimensions of customer values, the management of Sainsbury’s is effectively able to value the needs of its customers.
Another inference obtained from this study is comparison among the different supermarkets such as Marks and Spencer, Aldi, Tesco Plc and Lidl. The study showcases that all the supermarkets fosters their customers with a variety of products. However, it has been observed in the study that Lidl provides products at very low prices, but due to high quality of products and provision of customer experience, Sainsbury’s is recognized the most. Apart from this, the study further concludes that by complying with the five dimensions of customer service, the management of Sainsbury’s is effectively able to enhance their customer service and foster an exclusive experience to their customers. Despite this, it has been noticed that Marks and Spencer due to provision of high quality of customer service and wide range of products acquires the first position in the supermarket industry of the UK market.
From the identified differences among Marks and Spencer and Sainsbury’s, it can be recommended to the management of Sainsbury’s to incorporate 360 degree feedback in their business practices. This would help the management to review the performance of respective employees of the supermarket chain on a periodic basis. With this, the employees would also be able to identify their inadequacies thereby improvising the same would help to enhance provision of customer service and performance efficiency. This can help Sainsbury’s to acquire the first position in the industry.
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