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[bookmark: _Toc41306545]Introduction
The customer experience is going to be one of most important tool for the business, especially in the service industry business to deliver the next level of competitive advantage. This customer experience or CX has been to be one of the most important tool available to the business to not only generate new customer in the business but also is useful for retaining and predicting the customer locality in as very effective way (Maklan and Klaus, 2011). But this new approach of customer satisfaction and loyalty developments is not yet widely used in the industries. One of the important gap is the use of data for this informed decision making process. In this report the goal would be to understand the CX with respect to the current literature and then develop further understand by using the business case study of Sainsbury Supermarket. The case study would reflect on the organisational abilities influencing factors for delivering the customer values along with that the organisational operational system centric discussion would also be done to further develop the understanding.   
[bookmark: _Toc41306546]Business and industry context
The UK high street retail industry, where Sainsbury Supermarket is the second largest business, is facing strong competitive forces from the changed business environment (Parker et al., 2017). The high street retail crisis is not only a UK centric phenomenon but have a wider base in the greater developed market organised retail business sectors. Some of the recent studies have point out the need and approaches required for the high street retail business to come out of the current crisis and the CX is one of those factors (Parker et al., 2017).The important aspect that these business has lot in recent time is the sustainable competitive advantage aspect for most of the business the important competitive positioning was the cost leadership, where sue their large size advantage in the market and delivered the products at lower cost to attract the customers. Sainsbury Supermarket is such a business which was following the dual strategy of cost leadership and differentiation strategy. Thus Sainsbury Supermarket targets the affluent customer segment of the UK super market segment by delivering higher customer centric services and facilities along with deliver products at lower cost (Butler, 2018). But in recent times Sainsbury Supermarket also faced the similar competitive challenge in the UK operation and that influenced them to restructure their operation and also reinvigorate the business activates using CX like new approaches of customer acquisition, retention and loyalty development. 
[bookmark: _Toc41306547]
I have been a self-employed proprietor of my own minibus company providing service to independent secondary schools for the last twenty years. However, for this report, I have chosen Sainsburys as my daughter works as a departmental manager in one of their stores.
Customer experience
The mention and understanding of CX can be dated back as late as the time of modern economic theory development. The understanding post World War two and the marketing approach development in the baby boomer generation was that the consumers actually wants as satisfying experience at the end of the day mostly and not the merely the product that satisfy their needs (Homburg, 2017.) This understanding then was further investigated through the cognitive and behavioural studies. In today’s business contract the customer experience is the experience that customer has throughout their interaction with a business organisation by interacting with the different customer touch points (Wilson, 2016). The customer experience is not a new subject and is not like it has not been used in the earlier business scenarios, but the term gained refreshed attention because of the technology tool available to the business now, which would enable them to better design different touch point interactions and bring greater personalisation in their offering to boost the customer experience significantly (Lemon, 2016). One of the important need that is especially aroused in the high street retail industry is to deliver the uniform experience across different challenges of the business that are the online, offline and others (Sachdeva, 2015) .
[bookmark: _Toc41306548]Literature review
[bookmark: _Toc41306549]General cotemporary market literature perspective
The contemporary marketing literature and the marketers are researching independently and also expressing their experience in the field. Theses literatures are showing some important approaches which are being currently adopted by the markets for improving customer experience (Lemon, 2016). One of the important approaches is the business intelligence use for the customer experience and engagement development. In this process the data collected from different touch point of the business are used to develop real-time engagement with the customer to improve experience. 
The next important approach is the greater customer persona profile development. In the earlier time the segmentation approach was the tool to address the customer’s need in a collective manner from largely heterogeneous customer types through relative homogeneity identification. But these segments are too broad to develop any meaningful experience and engagement (Schmitt, 2011). Thus, the current marketers are using the data insights to develop the customer persona development and keep on adding to that profile. This profile is then used for the personalisation, greater customer lifetime value creation and higher level of engagement development. 
One of the important aspects of the customer experience or CX is the continuous change in the customer expectation of valuable customer experience. The consumers are evolving fast and the current information ages is influence this evolution much faster way. Thus, the most useful approach here is to remain constantly vigilant and listen to the customers (Bagdare, 2013. ). This would help in understanding the evolving need of the customers and then plan the business internal operational and systemic approach to fulfil the CX expectation. 
One of the important tools for the better customer experience development is the creating space for greater interaction for the customers. One of the important aspects is the interactive media content development for improved experience for the customers. This tool use does not mean that the direct customer interaction by the company representative has no meaning now. The chance of in-person interaction with the customer, especially finding the scope and opportunity meet such high valued customers and try to build a relationship is another important strategic approach of creating customer engagement and experience.   
The marketing content is one of the important aspects of the greater CX management. Here the contents need to be personalised and must be highly targeted to bring best result. The use of programmatic advertisement and other digital advertising approach are highly useful for the improvement of message targeting, reach and retention. This strategic approach of creating CX must be complemented with the in store or actual purchase experience. The earlier content would be developing higher expectation CX among the customers and thus the actual purchase experience must be able to meet that expectation to keep the customer satisfied with the overall experience (McColl-Kennedy, 2015). One of the important benefit of highly targeted content development and the content that have higher resonance among the customers, stand higher change of getting shared. 
Some of the recent studied has pointed out that the customer experience is one of the important reasons for more than half of the customer switching case, whereas the customers are showing wiliness to pay higher than the average for an improved customer experience. In today’s time customer loyalty is volatile, especially with the young customers. The markets are struggling to make the customer loyal (Lemke, 2011.). The CX studied suggested that the customers are willing to be loyal to the brand which delivers higher customer experience. 
[bookmark: _Toc41306550]CX, engagement and value
In the marketing general literature, the work customer value and the customer engagement are considered to be very fundamental to the understanding the consumer behaviour and marketing approach. The customer looks for the values in the product or the brand or the services. These values make the customer satisfied or dissatisfied and the satisfied customers become loyal and engaged eventually (Rose, 2012.). On the other hand, the engaged and loyal customers because of their higher level of satisfaction promote these values. The current understanding the in marketing suggests that this CX is feeding both the aspects. 
The integration can be understood from the few constraints that the customer faces. The customer may have the required money or resources to have a desired product that would deliver the appropriate value to the customers. But by just having these resources or the money the customer would not get the desired product or service, as for this they have to interact with another person (Homburg et al., 2017). On the other hand, there are different products or services that the customer would have to choose from. Both of the requirements create these dynamics among these three factors. The customer when starting this customer journey process, generally possess some anticipation regarding the values. Based on this anticipated value the customer chooses a brand and start to explore a final purchase from them. The actual raw stimulation generated from this interaction with the brand or different touch points of this brand are evaluated by the customer in terms of their values. Past experience in a similar situation or the anticipated experience becomes the basis for judging this experience. The CX in those processes can have the elements like the sensorial, physical, social, emotional, or cognitive and the elements depend on the specific customer (Lemon, 2016). This is the realisation phase for the customer and in this phase different touch point based interaction and the resultant experience contributes in developing the larger CX holistically. The after the achievement of the core customer goal through the purchase of the products or services, the customer gets into the phase of reflection. The values experience during this different touch point based journey are evaluated as per their worth to the customers by having a past, present, future connected continuum. The value is developed from the interaction of customer journey or achievement of the end state. If the achievement at the end of this stage is full the customer stops the journey or else the customer would continue (De Keyser, 2015.). This cycle keeps on repeating until the desire drops for fulfilment or the actual fulfilment happens. Nevertheless, the experience driven from different value attainment or improper per attainment is the cause of the positive engagement or dissociation with the brand respectively. Thus, it becomes important for the markets to not only deliver the end product or services but look into the greater experience and engagement creation by delivering the appropriate values to the customers. 
[bookmark: _Toc41306551]Quality systems and its effectiveness in meeting customer requirements
Quality system is considered as an important element for improving customer experience. It plays a vital role in the development of customer focus organisation. In this manner, an organisation able to address and identify the core needs of consumers. With the help of quality system, the consumer’s needs and Expectations have understood by an organisation. It is important for an organisation to operate the process of product development according to the perception of consumers (Gorla, 2010). The quality system helps an organisation in understanding the importance of after sales services and support. This creates a powerful impact on the customer satisfaction. On this basis, an organisation had been able to develop a robust consumer base for the business. In this manner, the new consumers for an organisation become permanent consumers. The improvement in the quality of services has been considered as an excellent part for effective quality system. It has been found that a balanced approach regarding the consumer and other stakeholders is required to be maintained in an organisation.   
The balance between consumers and other stakeholders have been performed by quality system adopted in the organisation. Understanding the needs and wants of other stakeholders such as employees and suppliers is an important aspect to be considered in an organisation. This has been done with the implementation of an effective quality system in the business. Communication of needs and wants of consumers and other stakeholders throughout the company is essential (Oakland, n.d.). With the help of an effective quality system, the needs and wants of different groups of stakeholders associated with an organisation have been communicated throughout the company. This creates a positive influence on the satisfaction level existing among the consumers. On this basis, it has been considered that quality system is important for the customer satisfaction.
[bookmark: _Toc41306552]Benefits of developing and maintaining good customer relationships
The development of an effective customer relationship is an important element for enhancing consumer experience. There are several advantages of developing an effective and strong customer relationship for an organisation. It helps in enhancing the consumer services offered by an organisation (Malthouse, 2013). This leads towards the betterment of the consumer experience and gain by using the product and services of the specified company. On this basis, the consumer base being maintained in an organisation has been improved up to a certain extent. The development of an effective relationship with customer facilitates discovery of new potential consumers existing in the targeted Marketplace. This helps the company in increasing the market share by operating in the specified business. This has been considered as one of the major benefits of effective consumer relationship. The process of sales as well as marketing being carried out by an organisation becomes simple for the employees (Chen, 2015.). This increases the efficiency associated with the employees working in the sales and marketing department of the company.
The stream for revenue generation existing in the company is increased to a certain extent. With the development of effective customer relationship, new consumers are attracted towards the products and services of the company. On this basis, new routes for the revenue generation are generated in the company. This creates a positive influence on the profit margin maintained in the company. The amount of profitability retained in the business is increased up to a certain extent (Vivek, 2012). One of the benefits of effective customer relationship is obtained by the sales team of the company. The employees working in the sales department of an organisation has been able to close the deal with consumers in a faster pace.
[bookmark: _Toc41306553]Challenges of developing and maintaining good customer relationships
One of the challenges faced by an organisation for maintaining consumer relationship is maintaining real time contact with the consumers. For the maintenance of an effective customer relationship, real time communication with the consumers is essential. However, this becomes a challenge at certain point for an organisation. An organisation offering high Quality Services and products to the consumers imposes high value for such products and services. Therefore, convincing the consumers for switching over from low value commodities to high value commodities has been considered as a major challenge for an organisation. For this purpose, an organisation has been required to offer incentive and discounts to the consumers. However, this might create negative influence on the profit margin being maintained in the company.
[bookmark: _Toc41306554]Customer experience mapping
One of the important tools that help in the CX process is the customer experience. Here the customer touch points are first understood considering a business context. Then the interactions at each touch point are assessed. This is the counter journey map and based on this the CX mapping is done. The customer-brand interaction and the customer behaviour with regards to each touch point activities are measured to develop this map (de Farias, 2014). The customer experience is one of the important tools for improving marketing activities currently. In this process the customer interaction and receptions of the marketing messages is understood and that helps in the better message design and improve customer experience. This tool is also useful for training staffs to better serve the customers. The employees would be made aware about the expected customer experience needs and this in personal action would be useful for the improvement in the customer experience (McColl-Kennedy, 2015). This tool is also useful for the customer retention by effectively fulfilling the customer experience expectations. Some of the important developments of this CX map are customer profile creation, keys to explain the map, customer journey phases, customer positive experience driving points, customer barrier points that creates pain for the customer, touch points and channels, goals of the customer and the combination other customer data. All of these developments need to be in line with the greater business objectives. Thus, this marketing tool also would help in developing tactics which would fulfil the greater marketing and business objectives. In this process the internal business stakeholders are important for delivering the high-quality customer experience. In this customer journey process, there would be obvious customer pain and positive experienced driving points (Foroudi, 2016.). The customer pains points must be minimised in the operation whereas the customer positive experience points must be enhanced to improve CX. A deep observation and listening approach would be the best approach which would help in developing this CX map.  
[bookmark: _Toc41306555]Sainsbury Supermarket case study analysis 
Sainsbury Supermarket follows higher customer service differentiation in their regular operation. Their product differentiation scope is limited considering that most of the retail business sales the products are similar, still Sainsbury Supermarket has a strong own branded grocery or clothing options for the customer. One of the important aspects of their retail service delivery is to have higher level of product choices for the customer to choose from (Butler, 2018.). On the other hand, the employees are well trained to deliver this high quality customer services and the organisation has their own training academy to train their employees for this higher level of customer service. On the other hand, Sainsbury Supermarket considered their employees one of the most important competitive advantage driving factor. Because of these reasons the business invests heavily on their employee development and better benefit delivery. Thus, Sainsbury Supermarket thinking that better employee focused would help them deliver the higher level of customer focus services.  This greater importance to the customer needs also influences them to invest and take the CX seriously in recent time the business has seen strong competitive forces within the industry taking away their customers (Lipkin, 2016). Thus, to regain the old customer confidence and also grow their business, Sainsbury Supermarket is investing heavily on the customer experience. In their earlier operation also, their stores used to be designed not for only the higher productivity purpose but to develop better customer experience. Their larger store and lot of space to rooming around was the important feature. Apart from that other facility like adjoining coffee shops and other entertainment facility were there to influence the CX factor (Homburg, 2017.). Now also in their restructuring process the business is cutting cost from their operation, but gains have gone to their basics. Thus, they are developing greater customer choice, improves customer services and also higher level of CX. 
The most important CX project that is implementing in Sainsbury Supermarket is the development of the personalised omnichannel experience for the customers. There are  two most important aspect that Sainsbury Supermarket management considered. One is the need for personalisation. Retail is a service industry and each customer expect different service standards and they have different needs. This personalisation approach adoption is one of the most important aspects that would help the business to create that unique value throughout the touch points of the customer journey which would boost the customer experience factor (Bagdare, 2013. ). On the other hand, Sainsbury Supermarket has also recognised that now the customer is not only visiting the stores to purchase their products but also ordering online, using home deliver or the click and collects services. Thus the customer looks for an experience which is not only personalised but also should have a uniform value deliver across the channels (Sachdeva, 2015). Thus, the business management decided to adopt the much talked about approach of personalised omnichannel experience strategy. Here in this process the most important support for the CX development is the data driven customer insights. One of the important resources they have developed in this data analytics technology use is the “the humanalysts” which is a centre of excellence for data analysis. This resource is being used for different innovation development which are data driven. One of such innovation in under development is the “data lake programme”. This project would process around 300 transactions in the regular operation of Sainsbury Supermarket from the checkpoints. This data pool would be used in the development of customer insights which then would be used for improvement in the customer and their buying experience-based decision development. Thus, Sainsbury Supermarket is investing in the retail data use and would like to revolutionise this fields to develop new innovations that would deliver the next level productivity and also CX delivery. 
One of the important aspects that Sainsbury Supermarket has been able to develop, and implement is the checkout-less shopping experience. Sainsbury Supermarket is actively following the customer listening approach where they take regular feedback from their in-store customers. There the customers have expressed that the most frustrating experience for the customers are the waiting for longer time before the checkouts to complete their purchasing process (Brewer, 2018.). Here Sainsbury Supermarket again took the data driven approach and developed a cross functional team to understand the time-consuming factor in the checking out process. They goal was to reduce this time and free the customers. Multiple suggestions and solutions were developed and was planned to be implemented through a smartshop app. First this app was tried in small convenience store format and then was planned to be implemented in larger operation. This process is the result of checkout less shopping experience in Sainsbury Supermarket (Brewer, 2018.). This system and service change or new development is one of the most important aspects that improved customer experience in the Sainsbury Supermarket stores. The app enables the customer to pay for their shopping in the app and helped in skilling long queues. Thus, the customer experience journey process is also applied in this process where the management of Sainsbury Supermarket identified the paint point for the customer in the customer touch points (Brewer, 2018.). This checking out process has been identified as the most important pain centre for the customers. Thus, solving this problem in a dedicated way Sainsbury Supermarket improved the value for the customers and as the theory suggest that would improve customer experience and engagement. This improvement would be considered with their past shopping, current shopping and future expected shopping experience. Thus, the cyclic approach of this CX improvement as suggested in the above literature review must be continued in Sainsbury Supermarket. Following this development, the next level of develop that happened in Sainsbury Supermarket is the development of concept stores where the pay by the smartshop app extended by delivering eat-in option and management of hyper local inventory (Sentance, 2020).  In this new and improved customer service and experience development process the organisation again relied upon their employees. The organisation has empowered them to surprise the customers and this delight would improve the CX significantly. 
[bookmark: _Toc41306556]Conclusion 
It has been found that the interactions at each touch point are assessed. This is the counter journey map and based on this the CX mapping is done. Communication of needs and wants of consumers and other stakeholders throughout the company is essential. With the help of an effective quality system, the needs and wants of different groups of stakeholders associated with an organisation have been communicated throughout the company. Sainsbury Supermarket has been able to develop and implement the checkout less shopping experience. Sainsbury Supermarket is actively following the customer listening approach where they take regular feedback. Sainsbury Supermarket considered their employees one of the most important competitive advantage driving factor. For these reasons, the business invest heavily on their employee development and better benefit delivery. The customer experience journey process is also applied in this process where the management of Sainsbury Supermarket identified the paint point for the customer in the customer touch points.
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