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[bookmark: _Toc18040965]Introduction
	A better understanding on customer behaviour and creating sustainable relationship to the customer have a big impact on many companies in pour modern times. A customer can be categorised as a person who is buying, purchasing or patronising a goods or services offered by the business organisation. Any business enterprise cannot exist without a client or customer. Moreover, customers have a voice on the method of doing the business operations. Many business establishments adapt to the need of the of the customers. One of the largest assets of the business is its clients. However, the behaviour of the customer is constantly evolving, and becoming more demanding due to the rivalries of other business establishments (Baines, et al., 2011). A customer service is offering the requirements necessary and wants of an individual. Customers’ behaviour is essential for many business organisations, and the companies must adapt to cater the needs of its customers because clients are one of the most important assets of the business. Moreover, customer satisfaction has a positive impact on the loyalty of the customer to repeat its services or purchase its products again which may lead to sustainability and profitability of the company. The process of incorporating software system and technology to create a better customer experience and customer engagement from the business organisation is called customer relationship management (Kotler and Armstrong, 2018). 
	The purpose of this case study is to analyse critically the factors that may influence to maximise customer value at Sainsbury’s. Moreover, the operational process of the business organisation to achieve customers’ requirementsare going to be analysed and evaluated. The significance of technology, creativity and innovation at Sainsbury’s are going to be explored.

[bookmark: _Toc18040966]Overview of Sainsbury’s
	Sainsbury’s has been known to be one of the retail industry market leaders for many years in the United Kingdom. The company was founded by the couple, John James Sainsburys and Mary Anne Staples, in 1869 when they first opened a shop at Drury Lane, London with a marketing slogan on their shops which is ‘ Quality perfect, prices lower’. For many years, the company has been consistent as one of the market leaders of retail industry in the UK by delivering exceptional customer service on quality of its products, cleanliness of its shops, convenience and continuous innovations. At present time, the annual revenue of the company is £52 billion which employs more than 330,000 workers and more than 2800 stores nationwide. The objective of the company is to be the most trusted retailer when it comes to shopping experience and a creates a great working environment. At Sainsbury’s, customers are considered as the centre of business operation and determine its success and company growth by delivering the needs and expectations of customers. The focus of business strategy is on its customers (Sainsbury's, 2019). 

[bookmark: _Toc18040967]Customer Value 
	The purpose of the company is to create a customer value to the mindset of the customer to maximise profit. The perception of customer value is about the benefit of the products and services against the purchase cost by the customer. It can be perceived as gain for the clients while cost is considered as loss for them. Customer value revolves around three factors which are price, quality and time. It is better for the customer to have better quality, lower price and faster service. However, the company must see to it that the business is feasible and sustainable in the long term by optimising its profit. The huge challenge for this scenario is to exceed customer expectation at a reasonable cost of operation from the company. Customer value may increase or decrease depending on the benefits for the customers and cost of products or services (Baines, et al., 2011). At Sainsbury’s, the company is competing on price, quality and time of services to other competitors. This is the advantage of a large retailer to have varieties of products in terms of quality and good price. It offers products from all walks of life. When it comes to fast and efficient service, waiting time is minimised by introducing self-checkout machines and more tills for the customers to lessen the amount of time in a queue.

[bookmark: _Toc18040968]Additional Value of Products for Customer Satisfaction
	Sainsbury’s shops may increase value to its products by its availability, convenient location and competitive price of the items. Adding value of products can be done by quality assurance, accessibility of the store and a quality customer service. Furthermore, grocery items can be sold at competitive. There is also a convenience on online shopping with delivery at home or collecting at nearest store fore free. Sainsbury’s is also known for enhancing availability and products range. 
	Nowadays, customers are more informed and becoming more demanding because of fierce competition on retail industry and the advancement of technology. With regards to this, the company has a need to give more attention on customer satisfaction. If there is an increase of customer satisfaction, it is more likely that sales may boost which may lead to the increase of profit. There are many ways to achieve this such as quality customer service, attention to detail, anticipation of customer needs and willingness to go the extra mile (Tang & Lim, 2008). 

[bookmark: _Toc18040969]Customer Perceptions of Quality Service
	Sainsbury’s is a business organisation who is interested to know the perceptions of customers on rendering a quality service. The judgment of the clients with regards to the provided services  compared to expectation of customers is called service quality. There are five service qualities and its significance from the point of view of clients as shown in the figure below. If the business organisation failed to address all of them, it may cause business catastrophe (Zeitham, et al., 1990). 
[image: ]
	Reliability is the ability on delivering the services promise by the company. When it comes to responsiveness, it is being able to listen, help and responding quickly. While assurance is gaining trust and confidence. On the other hand, empathy is caring on clients. Finally, tangibles are the physical aspects of the business. The service characteristics of Sainsbury’s are the following:
· Reliability – availability of the range of grocery items is one of the main focus at Sainsbury’s and there is a strict company policy on the opening times of the store.
· Responsiveness – Keeping the waiting in the queue as short as possible and the ability to listen and respond immediately on customers’ queries.
· Assurance – the ability of the company for quality and safe products especially on food items. Moreover, all the colleagues must be well-trained, and their manners are professionals  
· Empathy – the customer service assistant is always showing that they care for their customers at all times. They need to be patient on the mistakes of customers like unintentional breakage of glass jars
· Tangible – Health and safety  are important factors for customers and also for legal requirements for the grocery store. Cleanliness and neatness of the shop not only prevent accident but it is also appealing to shop for the customer. Furthermore, the availability of clean toilets may lure customers to buy in the shop. Lastly, if it is possible, the presence of car parking is essential for the customers to buy bulk items and store supply for several days or even weeks of household supply. 
[bookmark: _Toc18040970]Customer Gap
	The difference between the customer expectation and the real customer experience  on the actual performance is called customer gap. The vacant part needs to be minimised or ideally needs to be closed to meet the expectations of customers. The expectations on customer service are established by the company from advertisement and standard operating procedures from the company policy. While customer service perception is the mindset of an individual on how the customer is going to be served. As a result, it is a relation of customer’s exoectations and the ability of the company to fulfil that requirements. The ideal situation is to minimise or even close the cap but there are times that it is not financially feasible. At peak times, customers would like to be serve in less than one minute. However, it is not cost-effective for the company to hire a lot of cashiers to fulfil the expectation of some customers. Three to five minute wait would be good for the customer at some point and it may not cause a lot of operational expenses for the customer  (Baines, et al., 2011).

[bookmark: _Toc18040971]Store Operation Procedures
	The activities involve in the business organisations to fulfil the organisational goal of the company is called store operation procedures. There are many daily operations in the stre which are supply chain management, inventory, wastage, pricing, promotions, handling of merchandise, scheduling, dealing with complaints, replenishing and many more (Tang & Lim, 2008).

[bookmark: _Toc18040972]Supply Chain Management
	The management of supply chain events from procurement, logistics, warehousing and selling to clients to create sustainable operations is called supply chain management (SCM). Sainsbury’s is establishing business relationships to suppliers to have a better deal fotr them and in return the supplier can have the assurance of selling their products without any complications. Sainsbury’s provides farmers with advice, farming skills, resources and even funding to develop their farms for commercial purposes and in return they can sell the produce goods at Sainsbury’s. This set-up could mutually benefit the company and the farmers as well. For instance, the impact of climate change may alter the seasonal rain and other weather conditions to directly affect the plantation. In addition to that, many farmers are having a struggle to compete with price and unstable politics. The company has allotted £ 30 million investment money in farmers within the UK and some other countries. Due to this sstrategic operation, the company continues to deliver consistent supply of produce at competitive market price (Sainsburys, 2017). 
	Proper storage of goods is critical to the success of the business. There are around 23 warehouses in the United Kingdom as a storage of more than 2800 Sainsbury’s stores nationwide. This location is strategically place in terms of the distance of the stores and the cost of leasing or buying a land. There is a movement of product here from supplier and to be delivered by company truck to respective stores. Depending on the grocery items, the temperature should be maintained to prolong shelf life and avoid spoilage of food products these would maintain the quality and freshness of grocery items. Any spoilage and wastage would be an unnecessary loss for the company.
	The transport system of Sainsbury’s is utilising Paragon system to monitor the activity of the delivery driver. Delivering completely the ordered goods on-time is essential for the grocery business. This would affect the availability of products since the warehouses of most stores have a limited space. On top of that, several items such as fresh products have low shelf-life. As a result, more frequent deliveries are needed. The integration of paragon system enables the company to monitor the whereabouts of the truck anytime to prevent theft and to ensure that the driver is moving at a normal speed towards its location. Furthermore, the delivery time target is important to the company. The delivery driver reports a rerouting reasons if it changes the original path to travel. Any delay due to the negligence of the driver, the company may impose huge fine to the driver. In return, the delivery driver has a substantial salary which is usually more than a convenience store manager. Upon arriving to the destination, the driver cannot open the container truck the if code does of the lock does not match with the number from the store email. These procedures ensure that the delivery arrive on time, avoid accident and prevent theft (Paragon, 2019).

[bookmark: _Toc18040973]Online Shopping
	Sainsbury’s has started an online platform in retail business since 1999 with a rapid growth of sales in recent years. On the website of the company, the minimum price, delivery period and delivery fee are written for the customer.  The company has built an online Cfulfilment centre or OFC in shortat Bromley byBowin2016 with an allocated budget £40 billion to cater the changing behaviour of customers. The aim is for the convenience of customers and delivering a perfect order on time in London area. At online, breads and pastries are baked daily to maintain quality and freshness of the product. At the moment, there is a click and collect program of the grocery store for free for any Argos products purchased in Argos website. This might be an additional revenue for the company. However, for the frozen and chilled food, it should be placed on a thermostat container for delivery. The delivery van has a tracking system to ensure delivery on time and be able to see the movement of the van. Furthermore, customer nay bring back items or call  the customer care for any complaints. These procedures are utilised for the convenience of the customer and more and more people are doing their shopping online. 
[bookmark: _Toc18040974] Customer Experience Inside the Grocery Store
	A great customer experience for the customer inside the grocery store has a positive impact such as the likelihood of shopping more and coming back in the same store as a regular customer. The journey of the customer begins with the accesiblity of trolley and clean baskets near at the entrance of the store. If a customer meets the employees working at Sainsbury’s, a greeting or a smile should be the norm at sainsbury’s because it would make a lot of difference. For health and safety issues, a signage indicating that customers should be careful if there is spillage or breakage. Also a big sign on the location of products would help customers to find its product on time. Availability of items is important for the customers so the manager  in charge should always check the fast moving items and ensure that the delivery is replenished on time including the back stock. If the customer is seen looking for something and he/she cannot find it, the customer service assistant needs to be proactive by asking them how we help them. The location of the product should be known by the colleague in case customers make an enquiry about it. If is not displayed, the colleague can check the availability by scanning the bar code using a handheld device provided by the company. Furthermore, the waiting time for the queue needs to be minimised by pressing a buzzer and help will come as fast as possible. Customers waiting for a long time may make the client annoyed and uneasy. This is not a good indicator that customers are not satisfied waiting for a long time to be served. Greeting customers at the till would make an impression of the store with a friendly staff. There is one person normally for manning around 8 self-check out machines to make the queue faster with lesser number of employees and to provide assistance and to prevent theft.  Of not paying in the checkout. After the transaction is done on the checkout, the staff should always thatnk the customer and wishing a good day. Those small details may make the customer to come back at grocery store (Sainsbury's, 2019).

[bookmark: _Toc18040975]Pricing and Product Inventory
	Inventory of products is done on a weekly basis or when it is necessary using a device. The purpose of this is to replenish whatever is in the warehouse when there is nothing on the shop floor and to monitor the shoplifting activities in the shop floor. Normally, the system can detect the availability of items. The system can check the availability of items but if there is a system error, the manager can void specific orders or report stolen items so that the stock can be controlled. The prices of Sainsbury products are uniform wherever the location of the shop except for the supermarket which is slightly cheaper on some of the products because of the floor area of a convenience store is usually more expensive compared to a large supermarket. The promotions are done everu 4 weeks and the label is printed on red paper so that it can easily be identified that it is in promotion. There are three batches for reduction to minimise wastage The first round is  11:00 am with a 33% discount and the second batch is 5:00 pm with a 50% discount and the last one is about two hours before closing period on which the discount ranges from 75%-90%  discount.

[bookmark: _Toc18040976]Handling of Merchandise
	The replenishment of fresh items or frozen and chilled products can be affected by the surrounding temperature during this time. When it comes to frozen or chilled goods, it should not be more than 30 minutes outside. If the replenishment is not complete, return the cage on the ilarge industrial freezer at the warehouse and you can only bring it out after 2 hours. Rotation of products is essential for the company to minimise wastage and expenses of the company. Code checking should be done everyday on short life products such as chilled products, breads, fruits, vegetables and eggs. A customer might accidentally buy a product which is out of date because it is still on display. The person might get sick and there is a fine of £5000 per item of displayed out of date items. Biscuits and crisps ar easily crumpled so extra care is necessary when handling it.  High valued items such as expensive champagne, liquors or cigarettes are lock out of reach for customers.it eill be made available upon request by the customer. The large infant powdered milk is also hot for customers to steal. There are also security sticker seal for the products which are common for thief to steal. There are also random colleague checking to avoid thief from the internal staff of the company. 

[bookmark: _Toc18040977]Nectar card
	Nectar card was introduced in 1996 utilising a loyalty scheme.  Almost 20 million users are utilising this catd from Sainsbury’s. There are 2 points per £1 of transaction and 500 points will give you a voucher wort £2.50. this card is available only by requesting it online and the customer is going to fill up his/her name, address, postal code and number of household in that address. The real objective of Nectar card is not for promotional use only but on understanding the behaviour of the customer by collecting the buying pattern of the customer. For example, the customer is normally buying Jasmine rice every week. This means that the company need to provide this basic requirement or even email the customer if the offer is coming. This may lead to understand the basic necessities of an individual on a given area. If  majority of the populace have nectar card, the clearer the understanding of the buying behaviour of every resident in the area. This may boost the revenue of the grocery store or the supermarket. The customer information is a powerful tool on strategic planning on inventory of products and introducing new line of the business (Ferguson, 2013).

[bookmark: _Toc18040978]Strategic Planogram of Products
	The planogram at Sainsbury’s is decided by the head office to have a uniformity on every local store. Furthermore, it has been researched by an expert to boost sales. Fresh produce like fruits and vegetables are always near at the store entrance to signify most of the items inside the store are fresh. In-store bakery are situated at the back and the odor of freshly baked breads and pastries can be smelled in the entire store to entice the customers to buy bakery goods and make the customers feel good to buy more groceries. The basic commodities like eggs, milk, cooking oil and many more are hidden or not visible to the eye level sonthat customers are going to look for them. By doing so, the customers are able to see more items and tempted to buy what the customers are intended to purchase on the first place. There is also a research that a product with a large margin of profit is on the eye level and small things for impulse buying are normally near on the till. These items could be the best seller and there is also a huge margin of profit. By careful evaluation, some products have different locations at different time so that regular customers have an opportunity to look at other groceries. The strategic planogram is not all about organisation but most importantly it is about boosting revenue and profit. 

[bookmark: _Toc18040979]Conclusion
	Quality, price and time are the factors that may influence customer value. Sainsbury’s is competing on three factors to reach customers from all walk of life and it may maximise profit. There are five customer perspective on quality service which are reliability, responsveness, assurance, empathy and tangible. The objective of Sainsbury’s is to lessen or eradicate customer gap on the expectation of the customers in a cost-effective way. The operations of the company are critical to minimise expenses and to boost revenue. Furthermore, technology and research play a vital role to increase efficiency. Moreover, the company should invest on its employees to render quality service. A customer focused company give the business organisation an advantage on a competitive market.
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