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[bookmark: _Toc40805905]Introduction

Customers are the foundation of any kind of business’ success. An organisation might be able to ensure greater level Customer satisfaction by giving importance to the needs or requirements of Customers while creating as well as implementing any kind of marketing strategies, which in turn helps the organisation to accomplish long term business goals. Additionally, customers are considered as the primary purpose of any kind of businesses as they basically determine the growth as well as the potentiality of businesses. The Study has further focused on the engagement of customer experience by Sainsbury. Sainsbury is one of the leading supermarket chains in the United Kingdom. The organisation takes several effective steps for ensuring Customer satisfaction. Not only customer satisfaction, the multinational supermarket chain, but Sainsbury also has the abilities by which they can effectively maximise customer value.  Along with maximising consumer value, the study has further highlighted customer services, customer centrality, Relationships between buyers and sellers, management of consumer expectations, the purpose of CRM, fair trade, sustainable resources, and quality services and so on.  Additionally, along with all these necessary aspects, the study has further shed its light on Sainsbury’s quality system as well as its effectiveness in order to meet with the requirements of consumers. Along with identifying the system and service quality of Sainsbury, the study has also highlighted and compared Sainsbury’s quality system and costumer value with the UK’s other leading and popular retail sectors like ASDA, Tesco and Lidl. In order to effectively analyse customer services by these organisations, the research has further highlighted several effective tools or Models, which might be effective for enhancing customer value. By analysing all these aspects, the study might effectively explain the utilities of customer engagement in businesses.  



[bookmark: _Toc40805906]Dimensions of costumer value
There are 5 dimensions in costumer value by (David Simchi-levi, philip Kominsky and Edith Simchi-Levi, 2008), Conformance to requirements, Product selection, Brand and Price, Value added service and Relationships and expectations. To have a clearer picture of the dimensions, the brand and price will be split in two different dimensions.  A short discussion of each dimension will be shaped, and Sainsbury costumer value will be compared with Asda, Tesco and Lidl. The website LoveMoney.com, BrandFinance.com and annual reports of each supermarket will be used to create a comparison table of the now 6 dimensions. A score between 1 to 10 will be used to rank each dimension, where is the highest is the best. A total score will be calculated and the winner of costumer value between the compared supermarket will be revelated.
[bookmark: _Toc40805907] Conformance to requirements
Sainsbury is one of the leading retail supermarket chains in the UK. In order to maximise or enhance customer value, the organisation focuses on several factors. For maximising customer value or for enhancing the customer value, an organisation might have the ability to offer those things which customer basically wants from the organisation. For giving effective delivery in accordance with the needs and demands of customers, an organisation might have to maintain their supply chain, inventory cost, product pricing and product quality and so on. As per the views of Zolkiewski et al. (2017), for maintaining the demands of the customers and supply of products, costs associated with market mediation need to be maintained properly by Sainsbury. Not only that in order to give values to the customer requirements, Sainsbury includes their effective supply chain management strategy and other marketing strategies, which in turn helps to create conformance to the requirements of Sainsbury (Boyarsky et al., 2016). Additionally, for effectively managing the supply chain, Sainsbury uses several tracking systems or information systems to track their materials, which in turn helps them to fulfil customer demand, and thus they can effectively contribute value to the Customer requirements.    
As stated earlier, if an organisation tries to give value to the demands of its customers, then the organisation at first needs to add value to its service facilities. As stated by Bustamante and Rubio (2017) by effectively maintaining CRM initiative, an organisation might achieve immense popularity to their customers. By effectively maintaining CRM initiatives, my organisation Sainsbury not only effectively handles customer demands but also effectively adds value to their service facilities, which in turn helps them to contribute values to the customers and helps them to earn more revenue from the global market.   
[bookmark: _Toc40805908]Product selection
Production Selection is one of the big issues that most companies face nowadays. As influenced by the ideas of Bolton et al. (2018) large variety of products sometimes create greater issues, which is associated with predicting the customer demand and managing the supplies of the products. In my organisation Sainsbury, despite delivering a diverse range of products, the company effectively maintains its supply chain, which in turn helps them to maintain customer needs.  Additionally, before delivering a product to the customer, my organisation examines its quality and then selects the product for delivery. They also introduce a quality control process, which makes their product selection appropriate and thus they might be able to contribute customer value. Not only in their retail store, while giving any kind of online delivery same procedures are maintained by my organisation, which in turn helps them to enhance the rate of consumer satisfaction. 
However, along with proper maintenance of service facilities, product quality is thoroughly maintained.  According to a recent sustainability report and being a part of Sainsbury, I might be able to state that my organisation never compromises with the product quality, which they mainly delivered to the customers (Carvalho and Fernandes, 2018). Not only that before delivering it to the customers, but all the products are also examined as well as evaluated by a fine quality control process, which in turn makes their products absolutely up to the mark. Additionally, in order to deliver high-quality products to their customers, they particularly depend upon few effective stakeholders. Being a part of this multinational supermarket chain, I might further highlight that with the help of Stakeholder Identification Model, they might be able to choose specific as well as effective stakeholders, which in turn helps them to deliver quality products to their consumers (Sainsburys.co.uk, 2020). Also, Sainsbury at the same time solely depends upon some effective and selective suppliers, which in turn help them to track their products easily and they might be able to ensure high-quality products. Additionally, with the help of modern technology and equipment, Sainsbury at the same time effectively maintains packaging of their products, which in turn helps to attract customers towards their products (Sainsburys.co.uk, 2020).  
[bookmark: _Toc40805909]Price 
Along with product selection, cost of the product, as well as brand equity and brand reputation, are also important if an organisation wants to add to their products. As per the views of Adhikari and Bhattacharya (2016), in order to maintain brand reputation supply chain must be effective. In the case of my organisation Sainsbury, the organisation mainly follows several cost-effective strategies, which in turn enhance their profit level. Additionally, along with cost-effective strategies, they apply mainly understand customer demands and effectively reduce prices of those products which customer demands mostly, thus it might help them to contribute effective customer values.
[bookmark: _Toc40805910]Brand
Additionally, with proper responsiveness of the supply chain brand equity as well as the brand reputation might be maintained continuously.  Along with maintaining service quality and product quality, they effectively maintain the price of the product. As influenced by the ideas of Bueno et al. (2019) pricing might be another key factor, which enhances customer attraction. Being a part of this company, I might be able to include that the authorities use few effective pricing strategies, which might be quite effective to reduce the prices of the products. Also, along with different cost-effective pricing strategies, they basically follow value-based pricing, which in turn helps them to contribute values to their products as well as customers (Sainsburys.co.uk, 2020). Not only that with the help of Kotter’s 8 Step model, they might effectively understand which kinds of changes are required to overcome situational urgency. However, with the ideas of this change management theory, Sainsbury might be able to create a vision as well as a mission, which in turn helps them to focus about contributing appropriate values to the demand of their customers (Sainsburys.co.uk, 2020).   
Thus, by proper maintenance of the entire internal quality systems, they might be able to give more promising service facilities to their customers. 
[bookmark: _Toc40805911]Value added service
In order to contribute customer value, an organisation at first needs to add special values to their services. As influenced by the ideas of He et al. (2016), In order to add positive values to the service facilities, an organisation must have to enhance information technology capabilities, which in turn might be able to make the offering possible. In Sainsbury, All the employees mainly focus on Buyer seller relationships. Also, by effective communication with the customers, the company at the same time tries to prioritise the needs or demands of the consumer and as resultant factor customers think that their demands are not only listened to but fulfilled properly.  
[bookmark: _Toc40805912]Relationships and expectations
It can be further included that being the UK's second most popular supermarket chain, Sainsbury might be quite experienced. Not only by facing continuous challenges from both the UK and Global market, but the organisation might also be able to gain enough experience, which in turn helps them to maintain brand reputation. Based on the views of Melero et al. (2016), in order to contribute customer value, relationships with customers must be maintained. Additionally, in my organisation Sainsbury, all the employees effectively maintain customer relationships by effectively communicating with them. Not only that with effective communication with the customers, but they can also better understand the requirements of the customers, and thus might be able to contribute values to the customer demands. 
[bookmark: _Toc40805913]Comparison Table 1
	Dimensions
	Sainsbury
	Lidl
	Asda
	Tesco

	Product selection,
	7
	6
	8
	7

	Price
	6
	9
	7
	8

	Brand
	7
	6
	8
	8

	Value added service
	8
	6
	8
	7

	Relationships and expectations
	8
	6
	9
	7

	Total score
	36
	33
	40
	37


The above table ranking is based on information and evaluation of each dimension, the total score shows the difference between the four supermarkets in costumer value. The winner her is Asda, followed by Tesco, Sainsbury and last is Lidl. Lidl wins the Price dimension, which means a lot to many people. Others might be interested in product selection where Asda wins. Value added service and relationships between the supermarket and costumer are also important, where Asda, Sainsbury and Tesco are close in the ranking showing the competition between them. 
[bookmark: _Toc40805914]Dimensions of Service Quality system
[bookmark: _Toc40805915]Service quality
In my organisation, they basically follow SERVQUAL Model to enhance their service quality. Additionally, with the help of this theory, they might be able to understand all 10 dimensions of service quality.  Such as, reliability, responsiveness, assurance, empathy, tangibles, courtesy, communication, credibility, security, access and understanding consumers. Not only that by maintaining these aspects of the SERVQUAL model, but they might also be effectively maintaining their entire quality system (Sainsburys.co.uk, 2020). Additionally, quality control helps them to handle situation factors, which in turn enhances the rate of consumer satisfaction. Not only that by the help of the SERVQUAL Model, but Sainsbury might also be able to understand the gap between delivered as well as perceived service, which in turn helps them to give promising services. Additionally, it can be further highlighted that with the help of modern technology and equipment, they might be able to deliver quality service to their customers. However, all the staff members of Sainsbury deal with their customer in a caring fashion, which in turn enhances customer attraction and they might be able to deliver quality service to their consumers (Sainsburys.co.uk, 2020). 
The Service Quality 5 dimensions, Reliability, Responsiveness, Assurance, Empathy and Tangibles of Sainsbury will be discussed then compared with Tesco, Asda and Lidl.
[bookmark: _Toc40805916]Reliability
According to me there are several key factors which might be able to contribute customer value. As influenced by the ideas of Lemon and Verhoef (2016), the factors are Service quality, perceived cost of the products, consumer satisfaction, customer centrality, buyer-seller relationship, managing customer expectations by maintaining loyalty, Strategic consistency, customer satisfaction, effective organisation planning and so on. In order to evaluate all these key factors or in order to create an effective understanding of customer value I further choose Build to order model.  As per the ideas of this theory, customer needs might be the ultimate factor for an organisation (Jain et al., 2017). Not only that with the help of this theory I might be able to focus on customers’ requirements, their orders and might be able to focus on customer centrality as well as customer services provided by my organisation Sainsbury. Being a part of this multinational supermarket chain, I further exclaimed that all these effective and positive approaches are thoroughly maintained by Sainsbury, which as a resultant factor helps to contribute customer value towards their product and service quality. Additionally, my organisation takes several effective steps which on the one hand helps to contribute value to the customer demands and on the other hand enhances their service facilities. Not only that, by proper strategic management and proper strategic consistency all the orders are effectively delivered to the customers within time, which in turn helps to enhance customer value (Kandampully et al., 2018). Also, by using SERVQUAL Model I further describe the service quality of Sainsbury, which also effectively enhances the customer value. With the help of this model, while working in my organisation, I further might be able to understand customer needs. Not only that I further understand the other necessary aspects, which is important to provide appropriate services. Additionally, the theory helps to understand several dimensions of Service quality which in turn proves to be effective for my organisation to contribute proper values to the customers
 
[bookmark: _Toc40805917]Responsiveness
In order to maintain long term success standards or quality of the products should be maintained thoroughly by an organisation. By maintaining service quality, product quality, prices of the products, an organisation effectively maintains its quality system.  Not only might that by maintaining all these three aspects, but the organisation also gets several benefits. Such as by maintaining the entire quality system, an organisation might be able to achieve customer satisfaction as well as customer loyalty. 
[bookmark: _Toc40805918]Assurance
More or less both these retail organisations have clear strategies for satisfying their customers and enhancing their service quality but in terms of application of their strategies, both Tesco Plc and my organisations are slightly different from each other. As per the annual report of Sainsbury (Annual Report of 2018-19), it can be further highlighted that my company not only applies their strategies to remain in the competition, but at the same time all their strategies are solely focused to fulfil the requirements and demands of the consumers.  As per the performance highlights given in the annual report of 2018-19, the underlying profit level is $635 Million, before tax, which is elevated to 7.8% depicts that colleagues of Sainsbury is quite hard working in order to deliver high quality products to the customers and enhance their service quality.  Also, the annual report of 2018-19, reveals that after merging recently with ASDA Limited, the authorities of Sainsbury might be able to add better values to their consumers by elevating the quality of commodity products. Not only that in order to provide better service quality, my organisation provides better store standards and they also further focus on availability of the products, which in turn helps them to manage the customer expectations (Sainsburys.co.uk, 2020). Additionally, for satisfying customers, they further reduced the cost of their products, which in turn helps them to give proper value to their consumers. Not only that along with improving standards of physical stores, they further effectively maintained their digital channels.  According to the Annual report of 2018-19, $4.7 Billion of their sales have mainly generated through their digital channels. After immense improvements in the store standards, their sales enhance from 3.7% to 6.9% significantly, which in turn depicts that they thoroughly maintain customer centrality by their service facilities (Brandfinance.com, 2020). However, the Annual report again reveals that along with effective maintenance of the food department, Sainsbury quite effectively handles their clothing and general merchandise department. Not only that in order to save overall costs, Sainsbury further reduced their promotional event and focused on offering a few sales, which in turn attracted a greater number of customers in the recent days. 
In contrast Sainsbury’s 2018-19 annual report reveals that the company also employs approximately 116400 employees, which in comparison to ASDA Limited is slightly less but in terms of applied innovations in their business they might show similar effectiveness like ASDA Limited. Also, the annual report of 2018-19 highlighted that providing great quality of food supplements to the customers daily is the ultimate motive of their business. Along with showing a diverse range of businesses like Argos based sectors, daily merchandise, clothing items, the organisation at same time effectively differentiate their food sectors into ripe and ready range, vegetable market range and vegan market ranges. Additionally, the annual report also reveals that with the help of selective suppliers and their effective pricing strategies, they might be able to deliver these products 13% lower in costs than the other leading maker rivals in this particular category, which in turn enhances their service facilities and creates a greater attraction for customers (Sainsburys.co.uk, 2020). Additionally, with their effective price reducing strategies, and supreme quality products they might be able to create a strong bond with their customers, as constant fulfilment of customer demands by them helps to establish a trust into the mind of their customers. Additionally, with the immense hard-working colleagues their Argos based Sectors, general merchandise as well as clothing sectors are running successfully, which in turn shows that they are as potential as ASDA Limited (Sainsburys.co.uk, 2020).
Thus, from the above comparisons with Tesco Plc, ASDA Limited and Lidl, it can be further included that though these companies are quite effective in their business sectors, my organisation also shows equal dominance and effectiveness in its business. 



[bookmark: _Toc40805919]Empathy 
In contrast, Tesco’s customer attracting policies and system and service facilities are quite different from Sainsbury. Along with enhancing buyer seller relationships, the annual report of 2018-19, reveals that Tesco’s focus is to create accurate, realistic as well as transparent systems, which in turn attracts a huge number of consumers towards their services. Also, as per the Annual report of 2018-19, it can be further revealed that in order to reduce the amount of waste from their production departments, they take several effective strategies and also in order to enhance their business authenticity  and enhance the trust of the customers, they signed contracts with KPMG. Also, the Annual report of 2018-19 reveals that they basically give equal importance to every stakeholder, which in turn helps Tesco to enhance the system as well as the service facilities. With immense integrity in the working sector, Tesco’s Bow vision, Oracle shopping centre, Dairy processing plant and so on help them to accumulate a greater number of customers towards them and enhance their satisfaction as well. Not only that by showing loyalty and by their card scheme, the organisation Tesco Plc mainly accumulates various information about the needs of their customers (Hall et al., 2017). Additionally, the annual report reveals that workers of all departments are hardworking and focused. Not only that it is their workers who together work for Tesco and help them to provide accurate service within time in accordance with the needs or requirements of the customers. Not only that, by showing target marketing and with the help of marketing Mix strategy, Tesco might be able to provide proper services and products in their target market segment, which in turn depicts that Customer centrality as well as delivering appropriate services to the customer is the prime factor of their business (Brandfinance.com, 2020).  
It can be further highlighted that both Sainsbury and ASDA Limited are quite efficient to their services but as per the annual reports of both of these organisations, it can be further stated that both these multinational retail sectors follow their specific strategies to enhance their system and service facilities and both of them follow specific strategies to enhance customer satisfaction rates. As per the annual report of 2019, ASDA Limited have approximately more than 145000 staff members, who dedicatedly work in their physical stores to accomplish the needs of the customers (Brandfinance.com, 2020). With this huge number of colleagues, ASDA Limited might be able to introduce a diverse range of business formats such as Super centres, supermarkets, Superstores, Petrol filling stations, ASDA living and many more. By showing this diverse mode of businesses, ASDA might be able to focus on diverse as well as huge numbers of customers. Additionally, Annual report of 2019 reveals that with ASDA Living, their outlets are mainly dedicated to serve range of non-food products as well as house fashion products, which in turn reveals that they are not only fulfilling the needs of customers by their food products but also satisfying customers by providing them these range of non-food items. Additionally, according to the annual report 2018-19, with the help of George.com (online fashion app), ASDA might be able to serve 800000 consumers in a week and not only that with this digital fashion approach; they fulfil the demands of a huge number of customers on a daily basis. Annual report also reveals that ASDA effectively maintains quality, value and style within their business, also with the help of Click and collect orders, they might be able deliver their products to more than 40 remote sites, which in turn depicts that they are solely concerned about customer service and customer centrality. Additionally, due to this effective approach, they might be able to deliver 15 Million orders in a year through this online channel which in turn depicts that the organisation effectively maintains buyer seller relationship not only in their physical store but this relationship is thoroughly maintained in case of online orders or demands. Additionally, in ASDA’s petrol filling stations they introduce Pay-at-pump or Pay-at-kiosk service facilities, which on the one hand enhance their service facilities and on the other hand with this easy and smart paying approach, more and more number of consumers are attracted towards their services (Calder et al., 2018). So, the overall approach of ASDA Limited is quite satisfactory, by which they might be able to serve innumerable number of customers each day (Brandfinance.com, 2020). 
[bookmark: _Toc40805920] Tangibles 
Again, comparing as well as contrasting the service facilities of Sainsbury and Lidl, it can be further highlighted that both these multinational supermarket chains show their effectiveness separately not only in the UK market but across the other parts of the Globe. In comparison to Sainsbury, it can be further highlighted from Lidl’s 2018 annual report that the number of employees in Lidl is 2 times greater than Sainsbury. Additionally, Lidl expands their business in more than 10000 locations across the different parts of the globe, which in turn depicts that a huge number of customers are highly satisfied with their services. Additionally, the annual report reveals that the organisation Lidl has absolutely zero waste. Not only that their unique pass-the-savings-to-the-customer initiative helps them to display various products from original delivery cartons, which in turn attracts a huge number of customers worldwide. Annual report further highlights that instead of creating innovation in store designs, they further give huge weekly discounts, which also attract more and more consumers. Additionally, they also include offers in their non-food time and these offers are altered with changing time and customer demands. This multinational supermarket chain also includes several non-veg items in their stores (like freshly produced sausages), local products, gourmet food supplements and so on at a low cost, which attracts a huge number of local customers in Europe. However, as per the annual report of 2018, it can be highlighted that they at the same time focus on buyer seller relationship as well as market strategies to uplift their services as well as profit level worldwide. Additionally, by providing service benefits to their staff members they significantly manage their internal service facilities, which in turn help them to provide effective customer services across the world (Brandfinance.com, 2020). 
It can be further highlighted that though in terms of employees and outlets, Lidl might be bigger than Sainsbury, but in terms of market share they are small market players. In the United Kingdom, Lidl has approximately less than 5% market share which is quite low in terms of Sainsbury. Also, in terms of structural modifications of outlets or stores, it can be further stated that Sainsbury have structurally advanced store estate in comparison to Lidl, which somehow influence the service facilities of Sainsbury to a greater extent. Not only that as per the annual report of Sainsbury, it can be further highlighted that by contributing better values to the customers, my organisation Sainsbury might have a greater impact into the mind of their customers, also they have a greater market share in the UK than Lidl. Additionally, Sainsbury not only contributes value to their customers but at the same time the Annual report of 2018-19 shows that they give equal importance to their every stakeholder (from suppliers to partners), which in turn helps to create them a better service facility than the organisation Lidl. Also, in terms of the application of effective business strategies, Sainsbury might be quite effective in comparison to Lidl (Gupta et al., 2018). Additionally, like Lidl they not only provide huge discounts but at the same time in addition to discounts, they maintain fair prices for each of their products, which somehow help to establish better trust with the consumers (Brandfinance.com, 2020).   
After evaluating the service facilities and customer dealing tactics of Sainsbury, it can be further evaluated that these 5 methods or tools might have been applied by my organisation to improve their quality control and service facilities.  
[bookmark: _Toc40805921]Comparison Table 2
	Dimensions
	Sainsbury
	Lidl 
	Asda
	Tesco

	Reliability
	7
	6
	9
	8

	Responsiveness
	9
	8
	7
	7

	Assurance
	8
	7
	6
	7

	Empathy
	7
	6
	7
	8

	Tangibles
	7
	9
	8
	8

	 Total 
	38
	36
	37
	38



The services provided by Sainsbury are very quality efficient. In addition, the company is very much responsive towards its valuable customers. This is the reason that it has been provided with a score of 9. However, Sainsbury is the best in terms of providing assurance of its services and get the highest score. Tesco is an organisation, which is very much empathetic towards its consumers in comparison to other companies. This is the reason that the highest score has been provided to the company. The Lidl is the best company in terms of the dimension tangible and scored the highest score. It provides the consumers with best possible qualitative services (Brandfinance.com, 2020). The winners are Sainsbury and Tesco, followed by Asda and last Lidl.

[bookmark: _Toc40805922]Dealing with Stakeholders for better product quality 
In order to effectively maintain Service quality, Sainsbury mainly gives equal importance to their every stakeholder. For identifying and evaluating the services of stakeholders, I further apply Stakeholder Mapping As well as Stakeholder Identification Model. With the help of these two methods, I further effectively understand which stakeholders (Suppliers, partners and so on) are important to maintain service facilities and customer demands.
[bookmark: _Toc40805923]Customer value
In order to add appropriate customer value, an organisation needs to follow some dimensions. As influenced by the ideas of Bilgihan et al. (2016), there are mainly several dimensions of customer value. In order to understand Sainsbury's customer value contribution, I further apply the Build-to-order Method, which in turn helps me to understand that in order to contribute value to the consumers, production selection is highly necessary (Barnes, 2016). Not only that this model helps me to understand how Sainsbury selects appropriate products in different market segments in accordance with the demands of the consumers. 
[bookmark: _Toc40805924]Change management 
In order to meet with the needs of customers, changes in the management are highly required (Prevos, 2017). In order to understand the necessary changes, I further apply Kotter’s 8 steps model and Greiner’s Organisational Life cycle model. With the help of these two methods on the one hand I am further able to understand that the necessary changes of Sainsbury’s management in recent days and also effectively evaluate the growth phase of organisations, which in turn helps me to understand the service facilities and their impact on this modern Global market.  
Thus, these effective 6 methods prove to be effective for me to evaluate the service facilities and customer satisfaction rate by my organisation.
[bookmark: _Toc40805925]Conclusion 
From the above study, it can be further concluded that in order to maintain the system as well as service facilities and in order to contribute value to the customers, organisations must need to provide quality products as well as services to their customers. As these factors not only maintain brand values but at the same time helps to establish trust, which in turn proves to be fruitful for long term growth of a business. Additionally, by engaging customer experience, an organisation might be able to achieve more profit as well as gain more revenue opportunities in the upcoming days. 
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