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SAINSBURY’S RETAIL SHOP

1. Executive Summary.
There are so many factors that influence any organizations notwithstanding the size, therefore, this case study, I intend to highlight the ability to maximise customer value and any system that an organization derives to supports its quality processes. Customer service wasn’t the main priority of the retail service industry, but the systems of operations in the last few centuries have been modified by a driving force, allowing the manufacturing industries to focus on customer relationship management strategies. In this research, I intend to focus on strategies fallowed by Sainsbury’s which sustains and maintains customer relationship, and to influence organisational ability to make the most of customer value. 

2. Introduction
Sainsbury started as a grocery store in 1869 with the first store in Drury Lane and has now become one of the biggest and largest retail giants in the UK and the grocery industry.it has over the years have control over some other businesses in the property business, banking, insurance and US Shaw Super market. For any business, it is the consumer who determines what the business is. Consumers have motives, attitudes, habits and needs, therefore, when drawing a marketing program for your business you must consider all these elements of the consumer.
Sainsbury plc’s current motivation is aimed to advance the performance of the core UK supermarket chain. Whilst doing so it also continue to discover and develop growth opportunities in other markets. Customer satisfaction has taken on national and international significance with the development of national satisfaction barometers and indices in Sweden (Fornell, C. 1992). Sainsbury aims to provide quality products and good service at a modest price through working faster, simpler, together and aims to be the consumer first choice for food. Through a balance in sales growth, reduction cost and on-going margin improvements, Sainsbury look forward to advancing its growth. The company is dedicated to achieving industry leading margins within a dynamic, competitive market and to delivering strong double-digit necessary profit growth in each year of its business programme.
Sainsbury believes that, first class delivering of service to customer may result in customer contentment which automatically promotes the reliability of the organisation. They also believe that customer service has become a vital aspect to achieving organisational abilities which in effect opens the spectrum and present a clear strategy for the competitive market. The most important skills that need expansion in every company is the ability to properly critically perceive what their customer requires and to understand how one would capably and advantageously embark upon to take actions swiftly to gratify customer’s needs. 




3. Literature review: 
According to the OECD definition of Globalisation, it is the process of deeper integration between countries and regions of the world. Globalisation today is inevitable to any organisation because it is a dynamic process in which economies have integrated and inter-dependant. Therefore, customer service will always be one of the strategic techniques of any competent company today. It is one of Sainsbury’s strategic plan to enhance implications for industrial growth because it is potentially one of the most potent features which the managements utilize to gain competitive advantage or strategic advantage in the business. This gains retention of the customers and the clients (Yiannis & Lang, 2006).
Now a days, Customer service is become a major competitive advantage for the retail companies and therefore businesses like Sainsbury’s, Tesco, and others have become more customer oriented in the word today. However, because of the growing competition of the retail market, Sainsbury’s innovation of new products has become a great source of inspiration to the consumer. 
Any organisation that has created customer satisfaction is because, the organisation has a good customer relationship marketing strategy, and that is if you want to generate good revenue for your organisation. 

4. Methodology:
To understand the importance of the research, a lot of data was collected through various means. As part of the method of research, I used passive style interview: this is through an observational process where the customer is monitored or observed without their notice. I also did secondary data research by searching the website of the company and articles which are related to Sainsbury’s. the data collected from all sources are now analysed in other to choose the best information that suits the research. 


5. [bookmark: _Hlk534762537]Sainsbury’s strategies for success.
Sainsbury’s has five (5) main strategic pillars which has made them know their customers better and has given the customers confidence. 
· My experience working with Sainsbury’s retail shop has thought me how they value their customers. Customers help make Sainsbury’s stay focus on track in their productions. They have very reasonably sustainability plan which helps them to waste lese and save more initiatives. 
· Sainsbury’s also empowers their colleagues to make a lot of differences in the communities by the way colleagues go all out to help the customers in every way possible whiles shopping both online or through the website. 
· They believe in good quality of products and services at a fair price. 
· The world today is advancing and changing first just as customers as also changing how they approach the market. Therefore, Sainsbury’s is there for their customers at any time to assist customers where every possible. 
· All the above mentioned have made Sainsbury’s know their customers better that anyone else and furthermore, they understand the needs of their customers. They also know their customers better through telephone conversation, online and talking to them face-to-face.


6. [bookmark: _Hlk534678537]Factors That Influences Customer Satisfactory.
Carter R. (2017) stated in the Guided Selling article that, companies have the tendency to reap enormously reward, increase revenue, loyalty and greater employee satisfaction if they successfully manage and execute customer experience strategies. 
These are some few factors that influence customer satisfaction: 
· Accessibility: Customers should be able to find and access your products and services on their preferred channel effortlessly without barriers and friction. Also, your company must be reachable to obtain good service whenever they have a question or need assistance to make a purchase decision.
· Navigation: Customers expects to have a straightforward and very simple process when navigating and browsing your store and that customers become frustrated when they have difficulties to navigate.
· Page Load Speed: A research found out that, the value customers will easily move onto speedier webpage if your page doesn’t appear very fast. It’s a simple rule: the faster your website loads, the happier your visitors. 
· Language: customers prefers too to be interacted because it gives them great customer experience. 
· Intuition: some companies have a good intuition or what we call “sixth sense”. The companies that win the hearts of customers are those who have good value for customers. Sainsbury’s is proactive and anticipate the needs and emotions of their customers and this has been the basics of trust between the company and the customers. 
· Real-Time: For instance, “instant chat” works very well if you want to capture the customer’s attention. Sainsbury’s shows up when you most need them in real time via the above means which gives customer direct access or link to the company. 
· Finally, Sainsbury’s believes in the simplicity because, Simplicity is key. In other for Sainsbury’s to win their customer’s business, it makes every process very simple as possible by taking away the complexity related to advertising. 

7. [bookmark: _Hlk534678579]The 3Ps of corporate Social Responsibility
[bookmark: _Hlk533990571]Smith D. (2016) states that Corporate Social Responsibility (CSR) has been the focus of most companies and that clients will work with companies which have values regarding sustainability and to enjoy products and services in a way that satisfy their wish. In view of this, CSR and its sustainability programs become eminent to enhance all parties and that all employees must buy into their organisation’s ethical standards and also, managers need to have a clear communication to ensure clarity.
Corporate social responsibility (CSR) assess the impact business have on society, individual and the local community and the environment. It is a requirement of CSR that organisation assesses its stakeholders which involves its employees, customers, suppliers, communities and environment because, CSR must evaluate its responsibilities for its stakeholders. Corporate social responsibility strategy policies also address initiatives designed to improve good relationship with employees, customers and the local communities and aims to monitor and inspire ethical and environmental responsible activities. 
The activities of CSR have an impact on attracting higher quality dedicated workforce and will causes dedicated employees who feel they work for an ethical and responsible company to continue to work in such organisation. 

Basham K. (2016) explains that the three P’s in the world of Corporate Social Responsibility which are:
· People: that regards the employers and customers: - in considering the people, Sainsbury’s looks at the health benefits of their quality of products to the people and to encourage them to eat healthily. Every customer will want to know if the company they buy from really has recycles as part of their Corporate Social Responsibility reports and whether the organisation consider ethical waste management methods. Companies display advanced recycling equipment.
· Planet: which includes environment and circular economy: -Sainsbury’s considers issues regarding the pollution of the air or land so it has strategic measures to tackle these problems. It has been unproven that recycling plastics, like PET can save 26 times as much energy as the energy gained from being incinerated, therefore, it considers recycling by cleaning and performing several processes on the outgoing materials and then bringing them back into the economy as new products which in return is more cost effective. Sainsbury’s also has measures put in place to combat and reduce our emissions, waste and the use of water because of the effect it has globally. 
· Profit: that includes good business practice and image: - Sainsbury’s believes in making profits, however, it aims at people and planet first. It believes that sorting out waste properly and sorting in mass for collection for selling can produce great profit.
For every business organisation, maintaining a good public image is very important. Customers must find your organisation very attractive, friendly and caring so you can have their full support. A good image is the front door of every business and it must have and practice good code of conduct which will appealing to customers.

In other to create a good CSR in your organisation you need to recruit and keep the right people and provide them with the right tools and training with good motivation. Company must deliver both tactical and strategic customer services bearing in mind that, it is cheaper providing a good customer service quickly than to have customer who is unhappy with the service they are receiving. With the tactical approach, front line staffs are trained and provided with the right tools, motivation and equipment for their services and be able to deal with at least 90% of customer questions and inquires without the managers involvement. Whereas with the strategic approach front line use their experience to ensure process can be improved. It is therefore important to encourage and invest on CSR because, employees are the first contact with customers, so they must be professionally trained.

8. [bookmark: _Hlk534678634]Identify various customer segments.
The definition of Customer Segmentation according to Essential Guide article by Rouse, M. (2015) emphasize that, it is the practice by which likeminded customers such as gender, age and customers who have interest and share a similar spending habits which are relevant to the market are grouped together. With this definition, companies can gain better and acquire more knowledge regarding their customers’ preferences and needs with the notion of discovering what each segment finds most valuable towards that segment. Companies also use customer segmentation to determine their profit potential by analysing its revenue and cost impact. 
Susan Davis’s types of segmentation includes:  
· Ready-to-buy-customer: these customers have actual need, have made their preliminary research and are ready to buy with urgency. As a company demonstrate what the customer needs, they secure these potential clients.
· Potential Customers: these types of customers make lots of research or gather information and are not usually in hurry to make purchase. 
· Repeat Customers: these are the most loyal customers who repeatedly visit or uses a company’s service and purchases its products. These valid customers are the lifeblood of the any company because as they testify for the first time, they return for more services or purchase products and so they must be highly respected.
· Sales or Discount Customers: these customers are always regular at stores or to shop for the best deal on the item they want to purchase. Before they head out to the visit the store or the website, they would have done much investigation on the price.
· Impulse Buying Customers: these customers normally take decisions on the spot when they arrive at the store. They come to the store not having anything in mind, however, they make decision based upon great sales presentation. 

UKessays published an article in 2016 which states that, Sainsbury’s looks at a broader spectrum of different segmentation processors which relate to Business to Customer (B2C). That includes: 
Demographic segmentation: - retail businesses use this segment because, it looks deeply into the customer’s personality or household. It measures criteria that are descriptive, such as socioeconomic status and family structure. (principles marketing book page 198). Example is where demographic segmentation has been used by the business is Marks and Spencer’s, where the result of a survey conducted for 2500 women’s gain an average dress in women’s dress size in 1980, which has now increased. (case from principles marketing book page 198).
Geographic segmentation: this has two types of segments which are local and global. It is easy to obtain any information such as crime rate or employment level from the geographical segmentation which can be very useful fir business. 
Psychographic segmentation, which is also known as lifestyle segmentation because it is where opinions, beliefs and attitude are considered by the business. Example is that a business will not sell a wheelchair to a customer because of psychographic segmentation and this also because beliefs and opinions are intangible. 
Geodemographic segmentation: is the mixture of geographical segmentation and demographical which is, that, people are likely to be the same when they live together in the same area rather than the people who live randomly. 
Behaviour segmentation: this refer to loyal customers that constantly buy their product and describes a clear relationship between consumer and product. It is very important because it consist of people from different segment who are brought together by their relationship to the product.
Targeting segmentation:  this approach is divided into three targets; concentrated targeting: which is where a company will target just one segment which also has its advantages, where you can put all your efforts in a specific market which may give the company a competitive edge over its competitors and if all things work well in this segment, a company can enjoy enormous profits. However, the disadvantage is that as you put all your efforts in one market, when there is a failure you have no other option to rely on. Differentiated targeting, is a situation or system where the business has varieties on marketing mix. Lastly, undifferentiated targeting: it is a mass target, where the whole market is targeted. 

9. [bookmark: _Hlk534678827][bookmark: _Hlk534763266]Analyse customer experience by providing quality product and service (CRM) systems
Customer Relation Management system or CRM is a mixture of science and art which companies use in offering just the right number of customers contact. Not too little or not too much with the aim of centralizing all the resources and information. 
Steffey K. (2011) states clearly that, Sainsbury’s believes and maintain a high quality of its services by keeping up with high quality product at a fire price. This is done through their attractive appearance, friendly staff, well-kept rooms and fast services. In other to provide quality of service to customers, Sainsbury’s evaluates their suppliers by Quality Attribute System (QAS). Sainsbury’s offer next day home delivers and provides customer expectation for fresh, health, safe and tasty food. They also provide environmentally friendly packaging with delivery on time as well as making queuing time reasonably reduced. Their online shopping system is a great advantage to the company. These are what makes Sainsbury’s differ from its competitors and the brand has also remain on the market for many years. The ability to add value to your product or service is an absolute necessity in today's market place where so numerous products and services are seen as a commodity. Let’s look at few ways Sainsbury’s add value to its products and services.
· Faster and better: Customers are ready to pay any amount for service rendered by the organisation as long as they provide better and faster delivery services.
· Add value: the best way for any organisation to achieve maximum profit is to add value to the everything the produce.
· Bundling and packaging and Service levels: Sainsbury’s is able to put together desirable packages with good quality of services.
· Transition and education: Sainsbury’s transition team help new customers to be better able to exploit the products or services as they come on the stream.
· Qualitative preference: Sainsbury’s provide higher quality of products and services to customers who constantly purchase goods and services. In most cases, perhaps a more sophisticated level of service, dedicated personnel, dedicated phone lines and fax lines are provided to the customer a greater opportunity. 
· Speed of service or delivery: to providing value-added services and products to their customers, Sainsbury’s services provide punctual on time delivery is a key component for charging full or maximum pricing.
· This added value style provides recognition to customer or clients and is based on the way they utilize your product and service. 
· Dedicated personnel: is also a way that Sainsbury’s assign dedicated workers who provide technical support to their customer.

10. [bookmark: _Hlk534678955]Importance of customer value
Sainsbury’s desires to build a strong brand because, by providing products and services that will say in the minds of its targeted customers which will help gain customers’ attention and help in increasing sales faster and more profitable, as well as increasing its market share. 
A strategic and accurate customer value proposition will be the reason why a customer would buy your product bearing in mind the market competitor and still have a reason to distinguish product. Sainsbury’s believes that understanding customer needs is important because it is a major factor which helps promote the product. Sainsbury’s consider the thoughts of their customer and makes effort to find answers to their many questions which includes: what products they but, why they buy the products, how they will want to buy them, where they can buy the products and how often they should buy the products.
11. [bookmark: _Hlk534678964]Value proposition evaluation of Sainsbury’s
There are many issues that distracts and undermines the integrity of Sainsbury’s supermarkets. Sainsbury’s was once criticised for allowing Tesco to lead in the market in terms of customer service, loyalty and price competitiveness, and was also criminated for not promoting itself up to its standards. In view of these criticisms, it derived a process of reconstructing its mission by changing its marketing strategies and has since maintained 100% services level as the online business growing rapidly. However, there are still some issues that need to be addressed and to be developed. Sainsbury’s has a mission of being the customer’s first choice. It believes in the method of simplicity of working and fast delivery of goods and services.

12.  Buyers behaviour
There are always substitute of products which are available to every consumer, and so consumers take their time to research before they buy your products. However, for companies or the sellers to be able to please their buyer, they must have concerns with: who the buyer or the customer is, what they buy, especially, when consumers buy that particular products, where is it likely for the consumer to buy from, and the reason for the them to buy. So, it is always good to know the motive of your consumers in other to stay up with the market, bearing in mind that customers buy your products in other to satisfy their needs whether it is important to buy them or not, accept that the customer has everything, and s/he just want to buy a product.  However, will always have challenges when buying products. It could be a more complex challenge or relatively simple case which requires very little effort to deal with. It is therefore important for the company to monitor customer behaviour and address issues accordingly in other to maintain trust. 

13. Market Mix
In other to gain competitive advantage over other retailers, Sainsbury’s infuses the system of a good and productive market mix. In the year 2014, the company had the distinction of being ranked as second-largest supermarket chain in United Kingdom occupying 16.9% of the total market share (Bhasin H. 2018). Below are key elements of the marketing mix that help improve Sainsbury’s customer values. 
· Product: as a reputable organisation which believes in branding, Sainsbury provides its own brand products which is defined as ‘good, better, best’. It provides healthier organic food products to their customers. Sainsbury’s is very proud to constantly launch new programs and to develop new products. Sainsbury’s stocks over 30.000 product in the market on which 20% is its own-label good. 
Products includes: 
· Fruits and vegetables
· Fish and meat
· Bakery
· Bear, wine and spirit
· Health and beauty
· Diary
· Baby accessories 
· Pet care
· Place: it all started at Drury Lane in London UK as grocery retailer with the headquarters at Holborn Circus, London. Sainsbury’s has 1423 supermarket shops so far and this includes physical supermarkets and physical convenience shops. The company also has Sainsbury’s online for internet shopping and can also make orders by phone call. 
· Pricing: Sainsbury’s believes in sound pricing policy which guarantees profitability, great demand for customers, customer retention, customer satisfactory and the like. Sainsbury’s understands that pricing is the key elements of market mix and so it makes very good use of price discrimination policy with regards to product positioning rather than price cutting strategy. However, even though it still faces stiff competition in the consumer market, it has policies to tackle the issue by adopting competitive pricing policy.
· Promotion: to build a good brand name, Sainsbury’s has launched ad campaigns through different mediums including: radio, television, billboards, leaflets and newspapers. As part of promotional strategy, its website has been the best tool because it uploads all their product information and its regular activities. Sainsbury’s offers Active Kids with reference to the Paralympic swimmer, redeemable voucher and also launched Nectar Reward Club which allows customers to earn points which is later redeemed.

[bookmark: _Hlk534678979]RECOMMENDATION:
To provide exceptional customer service to customers need comes with deep commitment and Sainsbury’s is extraordinarily committed to doing all it can to relate and engage their customers whiles providing quality of services and products. To ensure success over competitors, Sainsbury’s must endeavour to lay a clear course plan and continue to keep it to the task bearing in mind the customers and promote measures to attract customers productivities through its management. Also, what make companies flourish and advance in all areas is transparency which is fundamental. Penetrating pricing strategy: to capture maximum share in the new market and to encourage new potential customers, you must understand that price penetrating strategy is recommendable because in this strategy the prices are reduced to increase the sales volume.
Sainsbury’s should always have insight of all the segments especially the psychological aspect of customer whiles shopping because it is the people that delivers great customer service and not the company. The company that empowers its customer service agents to perform autonomously and think independently delivers the finest customer service (Zhou, 2010).
I strongly recommend that Sainsbury’s draws great lessons from errs because, learning from mistakes of others pave the way to success and that every mistake is an opportunity for a chance to move forward. I also suggest that, it is very important for Sainsbury’s to follow-up customer to let them know that they are valuable and appreciated and that the company stands with them and has solution to their problem. 
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