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Abstract
Customer satisfaction is one of the most important factors which are emphasized on by the companies operating in the modern challenging environment to ensure that they are able to attract maximum number of customers and retain them for a long period of time. The companies make sure that they are able to keep their customers happy and satisfied to ensure increase their growth and profitability with the passage of time. The advent of globalization has helped the companies to operate in different countries across the globe and increase the probability of attracting new customers towards the company. 
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[bookmark: _Toc503394803]Introduction
This report critically analyses the importance of customer satisfaction to enhance the growth and profitability of JD Sports. It also highlights the ways in which the company implements its marketing strategy to increase brand awareness and strengthen brand value. It also provides a critical analysis of various models which is implemented by the company to attract the attention of the customers towards the company and ensures high rate of sales of the products and services of the company. It also provides a critical evaluation of end to end customer journey and the initiatives or strategies implemented by the company to ensure that it is able to increase the level of customer satisfaction at each level of their journey. 
[bookmark: _Toc503394804]Company overview
‘JD sports’ is a public limited company headquartered in Bury, England. It is one of the largest sports fashion retailer in UK. The company has a large number of shops in United Kingdom and offer sports clothing and accessories to their customers. The company was founded by David and John in the year 1981 and started off with a single shop in UK. The company has received immense recognition and prominence in the markets in which it operates. The company offers different types of sportswear and sports accessories which are required by the people who are sport activists or have interest towards sports. ‘JD sports’ is one of the leading sponsor as well as supplier of various football associations,players and teams. 
[bookmark: _Toc503394805]Marketing mix of JD Sports (Marketing mix)
Marketing mix is referred to as a combination of different marketing components that helps an organization to attract more and more customers towards the company and ensuring that they make a purchase of the products and services of the company. The components of marketing mix has significant impact on the purchasing decisions of a potential customer as the companies sets each component efficiently so that the purchasing decision of the customers is positive. The components of marketing mix as placed by the marketing management of JD Sports are as follows:
Product: a product is referred to as the substance which is developed to make a sale to the potential customers of the organization producing the product or services. JD sports offer sportswear from different manufacturers as well as their own products. The company offers superior quality of products with long lasting durability which helps it to retain customers for a long period of time. In addition to this the company offers a wide range of products which enables the customers to choose the best product suitable for them.The company ensures that their products and services are creative and innovative. This helps in making the products and services distinct from that of the competitors (Rawal, 2013). 
Price: the company sets the price of the products and services of the company efficiently. They ensure that the prices of the products are reasonable and can be afforded by larger segments of the market. It is evident that the company is a supplier of sportswear to various associations and football teams. The company implements competitive pricing strategy which means that the prices of the products are kept in and around the prices set by the competitors. They also ensure that they offer the most affordable and minimum price for similar products set by the competitor companies. This makes the customers choose the products of the company for its superior quality and affordable prices. 
Place: this marketing mix component is referred to as the number of distribution channels which are adopted by an organization to ensure that the products of the company can be easily accessed by the customers. JD sports have its presence in both online and well as offline distribution channels. The company has multiple stores in UK from where the customers can directly purchase the products by viewing them. Similarly, JD sports have its own website from where the company can order the products online. The offline or physical stores help the company to attract those people who are not accustomed to the internet or do not prefer executing transactions online. Simultaneously the company is able to attract the people who have a busy schedule and are unable to visit the physical stores but purchase the products online (Rawson et. al, 2013). 
Promotion: JD sports takes the help of appropriate promotional techniques to ensure that the people of the markets in which they serve are aware of the presence of the company and the products offered by them. The company promotes the products and services of the company through both online and offline platforms. The company advertises the products and services on social media platforms such as Facebook, Twitter, LinkedIn, etc. On the other hand the company also advertises on print medias like newspaper, magazines, leaflets, banners, hoardings, etc. The company also puts up advertisements on television which is one of the most efficient techniques of attracting and making a large number of people aware of the products and services of the company. The promotions and advertisements on a large number of platforms help in attracting the attention of people from different segments (Armelini and Villanueva, 2011). 
[bookmark: _Toc503394806]Critical success factors of JD sports
The factors which help in the growth and success of an organization are referred to as critical success factors. The CSF’s of an organization help in accomplishment of the goals of the organization in an efficient manner within the stipulated timeframe. Such factors help in increasing the satisfaction level of the customers as well as ensure sustainability of the organization. the critical success factors that has helped in increasing the level of customer satisfaction of JD sports are as follows:
Technology: the company has implemented new and latest technologies within the organization to ensure smooth running of the business. The company develops sports gadgets which are highly efficient and is a necessity for the customers. The technologies also helps in making the business processes like logistics, billing, inventory management, etc. much easier. Technologies have also helped in enhancing the effectiveness of communication within the organization and its branches in different locations of the country. The research and development team of the organization helps indevelopment of creative and innovative ideas to develop new products which meets the demands of the customers efficiently thereby increasing the customer satisfaction level.
Branding: the company implements appropriate branding policies which helps in increasing the brand value of the organization. Efficient branding techniques help in making the people aware of the products and services of the company. The company promotes the products through various techniques like advertisements on social media, print media, etc. which helps in ensuring that the people know about the existence of the company (Armstrong et. al, 2015). 
Organizational structure: the company follows a flat organizational structure which means there are limited number of management levels within the top level management and the lower level employees. The managers of the company encourages the employees to participate in the decision making process regarding the growth and profitability of the company. This help the employees to feel that they are valued within the organization and they remain motivated for a long period of time thereby ensuring that they put more and more efforts to achieve the goals and objectives of the organization. 
Market research and marketing: the company has a talented market research and marketing team. The market research team collects data and information regarding the wants, demands and needs of the customers. As the information is collected it is analysed by the managers and the report is given to the production team so that they are able to develop the products and services accordingly. This helps in developing and purchasing products from the manufacturers which would efficiently meet the demands of the customers thereby increasing the level of customer satisfaction to great extent (Winerand Dhar, 2013). 
[bookmark: _Toc503394807]GAP model
The gap model helps in determining the gap between the perceived and expected service of the organizations. The GAP model of service quality offers five gaps that arise on account of mismatch between the quality of service offered by the company and the quality expected by the customers (Norton and Pine, 2013). ‘JD sports’ mitigates the following gaps in service efficiently to keep their customers happy and satisfied;
· Gap 1: a gap between expectation of customers and management perceptions. This arises when the management is not able to analyse the customer needs efficiently. ‘JD sports’ has a strong market research team that helps the management to understand the needs and demands of the customers efficiently. 
· Gap 2: a gap between management perception and service quality specifications. This occurs when the management is successful in understanding the needs of the customers but unable to set the performance standard efficiently. ‘JD Sports’ sets the plan for developing the products and services according to the customer expectation to ensure that they remain highly satisfied. 
· Gap 3: a larger gap between management perception and service quality specifications. This occurs when the company fails to offer the required quality of product and services to theircustomers. ‘JD Sports’ provides adequate training to the employees and implements adequate latest technologies to ensure that they develop and offer products and services that fulfils the expectations of the customers. 
· Gap 4: gap between service delivery and external communications. This gap offers when the communications of the company are inappropriate and the people are unaware of the service delivery of the company. ‘JD Sports’ puts up number of advertisements on different platforms as well as promotes their products and services efficiently to ensure that the people are aware of the service delivery of the company. 
· Gap 5: gap between expected and experienced service. ‘JD Sports’ offers superior quality of products and services which inevitably meets the requirements of the customers. this ensures that the customers are able to have a good experience with the products and services of the company as they expect it to be (Huang and Sarigöllü, 2014). 
[bookmark: _Toc503394808]End to end customer journey
End to end customer journey is referred to as the journey of the customers during the course of purchasing a product or service of an organization. The customer journey starts with the identification of a need for a product or service. Once a need is identified by a potential customers then the customers goes through a number of stages before making the final purchase. However, it is evident that the customer journey continues even after the product is purchased by the customer. The journey ends at the stage when the customer is either satisfied or unsatisfied with the product or service of the organization. The organizations aim at increasing the level of customer satisfaction at each stage of the customer journey so that final decision made by the customer is a positive one (Baker, 2014). The touch points on which JD sports emphasizes on to enhance customer satisfaction are as follows:
· Awareness: this is the first step of the customer journey and it begins with making the people aware of the company and its products. The management of JD sports ensures that they advertise and promote the products and services of the company efficiently so that each and every individual of market is aware of the existence of the company and its products. The company focuses on promoting the products through various advertising mediums like social media platforms, television, newspaper, magazines, etc. This helps in attracting the attention of the customers towards the company and its products. 
· Comprehension: once the people are really aware of the products of the company, the customers begin to comprehend or analyse the benefits of the product that they would receive once they purchase the product of a company. The customers begin to search more and more information about the product that they wish to purchase from different sources. JD sports offersuperior and branded products to the customers which help in increasing the reputation of the company. Similarly, the customers have the option to provide feedbacks on their websites regarding each product which help others to have a vivid idea about the quality, texture and benefits of the product. 
· Connectivity: this step involves connection between the customers and the company. In this step the company looks forward towards keeping the customers engaged to the company. JD sports utilize the concept of pay per click advertisement wherein the customers are asked to fill in a form about personal details of the customers. as the customers fills up the forms the company is able to fetch the contact number or other contact medium and utilizes them to contact the and provide them with the required information. This helps the customers to clarify their doubts regarding the products from the customer representative of the company thereby increasing the level of customers’ satisfaction as well as keeping the customer engaged with the company (Milligan, 2012). 
· Desire: in this phase the needs of the customers are converted to desire. The initiatives taken by JD sport help in converting a potential customer into real customer. For instance, the website of the company includes a vivid description regarding various aspects of a product like stock, colour variations, quality, price, customer feedbacks about the product, rating of the product, etc. which makes the customers desirous to purchase the product. The company ensures that it offers superior quality of products and services so that positive feedback comes up on the feedbacksection thereby making the people desirous to purchase the product of the company. 
· Purchase: JD sport is one of leading brand which offers superior quality of sportswear and sports accessories to their customers. The existing customers are happy and satisfied with the products which have helped in increasing the reputation and brand image of the organization within the market. The good will and high reputation of the company has helped in ensuring that the customers tend towards finally making a purchase of the product of the company. The company has been able to gain trust of the individuals and hence the probability of the new customers to make a purchase increases efficiently (Hair et. al, 2014). 
· Post purchase: this is one of the most important steps on which the growth and profitability of the company is dependent. If the customers are satisfied with the product of the company they would re purchase the product of the company thereby increasing the repeat business of the organization. This helps the company to increase their revenue to great extent. On the other hand if the customers are not satisfied with the products they would opt for alternatives or similar products from the competitors of the company. JD sports ensure that they keep a wide range of products of different prices from different manufacturers to meet the requirements of the customers and keeping them highly satisfied. 
[bookmark: _Toc503394809]AIDA model
AIDA model is a marketing framework that helps in enhancing the satisfaction level of the customers. This is step wise process which helps in converting the potential customers of the company into final customers for the company (Pavlouand Stewart, 2015). JD sport implements the AIDA framework to ensure that a large number of customers are attracted towards the company efficiently. The implementation of AIDA model within the organization is as follows:
Attention: this is the first step of the AIDA model and it involves increasing the attention of the customers towards the products and services of an organization. There are various ways implemented within JD sports to ensure that the customers pay attention to the company. The company puts up digital advertisement boards in public places as well as near sports place so that the people having interest in sports are attracted towards the product of the company. JD sport also ensures that they put up advertisements on television and social media to attract the attention of large number of customers (Steenkamp, 2017). In addition to this, the company puts up hoardings, banners, posters, etc. in public places to attract the attention of the people who are not accustomed with the internet. Advertisement over a large number of platforms helps in attracting the attention of people from different segments. 
Interest: this step is used to increase the interest of the customers towards the company and their products. ‘JD sports’ has a large number of physical stores within UK. The stores are clean with glass infrastructure (both exterior and interior) which provides a memorable shopping experience to the customers. The glass exterior walls ensure that the customers are able to have a glance on the products in the shop which increases their interest towards making a purchase. On the other hand the company has a well-developed website which is fast and customer friendly. This helps the customers to easily search the information related to a product very easily thereby increasing their interest. The website contains all the information related to the products and services of the company which ensures increased interest of the customers to make a decision of making a purchase. 
Desire:this step is similar to that of the desire stage of end to end customer journey. In this stage the company implements appropriate strategies to increase desire among the customers to make a purchase of the products and services of the company. The company indulges in celebrity endorsement wherein they choose a popular celebrity to promote the product and the customers believe that the product is used by the celebrity. This makes the customers desirous of purchasing the product of the company. Similarly the company also puts up small and attractive videos on YouTube which helps in increasing the desire among the customers to make a purchase of the product that they need.
Action: this stage is referred to as the final actions implemented by an organization to close a deal in a positive manner. ‘JD sports’ implements strategies such that the customers finally make a purchase of the product of the company. ‘JD sports’ offer seasonal discounts, sale during matches, flat prices, coupons, vouchers, etc. to ensure that the potential customers are aligned to purchasing the product of the company. ‘JD sports’ send emails to the potential customers on a regular basis to ensure that they are constantly updated with the current sales at the shop and they make a purchase. The company has an efficient customer service team and the representatives are trained to provide right information to the right customers in a right manner to ensure that the customers make the purchase of the product that they are willing to (Peñaloza et. al, 2013). 
[bookmark: _Toc503394810]Relationship with stakeholders
‘JD sports’ has a large number of stakeholders and the management of the company emphasizes on keeping their stakeholders happy and satisfied to great extent. The manufacturers, customers, employees, investors, shareholders, government and the community in which the company operates are the major stakeholders of the company. The company takes adequate measures to ensure that they maintain good relationship with the stakeholders and keep them happy and satisfied for a long period of time in order to ensure the profitability and growth of the company. The company offers adequate remuneration and benefits to the employees so that they remain satisfied and do not look for opportunities in other companies (Singh et. al, 2014). Appropriate employee relationship helps to keep the employees motivated and they work with more and more efforts to improve the performance of the company. Similarly the company implements appropriate strategies to ensure profitability of the company and keep the investors happy. The investors invest in the projects of a company only if they observe a profit in the project and hence ‘JD sports’ makes sure that they make a profit every year by implementing appropriate strategies and actions. The company abides by all the rules and regulations which are imposed by the UK government to remain in their good books and ensure smooth functioning of the business within the country. Finally, the company makes sure that they maintain a good relationship with the manufacturers who are willing to sales their products through the company website. On the other hand they also maintain good relationship with the suppliers to ensure that they receive good quality of raw materials to develop superior quality of sportswear and offer them to the customers. The superior quality of sportswear and sport accessories at affordable and reasonable prices help in keeping the customers satisfied and they remain aligned towards the company for a long period of time. In this way the company applies various strategies to keep the stakeholders happy and satisfied to great extent. 
[bookmark: _Toc503394811]Conclusion
This report provides a vivid idea regarding the importance of customer satisfaction to enhance the growth and profitability of JD Sports. It also gives a clear idea about the ways in which the company implements its marketing strategy to increase brand awareness and strengthen brand value. 
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