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1.0 [bookmark: _Toc119627033]Executive Summary

The Sainsbury's Supermarket chain was founded by John James in 1869 in London and has grown to become one of the world's largest supermarket chains based in the UK. It is engaged in all aspects of food retailing. 
Family members' involvement in the wider community and politics allowed them to influence institutional environments through organizational power. Hence the four family members contributed significantly to the institutional change and success of the company. In addition to its 500 supermarkets and 700 convenience stores across the country, the company has three subsidiaries, namely: Supermarkets, Bank, and Argos, which serve over 15 million customers (Williams, 1996). 


2.0 [bookmark: _Toc119627034]Terms of Reference

To establish the information gained during the first term of the Building a Sustainable Marketing Relationship module at Level 5, the University of Wales Trinity Saint David institute within the teacher of this module, Maria Heffernan, requested this report on October 5th, 2022, with the submission date on 18th of November 2022. 
This report has been compiled by the student Ancuta Nutu, and the purpose of this report is to demonstrate how a small, but well-established, an organization can grow as it develops over time and come to be the largest and most established in the industry.


3.0 [bookmark: _Toc119627035]Introduction

Based on secondary research, the information in this report has been gathered from a wide range of sources including books, journals, videos, and credible websites. The report was compiled with all the support of reliable sources, as far as possible, to verify that they were current, reliable, and relevant to the subject matter of the report.






4.0 [bookmark: _Toc119627036]Main Findings


4.1 [bookmark: _Toc119627037]Background historical development

A small dairy shop established by John James and Mary Ann Sainsbury in 1869 became Sainsbury's. Founded in Drury Lane, London in 1879, this small company had a few key ingredients that made it possible for the supermarket we know today to exist in embryonic form. Throughout the history of the company, there has been the involvement of four generations of the family, including the appointment of six chairs in the company's leadership council (Aluko and Knight, 2017).
With the succession of chairmanships, every chairman continued to build on the original concepts of its founders and to continue the tradition of being the best at what they did in their respective fields (Bevan, 2006).
Aside from their contribution to the success of the company, the Sainsbury family played a very important role in the development of Britain's social, cultural, and educational life in both a positive and a negative way. With revenues in the region of £628m in 1992, Sainsbury's was the UK's most profitable retailer, not only as a retailer of food, but as a retailer overall, making it the most profitable retailer in the UK, making it not just the most profitable food retailer, but also Britain's most profitable retailer (Seth and Randall, 2001). 
By developing their brand identity early, the Sainsbury family was able to grow and diversify their product range, thereby enabling them to survive in the future. Considering how they viewed their small offering and how they could distinguish themselves from similar stores, John James and Mary Ann had very clear ideas of how their small offering should be. It is worth mentioning that the Sainsbury family, though no longer directly involved in the management of the company, continues to be closely involved in the enterprise's decisions and development (Williams, 2007).
Family involvement in Sainsbury's has played a significant role in its evolution as a food retailer. Founded to open one store for every child, the company eventually planned to open 12 retail outlets. Each son held an important position within the organization. As children, the Sainsburys were involved in the store's operations from an early age (Child et al., 2012).






4.2 [bookmark: _Toc119627038]Mission Statement

As the leading retailer of food in Britain, Sainsbury's is a chain of supermarkets that sell food. Approximately 32.000 products can be found in one store, including fresh produce and own-brand products, which make up approximately 50% of the total merchandise.
Sainsbury is one of the popular chains of supermarkets in the country that provides a wide variety of grocery products and quality foods. Aside from this, Sainsbury's also offers a variety of other products and services, including gas stations, restaurants, coffee shops, pharmacies, houseware, clothing, seafood, meat, and bakery products, as well as other services (Comim & Qizilbash, 2008). 
According to Sainsbury's website, its motto is 'Help everyone eat better and follows the statement 'Mission'. According to the mission statement, Sainsbury's offers healthy and affordable products to help its customers be happy. In comparison to the previous year, this marketing approach resulted in a 3.4% increase in sales (Sainsbury’s, 2020).
Having a great vision for Sainsbury's enables them to become one of the most trusted retailers where customers enjoy working and shopping. Furthermore, the team’s goal is to make the entire life of their customers easier by providing great quality and service at a reasonable price every single day. It is an important mission of Sainsbury's to regain its greatness and to ensure that can be accomplished (Zigu, 2011).



4.3 [bookmark: _Toc119627039]Data collection and evaluation

Sainsbury's company provides a unique opportunity to study the interaction between the company and its micro- and macroenvironment, as well as its relationship to the retail industry. Quite literally, temporal bracketing is a strategy of decomposing events into successive eras that are separated by discontinuities by which eras are recombined (Greenwood and Bernardi, 2014). 
Hundreds of internal Sainsbury colleagues and suppliers use the Insights Platform daily to generate insights from billions of rows of transactional data. Lately Nectar, the loyalty scheme that Sainsbury's owns, launched a new app and website to provide its shoppers with more relevant and personalized offers. Nectar is using machine learning to predict which products its customers will buy in the future. A new grocery trend can be detected by Sainsbury's with predictive analytics and machine learning. Keeping up with the latest food trends was a priority for the retailer after it worked with Accenture and Google Cloud. Their collaboration has led them to develop machine-learning solutions that show what customers want and what influences their eating habits (Rigby, 2019). 
A company called Nectar was acquired by Sainsbury's in February 2018, after having been in operation for 17 years. The company has more than 18 million users.
 To determine the periods, the chronological order in which events occurred between 1896 and 1991 was taken into consideration. Throughout the course of the program, there is a major break between each period. This allows the research leader to explore and replicate theoretical ideas. There was a chronological order to the events, activities, and managerial decisions collected in the data collection. Also, a periodization was applied to the data which enabled environmental events to be seen from the point of view of an organization due to the periodization of the data (Chiles et al., 2004). 
Using Langley's (1999) longitudinal research methodology, the data were investigated using a variety of methods to analyze the data.
The first method was formed during the founding years of Sainsbury's between 1869 and 1913, an era of its history known as "The Early Years" of which Sainsbury's was at its most formative.
Sainsbury's has been forced to co-evolve between 1914-1949 with its external environment to ensure that it continues to exist, which demonstrates how it has evolved with the external environment, in the second period called “Surviving the World Wars”. 
Following the war, Sainsbury's had to rebuild after the third period, titled "Leading the Way.". A significant change to the retail food market in the UK was brought about through innovation and the use of organizational power that had been gained during the previous period.
This final period, titled "The Hey Days", focuses on the family's most prosperous and stable period, which also affected its socio-emotional well-being.


4.4 [bookmark: _Toc119627040]Segmentation, Pricing Strategies, and Differentiation

Segmentation
In terms of marketing, Sainsbury's is known for its market segmentation. According to their needs and requirements, market segments are divided into several groups. As well as segmentation, a company can analyze the market by dividing a market into smaller parts, of buyers from whom it can satisfy its customers' needs. Segmentation can be done based on geography, demographics, and behavior.
Identifying customer groups or segments is a crucial step in building retail brands and concepts that satisfy their needs. As soon as retailers decide on what segment they want their brands to target, they position their brands with an image that their intended customers can identify with. Identifying, targeting, and positioning the market is the first step in developing a long-term strategy for retail marketing (Dibb and Simkin, 1991). 
A company may have to pay a lot of money to segment its marketing efforts. Since each segment of the market has different standards or needs, the company must come up with a variety of marketing strategies to meet those needs. The promotion of children's products should use different tactics, while teenagers' products should also use different ways of promotion. In addition to providing millions of pounds of coupons to customers, the company may not provide the coupons at times when it is not making profits, resulting in low customer satisfaction (Aditya Shastri, 2022). 
Artificial Intelligence is being used by Sainsbury's for customer segmentation, just like by many other companies. To create effective segmentation strategies, data is collected, and algorithms are created. Segmenting Sainsbury's markets relied on nearly all variables and almost every part of the United Kingdom has a store, and the company segments its markets based on demographic information. The psychographics of its customers was also segmented by Sainsbury's. In addition to increasing sales volume and profitability, this segmentation has resulted in improved customer benefit requirements. Additionally, being aware of competition-related changes in the segments (Parsons, 2014). 




Pricing Strategies
Products and services are priced using pricing strategies. It is common for large and small companies to price their products and services based on production and marketing costs, and then add a profit margin to cover their expenses. Among the many pricing strategies available are penetration pricing, skimming pricing, discount pricing, life cycle pricing, and even competitive pricing (Suttle, 2019). 
The pricing strategy of Sainsbury's is based on ensuring the quality of products and services provided by the company is maintained and that customers receive value for money. This is what ensures customer retention. Instead of using a price-cutting policy, the company follows a competitive pricing policy, as the latter leads to a short-term gain of market share but will eventually result in a long-term loss (Ray, 2016). 
Customer relationship, service quality, and availability have been the main factors in establishing the company's brand position. It will be necessary to use Porter's Generic model to evaluate their competitive strategy.
According to the context and opportunities arising, Sainsbury's uses many pricing strategies. Cost leadership is the strategy that Sainsbury’s focused on the most covered in this topic. Companies that lead in cost leadership present themselves as having the lowest price and low costs in the marketplace for a particular product or category of products. Every level of management must constantly reduce costs to manage costs effectively. It is crucial that an organization's production costs can be reduced to provide its customers with quality products at a reasonable price so that it can become a leader in cost management. Smaller companies can't benefit as much from this strategy as big companies with large buying power (HowandWhat.net, 2018). 
In addition to its basic and children's product lines, the range of Sainsbury's products has been carefully selected to meet the criteria for value for money and low prices. As part of the marketing mix of Sainsbury's, price is a key element of the pricing strategy. There is a total revenue of over $25 billion generated by the brand every year. It appears Sainsbury's pricing strategy contributed to a 0.3% increase in total retail sales during the second quarter of this year, which was positive news for the supermarket (Barnes, 2004). 
The pricing discrimination policy made use of by Sainsbury’s is in line with the positioning of each product, thus allowing the customer to get a premium price since Sainsbury’s is focused on the higher end of the market. 
 Following the effects of food deflation and competition from discount supermarkets, Sainsbury's made several big changes in September of last year. It has implemented several programs to combat its sales problems, including “tactical pricing’’. To compete effectively in the marketplace, retailers are utilizing several smart pricing strategies to address the concerns of shoppers when making purchasing decisions. As consumers become increasingly price-conscious and aggressive discounters pose a competitive threat, supermarkets are faced with a tough situation (Insitetrack, 2015). 



Differentiation 
To differentiate products from those in the same category, differentiation is used as a marketing tool. Contrary to positioning and branding, it is an effective marketing tool. Differentiating products and services is a means of attracting and retaining customers. Price, quality, service, innovation, accessibility, and quality are all ways in which marketing differentiation can differentiate companies' offerings from their competitors' (Indeed Editorial Team, 2021). 
Brand differentiation or innovation in the marketing or technology domain is used by many companies to improve their marketing strategy. It remains unclear how small and medium enterprises, multinational corporations, and retailers differentiate their pricing and branding relative to each other. Consumers' willingness to pay a higher price may differ across contexts depending on what type of brand differentiation is used, and investments are made in brand building (Glynn and Woodside, 2012). 
Differentiating their products is probably Sainsbury's most used marketing strategy, as it reflects the corporation's innovation, and it ultimately results in the best advertising results for the company. A new product or service should be unique to the market, and you cannot find it anywhere else. An organization can distinguish its products by changing its features, improving its designs, expanding its networks, and enhancing its brand image.

4.5 [bookmark: _Toc119627041]Ethics and Sustainability

Ethics refers to business conduct that adheres to morally right and wrong standards. Conduct is partially defined by law, but "legal" and "ethical" aren't always the same. Laws that define acceptable performance beyond the control of governments can be enhanced by business ethics. Business ethics programs are now a part of almost every company in the world. Business ethics are now becoming more important for companies to avoid negative outcomes. For business ethics to be developed, corporations play an important role. Developing ethical leaders requires the support of educational institutions as well (Schroeder, 2021).
Various branches of business ethics can be related to applied ethics, such as medical and legal ethics. Business ethics refers to moral concerns relating to a law firm's or doctor's practice's conduct in terms of ethical standards. Business ethics has no different from other forms of ethics in the sense that they are all ethical. Business leaders, for example, have an ethical responsibility to comply with the laws of the countries in which they operate, which is an intersection of their legal responsibilities and their ethical responsibilities. 
The term descriptive ethics refers to a theory that attempts to describe or compare people's views of morality. In other words, descriptive ethics refers to the study and description of people's moral values, standards, and behavior. Normative actions are actions that conform to ethical principles where human beings should act morally according to them, simply put. It's not just about attempting to come up with basic moral standards; normative ethics is also about explaining and justifying them. (Dimmock and Fisher, 2017). 
Several actions make up a corporate social responsibility or sustainability strategy. As well as engaging internal and external stakeholders, the framework facilitates investment focusing and performance improvement. Engaging external stakeholders and colleagues across the business are one of the advantages of developing a sustainability strategy. Success requires the involvement of senior management. Using language that resonates with commercial priorities is the best way to enlist senior colleagues in discussing business priorities and issues that matter to them. To ensure sustainable growth and success, businesses must manage and coordinate a variety of financial, social, and environmental demands. In the past, community cultures have treated social issues and environmental concerns with a negative attitude (Rosenberg, 2015). 

[bookmark: _Toc119627042]5.0 Conclusion

A grand statement can be made about Sainsbury's, even if it is a side of the company that is not perfect. In addition to data collection and fidelity schemes, the business has an effective program that enables it to build good relationships with its employees and customers. The growth and continuous expansion of the company, which was evident since its establishment as a family business, can be attributed to this.
There are thousands of employees working for Sainsbury's, and millions of pounds are made from its profit margin each year, making it one of the most successful supermarkets in the UK. Sainsbury’s team concludes they have a sustainable relationship with their customers, every year. 
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