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Introduction
The new matrix of marketing places it belonging to sustainability. This principle would already be enough for businesses to understand what concept marketing should have in the 21st century, linked to the sustainable development of age of collaboration. But as the name marketing still carries a negative legacy for sustainability, with all the short sightedness that surrounded it during the last decades, it is better to seek a definition that puts the sustainable surname to marketing, facilitating the understanding and action of marketing professionals who work for sustainable development (Boulding, et al. 2005). This report presents a critical assessment of the value a sustainable customer relationship has on Sainsbury's and its consumers.

1.Provide a brief profile of Sainsbury to include its historical development as an organisation; the current market share- is it in growth or decline? profit or loss status and the mission statement for the organisation,
This report focuses to review the Sainsbury's market. This part presented the organisational background and also defined its competencies, the mission, and vision of the company with all the values that manage the business performance. 
Sainsbury's is presently recognised to be a multi-brand with a powerful management team in its all branches. This business also differentiates itself by the well-established store estate, which supports it to present services to the focused customers (Chang, Park, and Chaiy, 2010). Sainsbury's also has an important supply chain, which is believed to be the key support of the business operations. Furthermore, this company has a suitable digital presence, which impacts its capability to approaching to the consumers and marketing its facilities. Though, Sainsbury's still has the issue of improving its operation supported by the fact that the marginal returns are at a standard position. Moreover, this company is still confronting the strong rivalry, which impacts its market dominance (Chen, and Popovich, 2003).
A brief Overview of the Company
Sainsbury's also recognised as J Sainsbury's Plc, was established by John Sainsbury's in 1869. It began as a shop prior it formed itself in 1922 to present other services. Currently, Sainsbury's has connected in presenting services in the merchandize, financial, food, and clothing areas. Sainsbury's is based in London, UK. It is presently separated into Sainsbury's supermarket, Sainsbury's Bank and Sainsbury's Argos (Das, 2007). There are around 148500 workers to assure that its business operations are performed in the proper way.
Sainsbury's has made its philosophy the best marketing strategy, helping its customers live better, spending less. In addition, their structure and marketing is well established and they are very transparent, showing it on their own website: Knowing the customers, fair prices, trained personnel, principles and values, added to a network of top establishments (Lemon, et al. 2002).

Organisation Mission Statement, Vision, and Values
Mission Statement
Sainsbury’s refers that it has a mission of being the customer’s first option of food by presenting quality products other services within a cost that is suitable (Akter, 2012).
Vision Statement
Business vision is to be the most believed company where different individuals will participate in buying and working.
Values
Sainsbury's has also defined different values that assist its business operations in the market which are;
Living healthier lives- it is obtained through presenting customers with healthy products.
Making a constructive difference to the society- this company concentrates on making a positive effect in both local and international context.






 2.Identify and critically describe how data collection/analysis/evaluation can impact on a Marketing Relationship’ and help it to become ‘sustainable’

Data collection/analysis/evaluation presents important chance for businesses and marketing teams to get further insight to support establish their business further relevant and make themselves within targeted markets. Standing out is the important aim for Sainsbury to attract consumers. The rapid demographic, technological and industrial growth of the last century led to the moment in which businesses are currently experiencing an ecological crisis (Ali, and Hadi, 2012). The environmental deterioration they face today is thus the result of intense human activity and the unbridled consumption of natural resources. As such, issues such as climate change, terrestrial global warming, pollution, loss of biodiversity, among others, have become a global problem for humanity, affecting economic, social and environmental development. These environmental issues have placed issues such as sustainable development at the centre of the most striking and worrying problems of contemporary societies. Although the signs of environmental catastrophe are not recent, they only entered the international agenda in the 1970s, through the organisation of events and reports with a worldwide impact, by organisations such as the UN. From that moment on, concern for the environment transcended borders and became global, attracting academic, business and social attention. Initiatives are being created all over the world, whether by governments, companies or even consumers, in order to promote sustainability. In fact, and according to Ali, and Hadi, (2012), consumers expect companies to change their policies in order to reduce their environmental impact. In fact, 73% of consumers even say they are willing to change their consumption habits in order to positively impact the environment. When people talk about sustainable consumption habits, it should also be noted that 9 out of 10 people prefer sustainable products, companies and brands. As such, it becomes imperative to make companies aware of the importance of sustainable marketing and to contribute to their adoption of sustainable practices.
The study of the impact of sustainable marketing strategies on consumers' purchase intention has deserved special attention from Marketing researchers, since, more than ever, this is an urgent problem. It is already known that Marketing is often seen as a discordant area for sustainable development, as it is associated with encouraging consumption. However, according to Butler, (2019) marketing can also be used as a force for good that catalyses change and can even positively influence consumers to change their consumption habits in a more sustainable direction. Based on an exhaustive review of the literature related to the present theme, it is possible to verify that the Marketing-Sustainability consortium is widely reviewed in the literature. However, it should also be noted that topics such as the precise characterisation of the green consumer profile and their purchasing behaviour are underexplored. 
In practice, this report appears to be relevant for all those who intend to adopt sustainable consumption habits (Aluko, and Knight, 2017). However, it is important to point out its relevance, in particular, for companies, for all those who work in the field of Marketing, from marketing managers to marketers and for marketing and sustainability researchers. At an academic level, this dissertation aims to provide greater specific knowledge about this subject, based on an extensive literature review and on results relating to consumers. Thus, the contribution of this study goes precisely towards deepening the topic of sustainable marketing, not only from a business perspective, but also from an academic perspective, which compiles useful information and results about the topic under study. This is because, from the standpoint of sustainable marketing, there is still a lot to deepen, especially concerning the context. In turn, from a business point of view, it is intended that this study will enable practical implications on the theme of sustainability, providing a better understanding of the green consumer, their profile, motivations, values ​​and purchasing behaviour (Butler, 2019). Thus, and by providing companies with precise information about the aforementioned constructs, Butler, (2019) presented fundamentally useful data for marketing professionals to be able to segment their target audience more effectively and even develop products and services that respond, in an exact and distinctive way, to the needs of this type of consumer. In view of this, and from a more ecumenical perspective, it is also intended to provide concrete data aimed at raising awareness for a more sustainable and lucid society of the individual impact that it can have on the planet.



[bookmark: _Hlk119613356]3.Provide examples and critically discuss Sainsbury’ ‘Marketing Relationship’ strategy based on the following areas:
Segmentation, Pricing Strategies, Differentiation, Ethical and Sustainability policies and practices and identify how these may help to achieve ‘customer centrality’.

Different tools are implemented to establish inclusive plans for making a supportive corporate environment for Sainsbury to perform in. It is considerably established so to obtain the marketing objective defined through the Sainsbury. It supports in presenting a blueprint to get the marketing objective defined by the business. It can be defined that a marketing relationship strategy is nothing but making block of organisational plan to spread into the business. Making a suitable marketing strategy supports the Sainsbury in focusing its resources in the suitable approach for enhancing its recognition and sales in the business. In this case of Sainsbury different marketing methods will be performed under for making a supporting corporate situation (Boulding, et al. 2005).

Segmentation
Through the virtue of the market segmentation and business strategy, the marketing officials of the Sainsbury have focused to review the focused market according to the demographic aspects (Ali, and Hadi, 2012). The demographic aspects supported by age, income, lifestyle will be considered for determining the consumers strength of the focused market. It is recognised that the focused consumers recognised will be the middle class individuals and the young generation who are focused in the modern gadget tools. It will focus mostly the corporate professionals, young adults and the youths.

Pricing Strategy
Pricing strategy of Sainsbury is supported on presenting the consumers the money value and so keeps the products and services quality and assuring consumer’s retention. It exercises competitive pricing approach despite of price cutting approach as the latter presents a success in market share for only short run. Sainsbury’s prepares a suitable implementation of Price discrimination approach as per the product positioning, therefore normally getting a premium price as it levels itself in the high-end market (Aluko, and Knight, 2017). Sainsbury’s variety of fundamental and kids products are priced minimum and are of maximum quality so, presenting money value. It covers the pricing process in the marketing Sainsbury's. 

Differentiation
This business concentrates on quality, provenance and sustainability sets despite by other supermarkets whereas strategy of common lower prices reconfirms consumers that they've come to the suitable place. This company has a powerful and differentiated food area that presents consumers market based quality, choice and value (Butler, 2019). Currently they have completed 3,000 Sainsbury’s own-brand product quality investment plans and will keep making quality developments where they concern some to their consumers. 

Ethical and Sustainability Policies and Practices
Sainsbury's Code of Conduct and ethical trade approaches is the key of ethical business programme. Sainsbury reviews all their suppliers and focus high and medium risk places to perform regular, free, third party ethical audits (Boulding, et al. 2005). Any concern recognised through such audits should be resolved in an effective time structure. 
Since this business has been taking phases regarding assuring that it performs its ethical obligation regarding the customers and regarding the environment. Similarly it has put in position different plans that are focused at assuring that it supports what the customers require and in the suitable approach to improve growth of functional system that takes care of the environment and meanwhile supports the business to get maximum profile by its business operation (Butler, 2019).
This business has been explaining on the environment effect that has been ensuing by its operation. It has been informing a broadened concept of CSR measures to the stakeholders on all its business operation. It has implemented different measures which are focused at assuring that it incorporates the CSR measures that it had been focused at bringing in its standard development strategy which refers they are currently a part of its development strategy (Ali, and Hadi, 2012). 


4.Draw a conclusion to the report that provides information to the Executive Officer of ‘Marketing Week’ outlining areas of performance that make a difference to  Sainsbury’ ‘Sustainable Marketing Relationship’ and those that require improvement.
Due to the increased level of competition and new forms of communication, in which different products and services, from different brands, are presented to the same consumer, customer behaviour has changed. Quality has become a presupposition present in most products, favouring the focus on competitiveness for winning and retaining customers to migrate to the relationship (Akter, 2012). The relationship marketing activity is based on the pursuit of loyalty by offering superior value to target customers. In addition to the final consumer, relationship marketing can also be applied as a loyalty strategy for intermediary customers, in case resellers, constituting an important tool to foster the relationship between manufacturers and distribution channels, when structured appropriately and specifically for this purpose goal. There is a natural relationship between producers and intermediaries that is inherent in the marketing activity. However, relationship marketing can enhance this relationship, functioning as a complementary action that exerts a positive influence on the negotiation process (Das, 2007). Due to the high competition in the direct sales market, companies seek to develop strategies that result in an effective relationship, as well as a high level of loyalty on the part of their resellers. Sainsbury focuses to develop new tools that generate extra benefits to their sales channels, thus arousing interest, satisfaction and a close and lasting relationship with their resellers.
Relationship marketing can be considered as more than a simple business-to-business or business-to-consumer relationship. This activity involves a complex of relationships that can be worked on by an organisation so that, in its market context, it will change the way a fact is observed. When it comes to sustainability, relational marketing can be used as a tool to develop the relationships necessary for a change in consumer relations, an incentive to reduce the negative impacts caused to the environment and a search for sustainable development. Approaches centered on end customers and intermediary customers, such as relationship management, stipulate that the ability to respond to the concerns of different stakeholders is essential for the survival of organisations (Boulding, et al. 2005). In particular, growing concerns about the scarcity of natural resources, environmental degradation and social inequalities have led consumers, suppliers, intermediary customers (distributors), among others, to become aware of the negative impacts that current production and consumption patterns may cause for future generations. Companies need to create new relationship tools with their strategic public who care about environmental issues. Indeed, sustainability practices can raise the focus of relationship management beyond consumers, comprising the management of a broader set of issues that meet the needs and desires of customers, suppliers, employees, among others. Relationship marketing favours a set of social interactions for the activities developed by the company, improving their positioning in existing market relationships. Thus, relationship marketing, as a strategy capable of generating competitive advantage, can be incorporated into the dynamics of discussions involving the macro field of sustainable development. There are still few studies that integrate the relationship marketing perspective with sustainability issues (Chang, Park, and Chaiy, 2010). The basic idea of ​​sustainability-oriented relationship marketing is to integrate economic, social and environmental development into the sales and service areas of marketing, shaping business strategies, modifying operations and promoting market differentiation. In addition, this perspective aims to raise the awareness of the various stakeholders regarding environmental issues, maintain profitable customers for the long term, attract and retain environmentally conscious consumers.
According to Butler, (2019) sustainable marketing relationship is the procedure of making, communicating and presenting value to consumers in a manner that both natural capital and human capital are maintained or improved. Sustainability marketing relationship is about the planning, organisation, implementation and control of resources and marketing plans to please the customer’s wishes and requirements, focusing social and environmental approach and fulfilling business goals. In general, sustainability marketing relationship can be explained as making and keeping sustainable relationships with consumers, the social context and the natural environment. A standard aspect of sustainability marketing and relationship marketing is the long-term orientation. Both ideas are long-term and relationship-oriented, as differed to transaction marketing, which is despite short-term and sales-based (Chang, Park, and Chaiy, 2010).
Sainsbury must plan for sustainable future through reviewing the social and environmental effect on the marketing methods. It refers re-assessing the manner product and service are made and effect of sustainable marketing relationship on consumers, supplier and stakeholder.
On the political context the sustainable labelling plans and recycling are slow to improve in the world, which need motivation by related government in their regions. Some recognised businesses support recycling their product and care for the sustainability. 
Sainsbury must observe the role of sustainability at macro and micro position (Akter, 2012). At the macro context, marketing strategic method has to consider the interface between consumption and production and impact over the business product manufacturing and its communication process.

Summary
Relationship marketing perception of sustainability and concerns of corporate social responsibility has gone by important growth by each stage to till to date. At the initial phase the Sainsbury lacked proper directions how the sustainability concept to be applied into the marketing strategy and business action. Sainsbury is further concentrating on legal and social aspect than financials benefit of Sustainability.
Sainsbury now realised and implementing sustainability models and following the triple bottom line theory and by adopting this theory the company increase profit, public relation and competitive advantage. Finally, now marketing strategies propagates to give greater observance to marketing values, such as selling benefits, not just products and safeguarding of corporate ethics and all these objectives may be included in sustainability strategies, as well.
The research in question was intended to verify whether the socio-environmental actions of organisations are used as a relationship marketing strategy with their direct sales channels and, if so, whether they generate loyalty. Taking into account that direct sales Sainsbury has no formal relationship with their main distribution channel - resellers, it is necessary to pay special attention to this sales channel. Through the socio-environmental actions used by the organisations, an attempt was made to verify whether these practices generate extra benefits for their sales channels, thus arousing greater interest, satisfaction and a closer and lasting relationship with their resellers. 
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