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Executive Summary
[bookmark: _Int_3YzI6C1L]The researcher investigates and provides a case study of Sainsburys Sustainable Marketing Relationship between the customer and organisation. Topic areas of the content includes the historical development, current market share with the growth or decline, profit, or lost status and the mission statement. Moreover, a critical evaluation and analysis on a several questions regarding the importance and maintaining a sustainable marketing relationship between the customer and company.
[bookmark: _Int_WvtjHnqL][bookmark: _Int_DodIQiJM]In conclusion and for further development the researcher found that Sainsbury's collects customer data through touchpoints and uses different technologies to achieve satisfaction, trust, and commitment. They ensure privacy of data for their customers. They are focused on CRM and see the customer as central to their business. Most of their customers are at the established stage. They use segmentation of their customers and target potential and existing customers. They engage in differentiation. Their ethical policy is to follow the law and to be transparent. They demonstrate descriptive and normative ethics. They use ethics to support their customer relationship.
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[bookmark: _Toc907643837]Terms of Reference

The purpose of this report is to critically investigate and evaluate, analyse Sainsburys historical development, current market share with the growth or decline, profit, or lost status the mission statement. 
Furthermore, to analyse and evaluate a series of questions surrounding the importance of maintaining a sustainable marketing relationship between the customer and Sainsbury.
Date requested was 17/10/2022 and the report was completed by Dragos Carbunaru with the role of manager.
The report was requested by tutor Maria Heffernan with a date of submission at 18/11/2022.








[bookmark: _Toc1738913615]1. Introduction
[bookmark: _Int_clJ7cnTU]The report was prepared by navigating the internet and accessing different websites, including Sainsbury’s main website, online articles, online stats, and online annual reports. Other methods and sources of information was Moodle course Building Sustainable Marketing Relationship from UWTSD main website.

[bookmark: _Toc1061720986]2. Findings
[bookmark: _Toc2041386421]2.1 Sainsbury’s background
Sainsburys is a British grocery store chain with a rich history dating back to the 1800s. It is currently the third largest grocery store chain in the UK with a market share of 16.3% and today has around 1,400 stores. Sainsburys is a publicly traded company and reported a revenue of £27.9 billion in 2019. The company's mission statement is " To provide high quality service to customers and also maximize or provide good Financial return to stakeholders.
Their aim is to exceed customer’s expectations for healthy, safe, fresh and tasty food to make their lives easier every day."
The mission statement is clear and concise, outlining the main goals of the business. It is understandable and provides a good overview of what the company plans to achieve.
Sainsbury's first store opened in 1869 on Drury Lane, London. It quickly became popular for its high quality, yet affordable goods. By 1881, three more stores had opened. In 1882, the first store outside of London opened in Croydon. The business is committed to sustainability and has a range of initiatives in place to reduce its environmental impact.
The company has been praised for its innovative approach to business, including its use of technology and data-driven decision-making. Sainsbury's has been the subject of criticism in recent years, particularly over its handling of the 2015 horsemeat scandal. Despite its challenges, Sainsbury's remains a powerful force in the UK supermarket sector and is well-positioned for continued success. The organisation has different brands and products, Nectar, Argos, Habitat, Tu and Sainsbury’s Bank are doing well and making profits for their stockholders while also supporting investments in areas that will improve our customer's experience.

[bookmark: _Toc1794922178]2.2 Importance of Relationship Marketing
Sainsbury's recognizes the importance of customer relationships and the role they play in the success of the company. Good customer relationships result in customer loyalty, which can lead to increased sales and profitability. Sainsbury's strives to build strong customer relationships through providing quality products and services, as well as excellent customer service. The company also works to create a loyal customer base by offering loyalty programs and discounts. Happy customers are typically more loyal and less likely to switch to a competitor, which can save the company money in the long run.
Fig 1.0 Preliminary Results Presentation – Sainsbury's (sainsburys.co.uk) Accessed 16 November 2022, online on Sainsbury's website)
[image: ]
Sainsbury’s Chief Executive said, “We have made some bold decisions so that we can do a better job for customers.” Simon Roberts (Food at the heart – Sainsbury's (sainsburys.co.uk) , Accessed 16 November 2022, online on Sainsbury's website)

Company Business Model is “Building on our brand and strong assets – We create value for stakeholders by building on the heritage and scale of our food business and our strong assets. Everything we do is underpinned by data and technology innovation.” (Food at the heart – Sainsbury's (sainsburys.co.uk) ,Accessed 16 November 2022, online on Sainsbury's website) applies for the quote and Fig 1.1
[image: ]
Sainsbury's is known for its excellent customer service and convenient store locations. It has strong operating cash flow, a loyal customer base, and a robust online presence. Additionally, its use of the Nectar rewards and loyalty app is a great investment in digital innovation.
[bookmark: _Int_sYBbciB3]Sainsbury's is committed to being a sustainable business and to creating value for stakeholders by building on the heirship and scale of its food business and its strong assets. The company has a clear plan to be Net Zero across its own operations by 2040. Organisation focus is on offering a broad range of excellent value, high quality products, strong availability, and excellent customer service, delivered through attractive stores and convenient digital channels.



[bookmark: _Toc777346761]2.3 Sales, Profit and Market Share
In addition, Simon Roberts, Chief Executive of J Sainsbury plc, said: “In a year of unprecedented change we have been relentlessly focused on putting customers and colleagues first while delivering the first year of our plan to put food back at the heart of Sainsbury’s. We said we would invest in value, innovation and service and that’s exactly what we’re doing. We have outperformed key competitors on both a one and two-year basis1 while also delivering strong underlying profit growth, improved returns and consistent retail free cash flow. This gives us a strong foundation to keep building momentum in the year ahead.
“We have a clear long term focus on keeping prices low and we remain committed to helping everyone eat better, whatever the external environment may bring.”  Preliminary Results for the 52 weeks ended 5 March 2022 – Sainsbury's (sainsburys.co.uk), Accessed 16 November 2022, online on Sainsbury's website)
[bookmark: _Int_CgP76Ssh]Sainsbury's CEO gives details about what the company is focused on delivering value to customers and investing in its workforce, despite challenges posed by inflation and the situation in Ukraine.
[bookmark: _Int_7gGpWzWQ]According to Sainsbury’s Preliminary Results for the 52 weeks ended 5 March 2022 had the following sales, profits, and market share: (see Fig. 1.3 and Fig. 1.4 on Appendices)
[image: ]
Retail sales inc. fuel up 3.4%, ex. fuel sales down 2.6%. Ex. VAT Group sales up 2.9% 
Grocery sales up 7.6% versus FY 2019/20, broadly flat versus FY 2020/21, reflecting sustained COVID-19-driven demand and strong volume market share performance over one and two years
General Merchandise sales down 4.6% versus FY 2019/20, reflecting availability challenges in key product areas and Sainsbury’s focus on profitable sales. Down 11.9% versus FY 2020/21
[image: ]
As these chards shows Sainsbury’s suffered weakness on general merchandise and change in transfer pricing. First is the weakness of general merchandise which is the main driver of the supermarket sales decline. These plans are subject to the impact of covid-19. That is particularly the case with Argos.
[image: ]

[image: ]
Underlying profit before tax2 of £730 million, up 25% versus FY 2019/20 and up 104% versus FY 2020/21, which included substantial COVID-19 costs
Reflects elevated grocery sales and lower finance charges, with significant investment in core grocery funded by cost savings, fuel and a more profitable general merchandise and clothing business.
[image: ] 
Statutory profit before tax of £854 million versus £278 million3 in FY 2019/20 and a loss of £164 million3 in FY 2020/21
Reflects lower restructuring and impairment costs and exceptional income from settling legal disputes
[image: ]
Financial Services £38 million profit versus FY 2020/21 £21 million loss and £48 million profit in FY 2019/20
The company expects further profit improvement in FY 2022/23
Following the year end, the Bank has paid its first ever dividend to the Group, of £50 million 
Strong Retail Free Cash Flow of £503 million. Average Free Cash Flow in three years to March 2022 £633 million
Non-lease Net Debt down £1,381 million in three years to March 2022, ahead of target £950 million+ over four years 
Proposed final dividend of 9.9 pence, full-year dividend of 13.1 pence, up 24%
Capital allocation framework updated. Initial commitment to increase dividend pay-out ratio to around 60%
As a market share for shareholders Sainsbury's is focused on generating strong cash flow and reinvesting in the business while reducing net debt and paying consistent dividends to shareholders.
The main points for Sainsbury's have been the customer reaction to the changes they made to their grocery prices and the extra space they invested in for storage. It's crucial to realize the difference between sales in stores, which have decreased, and sales overall, which have only been impacted somewhat. Even though there are still some challenges, like in the toy and gaming categories, they had a good clothing sales growth and did well online.


[bookmark: _Toc388329123]2.4 Data collection and evaluation
Sainsburys collects customer information through a variety of methods, including up-to-date technology, customer surveys, focus groups, and customer feedback forms. It undertakes analysis of this information to identify patterns and trends in customer behaviour, and to develop strategies for sustaining and improving customer relationships. This analysis is used to inform and create the best decision making for successful growth, and sustainability towards their customers the organisation and staff. 
On their website and application, Sainsbury’s use different policies and procedures to protect customers data respecting the current laws. Some of which are the use of “Cookies” that the real name and purpose is Target Technology, Private Policies and all Terms and Conditions.
The Cookies used on their website are strictly necessary for the safety and security of the site, performance Cookies that help improve the site's functionality, and targeting Cookies that show you relevant adverts. Some target technology (aka “cookies”) will remain on the user devise until they choose to clear it, however other types of Target Technology/Cookies only last for the duration of the time the user is visiting the website. On their Sainsbury’s App if it was downloaded all the target technologies are active and operating as long the customer has the app installed on, he’s or her devise will be monitored and follow 24/7/365 and share all data to 3rd party's companies for profit. 

The collection, analysis and evaluation of data can have a significant impact on the sustainability of a marketing relationship. Data can help to identify patterns and trends that can be used to improve the effectiveness of marketing campaigns and strategies. It can also help to identify potential areas of improvement and areas where the customer relationship and sustainability could also improve.
Sainsbury's collects data on customer purchasing habits in order to better understand what products are popular and how to appeal to different customer groups. This data is then used to inform marketing decisions, such as which products to promote and how to target different groups of customers. By understanding what customers want and need, Sainsbury's can tailor its marketing messages and offer relevant promotions. This helps to build customer loyalty and leads to repeat business. Furthermore, by understanding what products are popular, Sainsbury's can ensure that it stocks the items that customers are looking for, making the shopping experience more convenient and satisfying.


[bookmark: _Toc1876075592]2.5 Marketing Relationship Strategy
[bookmark: _Toc597720384]2.5.1 Segmentation 
Sainsburys is using a segmentation strategy in order to target its customer base more effectively. The company has divided its customer base into four distinct segments: families, young adults, seniors, and students. This allows the company to tailor its marketing and pricing strategies to each group more effectively.
[bookmark: _Toc156361179]2.5.2 Pricing Strategies
Sainsburys is also using a pricing strategy known as price skimming. This involves setting high prices for its products in order to maximise profits in the short-term. This strategy may help to achieve customer centrality by attracting customers who are willing to pay more for high-quality products.
[bookmark: _Toc266723276] 2.5.3 Differentiation
Sainsburys is using a differentiation strategy in order to stand out from its competitors. The company offers a unique shopping experience with its in-store cafes and restaurants, as well as its online grocery delivery service. This may help to achieve customer centrality by attracting customers who value convenience and customer service.
[bookmark: _Toc217247249] 2.5.4 Ethics and Sustainablility
Sainsburys has also implemented ethical and sustainability policies and practices. The company has committed to sourcing 100% of its electricity from renewable sources by 2020. It has also introduced a range of sustainable products, such as recycled paper products and organic food items. These policies and practices may help to achieve customer centrality by attracting customers who are concerned about environmental issues.
Sainsbury's Supermarket offers a wide range of over 30,000 products, with 40% being Sainsbury's own brand. In addition to food and grocery items, many stores offer bread baked on site, fish and meat shelves, pharmacies, restaurants, coffee shops, and filling stations. Sainsbury's employs over 150,000 people, 60% of which are part-time and 40% full-time. 62% of employees are women. Sainsbury's provides service to over 18.5 million customers in a week and had 525 303 convenience stores. Sainsbury's Supermarkets is the number three UK supermarket with a 16% share of UK supermarket sales after Tesco and Asda.
[image: ]Sainsbury's use a Friedman approach to sustainability, which focuses on environmental, social and economic sustainability. This means that they aim to minimise their impact on the environment, while also working to improve social and economic conditions for their employees, customers and suppliers. They have also adopted a Carroll approach to sustainability, which focuses on the triple bottom line of people, planet and profit. This means that they aim to create value for their shareholders, while also minimising their impact on the environment and improving social and economic conditions for their employees, customers and suppliers.
Descriptive ethics: Sainsbury's demonstrates descriptive ethics by adhering to legal and social norms. For example, the company does not sell alcohol to minors, does not sell tobacco products to anyone under the age of 18, and does not sell pornography. 
Normative ethics: Sainsbury's demonstrates normative ethics by adhering to ethical principles and values. For example, the company does not sell products that have been tested on animals, does not sell genetically modified foods, and does not sell products containing palm oil.
In terms of pricing strategies Sainsbury's employs a mix of pricing strategies including everyday low pricing, price skimming, and promotions. They typically favor everyday low pricing for their regular, basic products and price skimming for their higher-end, luxury products. Promotions are occasionally used in order to generate interest in new products or to clear out old stock.

[bookmark: _Toc839785050]3. Conclusion
The organisation has different brands and products, Nectar, Argos, Habitat, Tu and Sainsbury’s Bank all of which are doing well and making profits for their stockholders. The organisation also supports investments in areas that will improve customer experiences.
Critics argue that Sainsbury's is too expensive, that its products are not as good as competitors', and that its customer service is poor.
There are concerns that Sainsbury's is collecting too much customer data and that this information could be used to unfairly manipulate prices.
Some critics argue that Sainsbury's is exaggerating the extent to which its products are ethically sourced, and that the company is not doing enough to address the problem of forced labour in its supply chain. There have also been concerns raised about the accuracy of Sainsbury's statistics on food waste. However, critics are concerned that the horse meat scandal indicates that the Sainsbury’s UK's food supply chain is not as well-regulated as it should be.
Simon Williams, head of PR and external affairs at the RAC, said: “There appears to have been a big shift in the last few months in the behaviour of the four major supermarkets, which dominate UK fuel retailing, as they are now commonly being undercut by independent retailers that are passing on the wholesale cost savings they're benefiting from to drivers. This is unheard of, as the supermarkets are normally at least 3p a litre cheaper than the UK average.” (https://www.chroniclelive.co.uk/news/cost-of-living/supermarkets-rac-criticism-petrol-prices-24726703,  accessed 16 November 2022)
The RAC has criticized Sainsbury's for not reducing prices as much as they should be, claiming that the gap between wholesale prices and the price drivers are paying is wider than it has been in 10 years.
Although Sainsbury's is not doing terribly, the company will need to work on being more competitive in order to grow in the future. A key strength for the company is their online presence and recent investments in convenience stores, which is the most rapidly growing sector of grocery retail.
Based on the information in the report, it appears that Sainsbury's is doing a good job overall in terms of their sustainable marketing relationship with their customers. However, there are a few areas of improvement that could be made in order to further strengthen this relationship. Sainsbury's could focus on increasing transparency with their customers and providing more opportunities for customer feedback. Additionally, Sainsbury's could work on making their environmental and social sustainability efforts more visible to their customers. Overall, if Sainsbury's continues to work on these areas of improvement, they should be able to further strengthen their sustainable marketing relationship with their customers. Overall, Sainsbury's is making progress in building a sustainable marketing relationship, but there is still room for improvement.
[bookmark: _Toc704470057]4. Appendices

Fig 1.3 Preliminary Results Presentation – Sainsbury's (sainsburys.co.uk), Accessed 16 November 2022, online on Sainsbury's website)
[image: ]
Fig. 1.4 Preliminary Results Presentation – Sainsbury's (sainsburys.co.uk), Accessed 16 November 2022, online on Sainsbury's website)
[image: ]
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