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1.0 [bookmark: _Toc119608308]Introduction

A report has been requested by Maria Heffernan on 5th October 2022. A report has been compiled by Rasa Vilimaite to talk about Sainsbury’s historical development as an organization, market share, and mission statement. Identify how data collection and evaluation impacted on company’s “Marketing Relationship”. This report submission date is the 18th of November 2022.
[bookmark: _Toc119608309]1.1 Resources

The procedures used to adapt this report:
SWOT Analysis
4 Ps Marketing Analysis
Websites, journals, articles. Sainsbury’s website.
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 Historical Development of Sainsbury’s
153 years ago, in 1869 John James Sainsbury and his wife Mary Ann founded a store at 173 Drury Lane in London's Covent Garden, Sainsbury's was formed as a partnership. Fresh food became Sainsbury's initial focus, but it eventually added packaged goods like tea and sugar. The high quality yet inexpensive products on offer soon made the company popular with the community and allowed it to grow quickly. Three additional stores were established by 1881 to help meet the increasing demands. Their first store outside of London was established in Croydon in 1882, and it immediately became known as Sainsbury's Timeline, 2019).  (1922 Incorporation of the firm as J Sainsburys Ltd. 
In 1931 Amy Johnson, a trailblazing pilot, was the first famous person to appear in a Sainsbury's advertisement. In 1950 Sainsbury's first self-service store opened on London Road in Croydon in 1950. This entailed a transformation from stores where staff brought all the items a customer need to the present practice of customers browsing aisles and selecting their own products(RHR, 2014). Sainsbury's was able to make and sell more of its own-brand goods as self-service outlets became more widespread. In 1969, Sainsbury's own-brand products made for more than half of its total revenue.
Sainsbury's Chichester store was the first to sell non-food items in 1961. The collection comprised washing powder, toilet paper, soaps, shampoos, and cleaning goods, that could only be available in larger stores. Beginning in 1963, household items such as buckets, brushes, and kitchen utensils were introduced as well (Timeline, 2019). Sainsbury's established itself as a strong national retailer between 1970 and 1999, first opening stores in Yorkshire and also the north and then moving to Wales, Northern Ireland, and Scotland. Sainsbury's was listed on the stock market in 1973 and continued to develop into the 1980s and 1990s, offering recyclable carrier bags and becoming one of the first to sell Fairtrade products.
As of March 2022, there are 1407 Sainsbury stores around the UK. According to Sainsbury's, a British supermarket business, retail sales for the fiscal year 2022, which include gasoline sales, climbed by 3.4% over the previous year. Also, Sainsbury's opened its first contactless and checkout-free convenience store, SmartShop Pick & Go, in London's Holborn Circus in November of last year (Retail Insight Network, 2022)
All of the corporations are currently paying extra for the products. Meanwhile, rising inflation has caused consumers to spend less. Sainsbury’s  has reported a 4% decline in same-store sales in it is most recent statistics. Sales of groceries fell by 2.4%, but overall general items fell by 11.2% (Nyaga, 2022).

Sainsbury’s Mission Statement

Food First:
 Sainsbury's overarching goal is to expand on it is great brand legacy and reputation for quality, variety, and innovation while lowering prices and providing more consistent value.  To provide high-quality, low-cost meals wherever and wherever clients wish to buy. This is what it means to put food back at the core of Sainsbury's. Collaboration and simplification of how it is deal with suppliers will result in purchasing advantages and lower costs to serve.

Brands that Deliver:
Sainsbury’s is rethinking the function of its portfolio brands in order to guarantee that they contribute successfully to their own right. Argos, Habitat, Tu, Nectar, and Sainsbury’s Bank are all providing excellent service to their consumers and are on course to achieve long-term, profitable growth to support their main food business.
Save to Invest:
By altering the brand's approach to expenses, streamlining the organisation, and producing a structural decrease in the operating cost base, Sainsbury’s will deliver a step change in efficiency. The company is on target to cut the retail operational costs to sales ratio by at least 200 basis points, allowing money to be reinvested in client offerings and delivering superior financial returns.
Connected to Customers:
Understanding and knowing all of the clients better than anyone else is critical to success. Nectar enables businesses to connect with customers and incorporate that information into business decisions, and there are already over nine million digital Nectar users. Customers were listened to, and over 2.7 million people answered customer satisfaction feedback programs each year.
Plan for Better: 
Sainsbury's wants to be a responsible retailer by selling its products in a way that encourages consumers to lessen their environmental effects, one meal at a time. Sainsbury's pledge is to invest 91 billion over the course of 20 years in order to achieve Net Zero across all of the company's operations no later than 2035 (Sainsbury’s, 2021).

Importance of Relationship Marketing to Sainsbury’s

The majority of businesses use customer relationship management to understand their potential clients and the demands placed on the business side.
Customer relationships and satisfaction may define an organization's place in the global market. The consumer is king and the primary option for a business in today's world for generating profits. Almost all service and manufacturing sectors depend heavily on their customers.
SWOT Analysis

The business has a lot of benefits and some drawbacks in some areas. identifying them via a SWOT analysis.
Reviewing the essential elements of its operations that provide it a competitive edge in the market. The strength of a brand can be attributed to a variety of things, such as its financial standing, skilled personnel, the distinctiveness of its products, and intangible assets like brand value (MBATeam, 2021):
· One of the biggest grocery chains in the UK is Sainsbury's.
·  Sainsbury's employs more than 100,000 employees in total.
·  Its leadership group is exceptionally skilled.
·  Through TVCs, print advertisements, online campaigns, etc., the business has superb branding and advertising throughout the UK.
·  In the UK, Sainsbury's operates more than 1000 supermarkets and convenience outlets.
·  Approximately 30,000 lines, or 20% of each store's inventory, are "own-label" products.
·  The business is listed on the FTSE Index and the London Stock Exchange.
·  In addition, Sainsbury's has supported the Paralympics and other activities.
·  Since the company's founding in 1869, the brand has a long history in the UK.
A brand's shortcomings are specific parts of its operations that might be altered to strengthen its position:
· Sainsbury's is now charging more because of the global increase in food prices.
· Every area of the retail sector is subject to fierce rivalry, which has an impact on company.
Any brand has the opportunity to improve in the following areas to grow its clientele:
· Through partnerships or joint ventures, Sainsbury's can access the marketplaces of developing businesses to investigate these new areas.
· Self-checkout equipment may enable Sainsbury's to operate its stores around the clock, which could increase sales.
· entering emerging markets like Asia, Africa, etc.
Threats to any firm could come from a variety of sources, including:
· Growing globalization presents Sainsbury's with both opportunities and challenges.
· In comparison to its rivals, the corporation must constantly source the highest-quality products that are also commercially feasible from throughout the world.
· Growing eCommerce company penetration may have an impact on its operations.
4Ps of Marketing 

· Product: The packaging for Sainsbury's items, which tries to express high quality by connecting the product with a location, is an example of the retailer's high-end positioning. This is further emphasized by their motto, "Making life taste better."
· Pricing: Sainsbury's initially intended to take advantage of a price premium by putting itself at the top end of the market. Customers did not respond to Sainsbury's as expected. The subsequent price reduction by Sainsbury appears to go against the high-quality positioning of its goods (Abdi, 2013).
· Place: Sainsbury's hasn't done anything to promote its website. Locations for Sainsbury's are often upscale and elegant.
· Promotion:  communication that aims to create and maintain relationships through persuasion and information (Pride & Ferrell, 2003). In exchange for the vouchers that customers collect, Sainsbury's current promotion, "Active Kids," pledges to give sporting goods and coaching to elementary and secondary schools. This campaign aims to capitalize on the growing awareness of childhood obesity and present Sainsbury's as a socially concerned store (Goi, 2009),
Sainsbury has engaged in numerous marketing initiatives in an effort to raise consumer awareness of these products, such as the most recent campaign that emphasised healthy eating. One of the best chefs were utilised in this campaign. spending a significant sum on advertising
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Information Collection to Improve Customer Market Relationship
Retailers have embraced rewards programs for a long time to better understand their customers, provide more relevant incentives, and increase sales. The goal of CRM has been to deliver the correct message to the right customer at the right time through the appropriate channel for the past 50 years.
Sainsbury's wished to add location information to the mix in order to personalize that even further. In order to accomplish this, the grocery store chain partnered with Aimia, using its location data to send customers in and around the store personalized offers via mobile phones. The campaign was so successful that it took home the Mobile and Messaging Award in 2018. Understanding how this campaign improves the shopping experience was the campaign's main goal. To achieve this, it would provide contextually appropriate content to assist consumers in planning their purchases and provide reminders of the promotions they had available, and then assess how people responded to determine how it affected expenditure, visits, and in-store time. 
To gauge consumer satisfaction, Aimia also created a series of one-second surveys that customers may complete as they departed a location (like an Argos concession). Micro-location data was additionally used to identify client movements inside, outdoors, and throughout a business to initiate offers.
Results demonstrate the campaign's strong consumer appeal; 51% of interviewees said it increased their likelihood of shopping at Sainsbury's, and 62% said they used the SmartOffers app at least once per week. 96% of respondents indicated they wanted SmartOffers to continue, and 2/3 said they would suggest it to a friend.
Over 12 weeks compared to a controlled period, visits were up 8.2% and sales were up 6.6% (Marketing Week, 2018).
Relationship with Customers

[bookmark: _Toc119608313]2.3 Segmentation, Pricing Strategies, and Differentiation
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The foundation of Sainsbury's pricing strategy is giving customers "value for money," which sustains the excellence of goods and services and ensures customer loyalty.
Instead of decreasing prices, it uses a competitive pricing strategy because the latter only temporarily increases market share. Sainsbury's effectively uses the price discrimination policy in accordance with the product's placement, which typically results in a higher price as it positions itself in the high-end market. Basic and children's products from Sainsbury's are very cost-effective and of outstanding quality, offering great value. This section addresses Sainsbury's pricing strategy within its marketing mix. Over £20 billion is the brand's yearly income (MBATeam, 2021).


Segmentation

The best way to describe relationship marketing is to make as much money as possible for both the producer and the consumer in the long run (Rossiter and Percy, 1998). Analysis of Nectar reward card purchases is used to compile data about Sainsbury's consumers. This data is utilized to target the right market segment with Sainsbury's products and services. Nectar's card scheme makes use of inter-company cooperation. The card is marketed as providing extra value for your money because points can be used to buy presents or merchandise (Håkansson & Waluszewski, 2005).
Market segmentation is one of Sainsbury's primary marketing techniques. Market segmentation is the separation of a market into distinct customer groups that have varying product needs. Market segmentation is another name for the process of breaking down a larger market into smaller segments with similar types of customers so that a business may successfully serve its demands. Geographical, demographic, psychographic, and behavioural factors can be used to segment markets.
Sainsbury has divided up its markets using nearly all of the factors. For instance, the corporation has locations in practically all of the UK's cities, and its markets have also been divided based on demographic factors. Demographic segmentation includes dividing a population into groups based on characteristics such as age, sex, family size, family life cycle, income, education, occupation, religion, race, and country. Additionally, Sainsbury has been excellent in segmenting its determined by collecting on psychographic factors. For Sainsbury, market segmentation has proven to be quite beneficial.

Differentiation 

With a strong, unique offering spanning Sainsbury's, Sainsbury's Bank, Argos, Habitat, and Nectar, Pay@Browse it is a multi-brand, multi-channel firm.
The profit from a skilled management team, a shop estate with structural advantages, top-notch real estate assets, an effective supply chain, and a sizeable online presence with quick delivery networks. Customer insights that allow the company  to adjust the business to clients' changing lives are the foundation for all of this.
Customers should have a seamless and convenient experience when browsing the company's most direct marketing channels with a brand as well-known and recognizable as Sainsbury's. Sainsbury's homepage, category, product, and checkout pages are its four most direct marketing channels for online purchases. Although there are several areas that might be improved, Sainsbury's eCommerce strategy has proven to be successful in building lucrative and interesting websites.
The Sainsbury difference advantage results from one of their product differentiation marketing methods. According to Barney and Hesterley (2006) that “product differentiation is ultimately an expression of the creativity of individuals and groups within the firms”.
“Just Walk Out”
Sainsbury's revealed in 2020 that it will collaborate with Amazon to introduce the latter's cutting-edge "Just Walk Out" technology at a few particular sites. With the use of this innovative gadget, Sainsbury's can provide its customers a far more efficient shopping experience without the inconvenience of long checkout queues.
Pay@Browse
A few hundred of Sainsbury's chosen Argos stores got new Pay@Browse technology in 2016. With the use of this technology, Sainsbury's is making it simple for Argos customers to pay for their groceries online and skip the checkout line. This successful application of cutting-edge contactless technology led the company to swiftly announce that it will extend Pay@Browse compatibility to more than 200 Argos sites by 2019 (Writter, 2019).
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Due to the COVID-19 epidemic, Sainsbury's was successful in preventing a crisis by merging its existing customer support organisation with its online retailing alternatives. A sizable consumer base who preferred not to buy in person was effectively reached by Sainsbury's with improved online shopping and delivery alternatives.
Sainsbury's experienced the fastest rise in online sales among all significant grocery retailers within a year. Sainsbury's marketing strategy makes use of cutting-edge omnichannel marketing principles, making it a valuable case study for anyone in the business and marketing sector wishing to stand out from the crowd and support the growth of their company (ContactPigeon, 2022).
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The second-largest retailer in the United Kingdom is Sainsbury. Other market rivals like Tesco and Asda stores are posing a serious threat to the company. This company has been able to overcome several obstacles presented by the external environment.
The company has been successful in maximising various market prospects by utilising its internal strength. Due to this, it has managed to maintain its ranking as the second-largest supermarket in the nation.
There are several market opportunities that Sainsbury hasn't completely taken advantage of. Because of this nation's steady economy, consumers now have more purchasing power. A secure market environment where Sainsbury may conduct business without worrying about the repercussions of political chaos has also been made available by the stable political climate. The regulations governing this area of business have been beneficial, and the government has likewise refrained from interfering directly in it. The country's population growth is also an indicator that the market is growing slowly but steadily.
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