


Executive Summary
Every business today is facing large amounts of competition and needs to take the proper steps to ensure that they remain relevant in their field of operation. This report will investigate some of the key aspects of ensuring the relevance and success of a business in today’s business environment such as their Data Collection and Analytics, Segmentation and Differentiation, Pricing Strategies, Ethics, and the importance of corporate Sustainability. The author will identify and critically discuss the advantages and disadvantages of each aspect, give examples for each, and investigate how Sainsbury’s Plc. Has implemented each one and to what degree. The author will provide NO recommendations for improvements within this report.
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[bookmark: _Toc125976649]1.0 Introduction
This report is requested by the Marketing executive officer of “Marketing Week” – Sainsbury’s online journal on 18th November 2022. The purpose of this work is to identify the importance of sustainable customer relations marketing and how it could benefit the organization in achieving customer centrality. The report is compiled by the above-mentioned author in the position of the assistant marketing researcher for the marketing team of Sainsbury’s. The author will briefly look into the background and some marketing statistics of the organization and further investigate marketing strategies as Segmentation, Data Collection, Pricing, Differentiation, and Ethics and sustainability adopted by the company. Conclusions will be drawn at the end of the report. The sources and materials used for the compilation of this work include journals, articles, books, videos, podcasts, forums, and blogs. The date of submission is 30th January.


2.0 [bookmark: _Toc125976650]Findings 
[bookmark: _Toc125976651]2.1 Background and Statistics
Sainsbury’s is an organization established in 1869 by John James Sainsbury and Mary Ann in London (sainsburyarchive.org.uk, n.d.) Back then it sold groceries whereas nowadays it has split in three branches offering different services – Sainsbury’s Supermarkets, Sainsbury’s Bank and Argos, along with the brands Tu, Nectar and Habitat (about.sainsburys.co.uk, n.d.) As of today, Sainsbury’s hold approximately 15% of the shares within the supermarket sector (www.kantarworldpanel.com, 2022) seconded by Tesco that currently holds 27% (refer to graph 6.1). The market shares of Sainsbury’s have been in decline for the past ten years where they lost over 3% of their shares. However, Tesco has met a similar fate for the same period. Both companies have lost their market shares in favour of grocery stores like Aldi and Lidl which saw an increase in their market shares of more than 5% over the same period. Regarding the sales revenue Sainsbury’s has seen a slow but steady increase of approximately 5% in the last five years, similar to their competitors. When it comes to their share prices on the stock market, Sainsbury’s has been on a constant decline. In the last year alone, their shares have dropped by nearly 26% (MSN, 2022) (refer to 6.2) which could suggest that the organization is generally declining although this could be attributed to the current circumstances and the cost-of-living crisis in the UK (Marketing Week, 2022). 
Important information could be drawn for a company from their mission statement. This is the statement that expresses the purpose of the company and the direction thy are headed and the means they would use to get there. The mission statement of Sainsbury’s is:
“To be the consumer’s first choice for food, delivering products of outstanding quality and great service at a competitive cost through working ‘faster, simpler and together.”
(Admin, 2020)
This statement suggests that the customer is a central point to the organization, and they would go out of their way to meet their customer’s needs and requirements. The company slogan has been recently changed from “Live Well for Less” to “Helping Everyone Eat Better” in 2021 (about.sainsburys.co.uk, 2021) after 8 years of using the former. This change could be the indicator of internal organizational changes that could be related to the post-Covid crisis since they have dropped the slogan suggesting lower prices. However, the new slogan and the article suggest that the company is simply moving towards introducing and encouraging people to adopt a healthier lifestyle. This topic will be further explored below.
2.2 [bookmark: _Toc125976652]Data Collection and Evaluation
The collection of relevant and useful data and its proper processing is essential for the success of every business. Data helps the organization in many ways such as:
· Identifying potential costumers
· Establishing a target group
· Keeping track of business performance
· Identifying potential marketing strategies
· Keeping track of customer satisfaction
· Making predictions in market changes ahead of time etc.
For this report the author has focused on the aspects that are related to the supermarket industry and specifically Sainsbury’s. 
In the supermarket industry data collection is crucial for providing for the needs of the customer. Such data includes but is not limited to identifying customer needs and shopping habits, the regularity of customers visiting a store, insight on customer spendings, identifying loyal customers and “big spenders”, and collecting personal data such as address, e-mails, and usually phone numbers. Such data helps the business stay afloat and ahead of competition. 
When it comes to the means of collecting the data there are many ways to do so. Observed below are some of the mostly used and highest yielding approaches used not only by Sainsbury’s but most big supermarket chains.
Data collection through a loyalty scheme – Loyalty schemes are one of the most used methods of collecting customer data. They include things as club cards, collection of points, certain discounts to registered customers and usually provide the customer with benefits and discounts when engaging with said organization. 
Sainsbury’s is one of the first major retailers that took advantage of the loyalty scheme all the way back in 2002. This scheme is called Nectar and awards customers with points proportionate to their spendings. They can later redeem these points for rewards from any organization taking part in Nectar. As of 2018 Sainsbury’s has bought nectar and is currently the sole owner. 
For a customer to take advantage of the benefits offered by the scheme, they need to fill an application that requires their personal data such as postcode, number, name, and e-mail address. However, the business continues to collect data from their customers by keeping track of their shopping habits every time that the Nectar card is used. This helps Sainsbury’s identify and classify their customers and better understand their needs and habits.  The customer has the incentive to give away their personal data, so they do not feel at a disadvantage. A spokesperson for Sainsbury’s stated that the acquisition of Nectar has led the company to better know their customers and achieve customer centrality (Hammett, 2018). Analysing this data will provide Sainsbury’s with the crucial information of what each of their customers buy, how much they spend, how often they visit a particular store (or online). This in terms helps them segment their clientele and target different segments using different methods or even not spend resources on customers that are “not worth it”.


2.3 [bookmark: _Toc125976653]Segmentation
Marketing segmentation is a tool that simply put allows businesses to divide their customers in separate groups (segments). This could greatly help them to funnel marketing resources more effectively as they will focus on mainly potential customers. There are many types of marketing segmentation and some of the most widespread ones are (Tarver, 2022):
· Demographic – one of the most used and simple types of segmentation. In its core it assumes that people within similar segments will likely have the same needs and desires. It generally splits customers in categories as: age, occupation, income, gender and race;
· Geographical – this strategy is used to separate people and potential customers based on their geographical location. Certain regions congregate individuals with similar requirements. Commonly used by businesses that seek expansion to new locations;
· Behavioural – based on research, data collection and previous habits and patterns on consumers. It assumes that although the shopping habits of customers may change slightly over time, they remain similar long term (Nair, 2018).
The Indeed Editorial Team (2022) suggests that the benefits of market segmentation are:
· Helps Define the characteristics of the audience
· Boosts brand image and customer loyalty
· Boosts revenue
· Differentiates the brand from competition
· Could help save (allocate) resources
However, Brent Walker (2021) argues that market segmentation has limitations and disadvantages too. Some of them include:
· Is an expensive endeavour as additional resources need to be allocated for this marketing strategy
· Some of the segmentation types rely on assumption that “one-size-fits-all” which could not be the case
· Production of products to meet the demands of all segments will drive costs and expenses up
 
Regarding Sainsbury’s the author has identified that they are taking advantage of all the above-mentioned types of segmentation. The following section will focus on the methods they implement in achieving these segmentations and give examples.
When it comes to geographical segmentation Sainsbury’s has made big use of it in the UK. They have stores in all major regions in Britain while being prevalent in the most densely populated areas. All of Sainsbury’s stores are located in the UK which means that their geographical segmentation outside of the island is non-existent as of the publication of this report (Sainsbury’s.co.uk, 2022). 
Sainsbury’s are also greatly involved in the behavioural segmentation of the market through the above-mentioned data collection methods. A good example for their behavioural segmentation strategy is them keeping record of the shopping habits of their customers through their loyalty scheme (and the use of a certain bank card number for customers without nectar cards) to not only identify the frequency of their shopping in physical stores but also the specific items purchased. The same principle is used with online shopping from their e-commerce webpage. This has allowed them to segment their customer base in regard of the type of groceries they are buying – budget line, premium lines, clothes, technology, items for the home. It also allows them to segment their customers in regards of the regularity of their engagement with the business. All this information allows the organization to focus marketing resources mainly on customers likely to engage and spend. This has also led them to change their slogan as they identified that a major part of the segment is interested in a healthier lifestyle.
When it comes to demographic segmentation, they are mainly segmenting their audience by their age group and family makeup. Their demographic segmentation has them focusing mostly on the family unit as most of their recent advertisements are illustrating a healthy living family and promotes their lines. They also have tailor-made adverts for their adolescent crowd (Refer to appendices) and the segments that are engaging with their technology department (Argos), Fashion (Tu) and financial services (Sainsbury’s Bank). They have often invited celebrities such as Jamie Oliver and David Beckham in their adverts seeking to attract new segments (YouTube, 2022)
2.4 [bookmark: _Toc125976654]Pricing Strategy
Every business that offers a product or a service has to attach a monetary value to them. The marketing tool used to determine the worth of (and profit off) the product/service is commonly known as pricing strategy. As Morris suggests back in the distant 1990 although being one of the most basic decisions facing a business it is one of the crucial ones. Kotler and Keller (2019) additionally suggest that pricing is the “only marketing element that produces revenue”. Depending on what the company is offering to their customers they can employ a plethora of different strategies to best suit their business (Kienzler and Kowalkowski, 2017). Some of the pricing strategies available (along with a short characteristic of each) are (Scott, 2018):
· Penetration Pricing – commonly used by newly emerged companies and involves using prices lower than the competitors’ to build brand image and attract customers in hopes to retain them after normalizing the price.
· Economy Pricing – involves the minimizing the overall costs of products to provide the lowest possible price i.e. store-named brands of grocery stores. Attracts the budget-conscious segment.
· Price Skimming – involves the increase of price for a new product when competition is weak or absent. Ideal for unique products and services.
· Psychological Pricing – widely used strategy that counts on the impulse of the buyer rather than their logic. An example of this strategy is pricing a £100 product to £99.99 to create the illusion of lower price.
· Promotional Pricing – involves the short-term reduction of the price of a product or a line of product usually during holidays and events. An example is a store offering discounts on sweets during Halloween.
· Competitive Pricing – involves pricing the product or service in accordance with the prices offered by the competitors. Easy to implement but rarely offers long-term success. 
· Cost-Plus Pricing – one of the simpler strategies that involves adding a profit on top of the production cost of the product.
When it comes to Sainsbury’s, they are using different pricing strategies for the different segments they have targeted which could be categorized as a ‘complex’ pricing strategy. As a member of the supermarket business segment Sainsbury’s generally must adhere to a competitive pricing strategy as the competition in the branch is heavy and the recent cost-of-living crisis has left many customers with less disposable income. Many of these customers also began leaning towards more budget brands (Perkins, 2022). However, Sainsbury’s CEO has reported that even though their customers are switching to their cheaper, own-store brand, their premium line sales remain ‘resilient’ (Jefferson, 2022).
The web platform Trolley.co.uk provides comparison of the prices on many products sold by the major retailers in the UK and shows that Sainsbury’s prices are generally very close to the ones of their competitors (excluding the rotating promotions) which would suggest the use of a competitive pricing strategy.
Similarly to their competitors, they are also using a promotional pricing strategy both on weekly rotation and during events and holidays (Sainsbury’s.co.uk, 2022). This marketing strategy is aimed to appeal to most of their segments as all categories and both budget and premium items are included in the promotions. The business also creates marketing material appropriate for ongoing events and holidays. 

2.5 [bookmark: _Toc125976655]Differentiation
Product differentiation could be identified by creating distinguishable characteristics in a company’s product/service that separates it from the competitor’s (Kopp, 2021). Well implemented differentiation strategy could lead the business achieving higher sales numbers and/or permit them to charge higher price on the item/service and adjust their pricing strategy (Kotler and Keller, 2019). One product could be intentionally differentiated to appeal to different segments. An example of such practice could be the business offering a budget and a premium version of the same product/service. Differentiation is generally split in two categories: (Button, 2017).
· Vertical – differentiating a product through means that can measured objectively by the customer and ranked. Such characteristics could be price, quantity, quality, functionality.
· Horizontal – differentiating a product through subjective means and characteristics that are arbitrary to the customer. Such characteristics are aesthetics, colour, taste, ingredients, packaging (bundling).
Product differentiation is essential for every business that face any competition as it allows them to have a competitive edge against them. In the supermarket industry the different companies provide largely products with the same fundamental functionality. Generally, differentiation there occurs horizontally. 
Another model that provides insight on business competitiveness is Porters generic model (University of Cambridge, 2016). Porter’s model suggests that a company can achieve a competitive advantage by using one of three generic strategies – cost leadership, differentiation, and focus, where focus can be combined with both cost leadership and differentiation and determines the scope of the target group/segment. 
Cost leadership has a business providing a product or service at the most competitive price attracting the price-conscious customers. The differentiation strategy has the company providing a service or a product that has different features and could charge premium prices for them. Cost focus strategies are taking advantage the price certain segments are willing to pay for the product/service, while differentiation focus is taking advantage of the different needs of customers within a given segment (Magretta, 2012). 
The following section will examine some of the ways Sainsbury’s differentiates themselves in the market.
Sainsbury’s claims that the quality of their products is superior to that of their competitors (Sainsbury’s.co.uk, 2022). They assure their customers that taste, quality and freshness are in the heart of their business strategy. They have created different lines of groceries for their different segments such as So Organic (organic range of products), be good to yourself (range of healthy products), Sainsbury’s Basics (range of value products) and Free from (range of products free from different allergens) (Sainsbury’s.co.uk, 2022). They assure highest quality among all their lines and ranges. This style of differentiation is a mix of both vertical and horizontal.
Sainsbury’s also provide differentiate vertically by providing products and services outside of groceries to appeal to additional segments and customers with different needs. They provide a range of clothing via Tu, Banking services via Sainsbury’s Bank, Tech via Argos and home and furniture via Habitat. This differentiation method is devised to appeal to customers shopping for products other than groceries and potentially have customers spend more on their other lines since most of their superstores provide housing for all the above-mentioned stores.  
2.6 [bookmark: _Toc125976656]Ethics and Sustainability
Simply put, ethics are a part of philosophy that are is tasked with the question “what is considered morally right and what wrong” (Cambridge Dictionary, 2019). Ethics are divided in many sub-categories however, for the purpose of this report they will be split into two major categories: normative and descriptive. Outlined are the differences between the two (Cline, 2018):
· Normative Ethics – this part of ethics is concerned with what is considered ethical behaviour and asks the question “what one should do”.
· Descriptive Ethics – this category of ethics is concerned with describing how one behaves morally and what is their understanding of what is ethical. Highly arbitrary and personal as different people consider different actions moral.
In business environment the question of morality is investigated by business ethics. These are the norms, beliefs, and policies of a business on how the company should interact with shareholders, colleagues, customers, communities, suppliers etc. Corporate social responsibility (CSR) is connected to business ethics however (Hopper, 2021), it includes the society (environment, government etc.) (Companies House, 2018)
From a normative standpoint in the supermarket industry some main business ethics’ examples are (Indeed, 2022):
· Inclusion of a diverse workforce
· Avoiding the gender gap
· Transparency of operations
· Equality and respect towards all parties involved
· Volunteering and Charity
Sainsbury’s have plenty of written policies regarding their ethical stand from a business standpoint. A good example is their policy on Supplier Whistleblowing (Rushton, 2022). This written policy has Sainsbury’s suppliers to provide their workforce (in the appropriate language) with a clear and easy way to report wrongdoings without fear of any retaliation. They have enforced it since a number of foreign suppliers and producers have been accused of committing bad practices such as using child labour, inhumane treatment of staff, not paying fairly etc. By implementing, monitoring, and periodically evaluating this policy they ensure that their business will not be associated with unethical suppliers/partners which in turn promotes their customers’ trust/loyalty. 
Although, Sainsburys has been involved in some ethical controversies. One such was them withdrawing some of their product ranges from Fairtrade (Subramanian, 2019) – the worldwide movement aimed at making trading good fair. Additionally, they have been accused of purposely confusing customers by introducing their own line called “Fairly Traded” which has a close resemblance to Fairtrade (Parry, 2017). Such act could be considered both unethical and corporate irresponsibility. 
Another important aspect for a successful business is how sustainable it is. Corporate sustainability in a nutshell is the actions that a company takes to reduce or offset negative impacts it has on environment and society (IBM, 2021).  One of the more popular frameworks analyses business sustainability against the metrics of Social, Economic and Environmental. This model is known as the Triple Bottom Line (TBL) and was first introduced by J. Elkington back in the distant 1994 (The Economist, 2009). Some potential benefits of a sustainable business practices include:
· Higher profit margins – research suggests that the majority of customers are willing to pay extra for sustainable products and services (Haller, Lee and Cheung, 2020)
· Higher appeal to potential investors – investors are showing more interest in companies with sustainable practices (IBM, 2020)
· Compliance with government regulations – the government is constantly adding new sustainability requirements for business in regards to their environmental impact such as CO2 emissions, greenhouse gases emissions and waste disposal. (GOV.uk, 2023)
However, The BMR team argues that there are some serious disadvantages in becoming a sustainable corporation. They suggest that although sustainability is beneficial in the long-term, it is both costly and time-consuming to implement and that some business either don’t have the resources or the know (or sometimes both) on how to realise this endeavour (BMR, 2021).
Recently Sainsbury’s are showing their willingness to go the extra mile and are constantly putting in more effort and resources in corporate sustainability. For the purpose of this report the author will focus and give examples on the environmental bottom line regarding Sainsbury’s sustainability.
Sainsbury’s openly provide their written sustainability statement and annual report on their website which they call “Plan for Better” (Sainsbury’s.co.uk, 2023). Within this statement they address all three aspects of the TBL. With a recent campaign they have launched in December 2022, they are set on removing the single-use plastic lids on their own-brand products. This will have them saving over 70m plastic pieces annually which would have a positive impact on the environment and plastic waste. To counter this potential inconvenience they are introducing a reusable plastic lid that fits on the vast majority of the products affected by this change (about.sainsbury’s.co.uk, 2022).
Another campaign launched recently is them removing the “Best Before” labels on many of their product lines in an attempt to reduce food waste by what they argue could be up to 50 000 tonnes per year (about.sainsbury’s.co.uk, 2022). This campaign seeks to tackle both the environmental and social bottom lines of the TBL model. They suggest that this could work since many people reportedly dispose of food items that are past their “Best Before” dates and quote the Food Standards Agency who state that only the “Use By” date tells of a date after which an item is no longer fit for consumption. They state that the “Best Before” date could alter the quality of the item however, it remains fit for consumption (Food Standards Agency, 2021). 


[bookmark: _Toc125976657]3.0 Conclusion
There are many things that must be taken in consideration to maximize a business’ chances of success in today’s competitive corporate environment. This report has identified (through the author conducting extensive research and critically evaluating the different standpoints of plethora of authors) and given examples of the significance of Data collection and its proper analysis, the need for segmentation of the customer base for better resource allocation, the importance of differentiating products sufficiently to ensure competitive advantage, the value of adopting the proper pricing strategy to ensure relevance and customer satisfaction and lastly the magnitude of having your business seen as and ethical and sustainable entity. The author has also provided examples of Sainsbury’s involvement in all the above-mentioned marketing and CSR aspects.
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4.3 Sainsbury’s Advert Examples
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