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                                           Executive Summary     

Sustainable marketing relationship is a broader aspect which involves different perspectives. It is equally necessary as it will ensure that the business gets long-term benefits in the market. In this study, the broader aspect of sustainable marketing relations with customers has been incorporated. It equally highlighted the historical development of Sainsbury, aligning all the financial positions and market share of the company in the UK in a comparative manner. It also involved the aspect of Customer Relationship Management and how the company utilise it to develop a positive relationship with customers. It showcased a critical description of customer relationship management aligning with its related activities, such as generating customer data and examining and evaluating the data for bringing out the results. In this study presentation of customer, data information has been covered, aligning with Sainsbury's.
Similarly, it demonstrates how the company maintains customer data privacy along with retaining and satisfying the customers in the market. Although this study represented the different pricing strategies, the selected pricing strategy concerning Sainsbury has been portrayed in a detailed description. It has mentioned the segmentation and targeting of customers in the business of Sainsbury's. Lastly, it has incorporated the company's ethical and sustainability policies and practices aligning with the triple bottom line framework.
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1.0 [bookmark: _Toc136651375]Introduction

Marketing is a prominent aspect of business organisations considering developing effective customer relationships. It is equally acknowledged that the marketing process needs to be sustainable regarding long-term effectiveness in the market (Krizanova et al., 2019). Sustainable marketing relationships will be beneficial to create better relationships with customers in the market. It is because sustainability will bring more positive impact from the marketing activities supporting less influence on the environment. In this way, business organisations can add more value to society by taking positive measures in business operations. Sainsbury's is the selected organisation aligned throughout the report's discussion. The report aims to highlight the building of sustainable relationship marketing. It will also involve a broader knowledge of marketing relationships, related marketing strategies, and an explanation of company alignment.
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2.1 Provide a brief profile of Sainsbury's.

Sainsbury's is one of the largest supermarket chains located in the UK. It opened its first store in 1869 and has grown efficiently by developing different brands in the current market, including Argos, Tu, Sainsbury Bank, Habitat and Nectar (Sainsbury's, 2023). In the current market, Sainsbury's has shown rapid growth in the UK market. It is because the company has more than 600 plus supermarkets and 800 plus convenience stores with 171,000 employees (Sainsbury's, 2023). In consideration of The company's retail sales, it grew massively in 2008, retail sales were £18911 billion, and in 2022 it was £29,4643 billion. In January 2017, the company's market share was 16.5%, and in April 2023, the market was 14.9% (Bedford, 2023). It showcased that the market share of Sainsbury's has declined in the current market. The company's mission is to provide great food at a fair price (Sainsbury's, 2023). In terms of justifying the company's mission, it is necessary to develop relationships with customers. 
Considering this relationship, marketing is beneficial in creating a positive relationship with customers in the market by Sainsbury's. According to findings, Sainsbury's has cut prices of some essential products considering providing customers to fulfil their basic needs. It justifies that the company takes the initiative to explain its mission and develop a positive relationship with customers in the market. The effectiveness of the initiatives is warranted in the UK market. Davey (2023) mentioned that Sainsbury's beat the market forecast this year, 2023, as the projected profit was from £640 to £700 million. It is observed that the company is focused on its CRM as it motivates its employees to achieve excellence in customer relationship management. The company's CRM is also effective in its application in the business. Kunst (2023) commented that 46% of customers in the UK said they like Sainsbury's. It justifies the effectiveness of the company's CRM and equally supports that the company sees customers as a centric focus considering the business. In conclusion, using customer relationship management will help a business organisation grow to align and develop a sustainable marketing relationship with customers.

2.2 Identify and critically describe how data collection/analysis/evaluation can impact a 'Marketing Relationship' and help it to become 'sustainable'.

Marketing relationship is the approach related to customer relationship management that emphasises customer retention, lifetime customer value and satisfaction. Considering this, business organisations can leverage their customer relationship management to gather evident data or information to deliver seamless customer service. The collection of data has a higher impact as effective and required data about customers' needs and demands will allow incorporating the customer's needs in the service of the business towards developing a positive marketing relationship. Ardito et al. (2018) mentioned that collecting relevant data will influence the effectiveness towards developing efficient marketing activities. In the researcher's opinion, Sainsbury involved predictive analytics and machine learning for detecting new information and trends among customers in the market. It equally considered the use of touchpoints for the collection of data. It is because the company involves a third party to gain adequate data for leveraging the overall business. CDI is considered to gather wider data about its customers from the market. Sainsbury uses the CDI technique considering collecting the data from the market. 
 A positive benefit of using the CDI technique is that it uses digital modes such as websites, emails and web chats. Hence it justifies the involvement of sustainability during the marketing relationship process of the company. On the contrary, the negative impact of CDI is that it is a costly process, and it adversely impacts economic sustainability during the marketing relationship process. The collection of customer information comes under a legal obligation, and Sainsbury's takes effective measures considering keeping the privacy of customers' information. Sainsbury utilises technologies to control information, such as solid data encryption, separation of data and information, and firewalls (Sainsbury's, 2023). It ensures that the company is committed to providing customer trust and satisfaction in the market. The collected data was equally analysed and evaluated, considering obtaining the most helpful information supporting the company's customer marketing relationship. Reichheld's research focuses that some organisations have more loyal customers, loyal employees and loyal shareholders apart from competitors. Due to this developing a good relationship will take place. Lange et al. (2022) mentioned the positive aspect of Reichhel's research involves the high growth that comes with the satisfaction of customers. It will positively impact the sustainability of the marketing relationship of Sainsbury's as both company and customers obtain positive value. On the contrary, the negative impact of the sustainability of marketing relationships in Sainsbury involves that uncertainty regarding the satisfaction of customers. Researchers indicate that the company cannot satisfy all its employees, customers and shareholders, leading to lower loyalty towards the company in the market. 
It can be stated that Reichheld's research gets applied to Sainsbury's, but the company also needs to sustain the limitation considering to aspect of marketing relationships with customers. The loyalty ladder classifies customers depending on their level of engagement with the organisation and its business in the market. Pande and Pawar (2018) commented that the loyalty ladder involves four categories: prospects, customer client and advocate. It is a practical framework towards showcasing the marketing relationship. Possibilities involve people who intend to buy from the company but have not done so. Through this, Sainsbury's can separate people who still have not purchased from the company, even with the intention to do so. Next is the customer who have made purchases from the company. Sainsbury's needs to provide them with efficient customer experience during their assets. Next is clients, who are the people having a long-term relationships. From the opinion of Kunst (2023), they mentioned 46% of customers, as per a survey like Sainsbury's. It highlights that Sainsbury has maintained a long relationship with its customer, showcasing higher customer loyalty. Last is Advocates, which involve customers who are delighted clients actively promote the company. Sainsbury has 95% of brand awareness in the UK market (Kunst, 2023). 
It justifies that the company has satisfied customers supported in the brand promotion as the brand awareness of Sainsbury is very high in the market. The loyalty ladder positively benefits business organisations toward marketing relationship sustainability as every stage of the loyalty ladder incorporates different ways of the organisation working to increase the loyalty of customers. In support, Citadelle (2021) mentioned that the loyalty ladder supports the retention of customers by considering enhancing the marketing relationship. In this context, Butler (2023) stated that Sainsbury's provides its loyalty scheme to its customers with the Nectar card. Therefore, the positive impact of the loyalty ladder on the company's sustainable marketing relations is justified.
On the contrary, the negative impact related to this loyalty ladder is that new customers can be overlooked. It is because satisfying the loyal customers will influence Sainsbury to manage the new customers who tend to be loyal customers towards the company in the market. In this way, the company will face difficulties retaining new customers who can be devoted. 
Sainsbury's offers discounts through a digital loyalty scheme. It shows that the company is taking practical steps towards satisfying the customers and increasing their loyalty towards the business. Similarly, it significantly benefits from fulfilling its target to retain more customers in the market for overall business success. In conclusion, it can be stated that incorporating significant aspects and techniques will allow the development of positive market relationships with customers and increase customer loyalty toward the business in the market. 
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2.3 Critically discuss Sainsbury's 'Marketing Relationship' strategy and identify how these may help to achieve 'customer centrality'.

Marketing relationships are equally determined as relationship marketing, and it is a facet of customer relationship management. In the opinion of Ebrahim (2020), relationship marketing involves using digital media, such as social media, which focuses on connecting with customers and developing value for the business. On the contrary, Gaille (2016) mentioned that relationship marketing has drawbacks, involving new customers being treated as secondary commodities. It is mainly because focusing more on the development of loyalty from existing customers, the new customers get overlooked. 

Segmentation

It is determined as splitting the market based on a particular group of people who will be the potential customer of the business or product and services. Leisch et al. (2018) opined that market segmentation provides the benefit of focusing on a particular customer. Market segmentation is divided into different categories involving demographic segmentation, geographic segmentation, psychographic segmentation and behavioural segmentation. Sainsbury's market segmentation involves Geographic segmentation as the company is covered all over the UK with several 1400 stores involving both supermarkets and convenience stores (Sainsbury's, 2023). In the opinion of Chen et al. (2018), geographical segmentation provides the benefit of accelerating growth by reaching a large customer in the market.
Similarly, the economic position of the company will get higher resulting in increasing market share. As opined by Kumar and Smith (2018), geographical segmentation has limitations in its process, which involve higher costs in operations. It is mainly because product distribution to every geographical location is high, and the supply chain requires increased investment for seamless service. Subrahmanyam and Azad (2019) commented that Porter's generic strategy involved different segments of cost leadership, focus and differentiation. 
Cost leadership involve a business organisation winning market share by appealing to cost-conscious or price-sensitive customers. Similarly, the Focus strategy narrows the focus where the organisation ideally concentrates on a few target markets. Differentiation focuses on developing unique products or services considering the line. In the opinion of Galbreath et al. (2020), Porter's generic strategies have drawbacks considering their applications to the business organisation. It involves developing entry challenges and creating it difficult for others to enter the business market. Sainsbury's is a large retail company that mainly targets families and young individuals, indicating people aged 18 to above 60 years. 
It will support the company to be customer centrality by focusing on the target market's needs and requirements through interacting with them. In support, Kurniawan et al. (2021) stated interacting with customers and satisfying their needs will ensure the business is customer centrality. 

[bookmark: _u8fb78st950p]Pricing strategies

It selects the strategic pricing amount customers will pay in return for purchasing a product or service. As opined by Ali et al. (2021), pricing strategies support generating a specific price for a product or service, making the product or service more appealing to customers. Similarly, it is observed that setting effective pricing will allow a business organisation to get higher customer attention in the market. Likewise, it is recognised that setting an efficient pricing strategy allows one to obtain a competitive advantage in the market. On the contrary, an ineffective pricing strategy might lead to adverse circumstances for a business organisation in the market, such as lower growth or sales. However, pricing strategies differ based on the requirement of a business organisation. As opined by Feng et al. (2019), a skimming pricing strategy involves setting higher prices than competitors in the market. Similarly, the penetration pricing strategy consists of an expansion strategy into a new service or product market along with setting lower prices of the products or services. According to Na et al. (2019), competitive pricing is effective concerning a business expecting to obtain a competitive edge in the market. 
It allows business organisations to set the price of the products or services based on the competitor's pricing strategy. For example, Sainsbury's uses competitive pricing in its business as it provides lower regular prices (Sainsbury's, 2023). It is because the company has market competitors, which puts higher pressure on considering gaining a competitive edge. The setting of competitive pricing will help the company to be customer centrality as lower pricing will target higher customers in the market. 

Differentiation

It is a particular strategy considering developing a unique product or service that stands out from the market competition. As opined by Lee and Falahat (2019), a differentiation strategy supports business organisation leverage of competitive advantage in the market. However, it is observed that there are similar drawbacks related to this differentiation strategy. According to Islami et al. (2020), a differentiation strategy introduces new and unique products or services that the market customers may not accept. For example, Sainsbury incorporated a differentiation strategy in its business strategy. As the company provided Sainsbury's bank services apart from everyday grocery and merchandise products (Sainsbury's, 2023), it equally supports customer centrality by applying a differentiation strategy to customers who get new products or services to experience. This way, the company will get higher customer attention and leverage customer centrality.

















2.4 Ethics and Sustainability Policies and Practices

Business ethics is significant considering maintaining a positive image of the business organisation. Trevino and Nelson (2021) stated that a business's ethical aspect would help increase the standard of business practice by doing the right things. It equally leverages the overall performance of the business organisation concerning increased efficiency by treating it right at the workplace. Minbaeva (2018) comments that maintaining business ethics also has drawbacks. For example, Sainsbury's has a policy of ethical sourcing and approaches towards human rights legal compliance, transparency, and collaboration (Sainsbury's, 2022). It will benefit the company to be customer centrality by developing a positive social image, ensuring higher awareness of the business in the market. Mousa and Othman (2020) commented that sustainability is also vital for business organisations to impact positively on the environment. It is recognised that incorporating sustainable policies and practices support business organisation to achieve higher efficiency in performance. 
Hamadamin and Atan (2019) mentioned that sustainability practices also bring drawbacks to the business. It includes the involvement of higher costs and slow progress in the industry. However, it will help Sainsbury's to be customer centrality by attracting customers who promote and support the organisation's responsible with its sustainable practices along with positively impacting the environment. Triple bottom line theory is suitable in this scenario of understanding sustainability. Tate and Bals (2018), the triple bottom line is a concept where the organisation's business commits to environmental, economic and social sustainability. For example, Sainsbury's incorporates this framework into its business by taking responsibility towards its economic, social and ecological sustainability. The abovementioned evidence justified that Sainsbury's is responsible for social, economic and environmental sustainability.






[bookmark: _ewg2fapuoor9][bookmark: _Toc136651377]3.0 Conclusion

In conclusion, it is observed that sustainable marketing relationship has been a significant aspect related to Sainsbury's. It is equally observed that the company is committed to sourcing its products with sustainable measures and maintaining ethics. Likewise, it has been observed that the company is concerned with setting a competitive pricing strategy considering understanding price-sensitive customers and developing a positive relationship with them. However, it is observed that Sainsbury's uses sustainable measures towards its marketing relationship as the company uses social media for interacting with customers and obtaining value for the business. It effectively focuses on its CRM by involving efficient technologies and equally taking responsibility towards the customer's data generated for leveraging the company's relationship marketing. However, Sainsbury's require some improvement in some area of the business. It includes targeting emerging markets for leveraging its growth. Sainsbury's also needs to enhance its product portfolio by diversifying it in the market. It will benefit from getting a competitive advantage over the market competitors. Lastly, it can focus and invest higher in the online section of the business as it will boost the business's overall growth by taking advantage of the Omni channel method. Hence, enhancing these areas will ensure the company gains a positive market share in the UK and grows its international presence.
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