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1.0 Executive Summary

The report is based on the assessment of the organisation Sainsbury PLC. The report will critically analyse the historical development of the company. After this, we will describe the data analysis collection method of Sainsbury and how it influences the marketing relationships of the organisation. After this, we will focus on sustainability and ethical policies that focus on customer centrality. Lastly, the report will demonstrate how Sainsbury approaches Customer Relationship Management to build a long-term relationship with the customer.
























                  2.0 Introduction


              The report is based on the assessment of the 'Marketing Week' Journal that has written explicitly about 'The Sainsbury organisation'. The principal purpose of the report is to assess the influence of sustainable relationship marketing practices and policies on organisational performance. Moreover, the report will observe the marketing relationship approach of the organisation to achieve customer centrality. 
         The information is based on secondary as well as primary research methods. Statistics, journals, and articles have been used for a thorough assessment. 
    Sainsbury PLC is the second biggest chain of supermarkets in the United Kingdom (Sainsbury,2022). The company has a 14.9 per cent share in the supermarket sector. The current CEO of the Company is Simon Roberts. The founder of the Company is John James Sainsbury.




















       3.0 Findings

             3.1 About Sainsbury: 
       The company is the second-largest chain of supermarkets in the United Kingdom. Sainsbury's was founded in 1869 in the Holborn region of London, United Kingdom. The headquarters are in London, England, United Kingdom (Campo et al. l.,2021).
                    Historical development of the organisation
  The origin of the company specifically began in 1869. Mr John James Sainsbury and his wife Mary proceed to open a shop for the small diary in the region of Drury Lane. Both promised to supply excellent and ideal quality products, specifically at lower prices, and attempted to differentiate themselves from the specific amounts of competitors in the market (Arab,2018).
      Today, Sainsbury possesses sixteen per cent of the whole United Kingdom supermarket sector, proving it is successful. It started with a single shop and has grown to 900 retails in the UK with
 180 000 employees. The company is divided into three sectors: Sainsbury's Argos, Sainsbury's Bank, and Sainsbury's supermarkets Limited, including convenience shops.

                   Current market share
The current market share of Sainsbury is around 14,6 per cent.
   Sales: As seen in Appendix 1, the retail sales of Sainsbury in 2022 in the United Kingdom are 29463 million pounds.
Profit margin: As seen in Appendix 2, the profit margins for financial services of Sainsbury are 19,2 per cent in 2016, 15,5 per cent in 2017 and 13,5 per cent in 2018.

                   The mission statement of Sainsbury
   Sainsbury believes explicitly in the ideal and good quality of the food. The food must be specifically accessible to everyone; therefore, the company's principal motto and mission, 'Helping everyone eat better,' is the primary focus for the aspect of the brand in the future. The company's core purpose is to provide the ideal food at a fair amount (Fulton et al. l.,2022).
    Customer relationship management is an organisation's practice to maintain and increase its customer base and maximise profits and revenues. 

                   Financial analysis of Sainsbury:
            The company is specially incorporated in the United Kingdom and listed on a particular exchange (London stock). The financial statement is prepared at the end of the year, generally representing the group's accounts with the provided subsidiary figures. Sainsbury's principal activity is retailing non-food and grocery items (Dawes et al. l., 2020). The key operation is divided into three major segments:
                 - Retail (with the factor of supermarket   convenience stores and online stores)
                -   Financial specified services (a joint venture of the    Sainsbury bank)
                -Specified property or the estate in particular (investments).
        The substantial earnings of the aspects of the business are on retail operations.
          




              The general purpose of the financial statement of Sainsbury
      Financial statements -primary purpose is to prepare to furnish most users' financial information. The objective to make the fundamental purpose of the financial statements of Sainsbury is to help the lenders, investors, and creditors in the decision-making process. Such aspects of the financial information generally involve the balance sheet, statements of income, and changes in equity and the cash statement (Do and Vu,2020).

       The concept of this financial report of Sainsbury is not explicitly intended to illustrate the entity value; they help the ideal, potential investors, creditors, and lenders provide the preliminary and specific range of information. The essential users of the financial statements proceed to present to the public, affiliated institutions, consumers, governments, suppliers, creditors (trade), bankers, employees, and investors. All these refer to the range of financial statements in making their respective specified decisions (Faria and Ferreira,2021).
       The range of information required of these users focuses on the investors looking for the inherent risks and the ideal return on their money invested. The explicit content of information helps in the process of return on the capital got supported. Detailed information provides help in the process of making a stable and better decision. It involves the aspect of labour unions, always required to know the productivity and steadiness of their employers and organisations. They are also interested in learning the critical strength of their specific debtors; they are generally interested in the liquidity factor and the range of the funds to the organisation.
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                 3.2 Describe how Data Analysis Impact the Marketing Relationship regarding Being Sustainable

       The following are the essential methods by which the data helps the marketing relationship become sustainable.
                  Gathering data discovering where the ideal sustainable factors lie: 

          With costs, much of the data gets generated within the organisation. The first significant step when deciding to invest in suitability is to review the kind of data available across the company and identify what kind of data can be majorly relevant for tracking the sustainability of the business management (Harris et al.,2022).
  Sainsbury is using the Nectar customer loyalty scheme to collect points and launched a new app and website to offer more relevant and personalised offers.

    Factors that are responsible for sustaining and improving the customer market relationship of Sainsbury:
[bookmark: _Hlk119583088]                             
                                 Improves on working customer database:

        The demographic, behavioural and personal customer data got analysed and collected across disparate data sources at basic intervals providing help for strengthening the database. The ideal data organisation, the more it offers to help one gain a more profound and perfect range of insight. With time, the dynamics of customers are specifically changing. The aspects of the client data collection hence improve the customer's database not just the factor of quantity-wise, but also it is about quality-wise part (Marimuthu and Venkatesan,2019).









                                  To conceptualise ideal services and products:  
           One of the significant aspects of processing with the factor of collecting customer data is understanding the ideal performance of the services and services. The aspect of customer data provides one in the process of understanding where the gaps provide exist and how one could generally fill them (Mua and Anyieni,2019)
                                          Right pricing strategy:

         The pricing factor tends to be more challenging as the range of the new products gets added explicitly to soar the size of the content of the database. The entity of the markets generally looks out for accurate and ideal answers to the range of questions, such as figuring out the product price. Understand the cost of the services one delivers and the perfect service and product price. The customer's data specifically at hand also allow one to drive the pricing analytics crucial for overcoming the key challenges of optimising the cost. Furthermore, the analytics of the pricing helps in the process of identifying the medium that is ideal and conceptualising a customised range of promotions (Sainsbury,2020).
    Sainsbury uses a "Value-based Pricing Strategy" by maintaining the quality of the products and services and providing valued products for its customers.

                                                Differentiation 
       According to Porter (2008) and David (2011), different strategies allow organisations to gain competitive advantages. One of these strategies is differentiation.
  A differentiation Strategy is a business approach to provide customers with unique products and services. To make a successful Differentiation Strategy organisation need: good research, the ability to provide high-quality products and services and effective sales and marketing. The best differentiation is offering hard or expensive products and services for rivals to imitate. (David,2011).
  Sainsbury can differentiate from their competitors by offering superior products at a premium price. Also, they are developing new high-quality products.



                      Strengthening campaign strategies:

         The aspects of data-driven marketing campaigns are a significant part of marketing strategies. The ideal data helps one test the effectiveness of the marketing campaigns and provides help to strengthen and shift the process for desired aspects and similar forms. This can be achieved explicitly via predictions-based predictive analytics (Sainsbury et al., 2021


3.3 STP Analysis of Sainsbury
                                                         Market segmentation
  The organisation has segmented its market, making stores almost in every city in the United Kingdom. The basic formulation of the segmentation of the marketing of Sainsbury is based on nationality, race, religion, occupation, education, income, family life cycle, sex, family size, age etc. the market segmentation has been precious for the company. Different benefits have resulted explicitly from its process of segmenting involved on its customer service standard, increasing the volume of sales and eventually the aspects of the profits (Mua and Anyieni,2019).

                                                          Targeting customers
 The primary customer target for Sainsbury is the family unit. The organisation focuses on using different marketing mixes to attract this audience segment. Alongside, the company assures that the services and products of this chosen audience are conveniently and quickly available and the range of consumers can get them at their expense. This has generally been evident in the expansion-specified programs where different stores have been typically opened. These stores are located at bus stops and in specific areas(residential).

                                                             Pricing strategy

The pricing factor tends to be more challenging as the range of the new products gets added explicitly to soar the database size. The entity of the markets generally looks out for an accurate and ideal answer to the range of questions, such as figuring out the product price. Understand the cost of the service one delivers and the perfect service and product price. The customers' data specifically at hand also allow one to drive the pricing analytics crucial for overcoming the key challenges of optimising the cost. Furthermore, the analytics of the pricing helps in the process of identifying the medium that is ideal and conceptualising a customised range of promotions (Sainsbury,2020).





                                                 Strengthening campaign strategies

The aspects of data-driven marketing campaigns are a significant part of marketing strategies. The ideal data helps one test the effectiveness of the movements of marketing campaigns and allows one to strengthen and shift the process for desired aspects and similar forms. This can be achieved explicitly via predictions-based predictive analytics (Sainsbury et al., 2021)



4.0 Ethical and Sustainability policies of the Sainsbury 


                                             CSR analysis of Sainsbury 
                     Normative
  The primary focus of the Corporate social responsibility of Sainsbury is on the following:
 -Reducing carbon emissions
-Focusing on water conservation
-Reducing food waste
-Focus on customer centrality
     Reducing carbon emission: The Company has recently announced that it is committed to explicitly investing around £1 billion over 20 years to be net-zero regarding carbon emission. This goal or target involves scopes 1 and 2 to cover the indirect and direct emissions within its critical operations. Currently, the company is working on a 14 per cent reduction in absolute greenhouse gas emissions. 

       Focus on water conservation: Water is the most significant natural resource on the earth. But as the population rapidly increases, there is less to go around specifically. The company is working hard to tackle water scarcity by improving the efficiency of water usage in its operations and working with a team of experts to execute the initiative for saving water. The company is managing and addressing the critical areas of the vulnerability of water as the organisation is aiming for water neutrality by 2040 (Sainsbury,2022).

       Reducing food waste: Around a third of all produced food for consumption by humans is wasted or lost; hence the company is explicitly working hard to reduce as much waste of food as possible for the ideal usage. This involves working with the local growers and farmers to reduce the weight of food in its supply chain and to send surplus food from the stores for good usage involving the charity partners that work for food donation.

   Focus on customer centrality: the company is working to nurture relationships with its potential and existing customers. The organisation's management understands that the customer-centric method of doing business is well-focused on providing a positive and healthy customer experience after the sale for driving the repetitive business, enhancing the customers' loyalty, and improving the company's growth (Sainsbury,2022). The principal strategy is to work on customer centrality and feedback improvement. 



    Document The impact of accurate and transparent communication:

                The financial and government institution are proceeding to introduce the specific sustainable specified requirements for the business entity. Simultaneously the aspects of the stakeholders are getting more specified and demanding regarding the credentials of the sustainability of those they generally work with.
                             To drive innovation when trying to reach the objectives of sustainability


            In 2020, half of the organisations surveyed revealed that their sustainability policy is the principal element of the success and strategy, proceeding to indicate the significance of the performance of sustainability regarding their aspect in the future (Harris et al., 2020). And the entity of the data is one of the practical digital tools that enable the company to identify specified sustainable changes.
       Sainsbury has set long-term goals to reduce carbon emissions, food waste, plastic packaging and water usage as part of their plan Net Zero by 2040 plan. 

















   5.0 Marketing Relationship Strategy of Sainsbury

          Product
   The company explicitly has a broader offering for its customers under its product strategy. In addition, the company always focuses on quality and innovation management, which generally looks after developing a new range of products and enhancing the current range of its services and products. Some of the products are ready-to-eat meals, bakery products, low-fat food, and meals for those who are generally allergic to wheat, gluten, and dairy (Sainsbury and Breunig,2020).
        Price
   The company's pricing strategy is based explicitly on providing customers with value for money. Therefore, it also maintains the range of quality of the services and products and ensures customer retention. It also explicitly practices the company's pricing policy regarding the factor of the price-cutting policy that generally provides the aspect of gain in the market share range. The company typically makes the ideal usage of the discrimination policy for the price as per product positioning. Therefore, it generally obtains the premium range of the cost as it positions itself at the higher end of the market (Sainsbury and Breunig,2020).
        Promotions
  The company explicitly makes up the ideal usage of the BTL (below the line) and ATL (above the life) strategies for promotions to draw the customers' attention and build up the brand's name. The company also uses celebrity endorsement as an effective marketing method (Sainsbury et al.,2022). The concept of packaging, database marketing, and sales promotion is being used as promotional strategies for the company, community service aspect and responsibility (environmentally specified) (Semprini,2021).



   Sainsbury implements the customer relationship to understand the customers' potential and needs. The management of Sainsbury specifically understands that the customer is the real king, and it is the only reasonable option to generate the revenue as more as possible for the business. The entity of the customer plays the primary role in almost all the industry that has manufacturing and service. The company currently has ideal customer satisfaction and good customer relationship that would gain the business from the entity of the market and the growth of Sainsbury.







      6.0 Conclusion
    As per the analysis of the report, this can be concluded that the aspect of sustainability has ideally become quitter a faster dealbreaker in the entity of the business.
     Sainsbury has committed itself to develop its products using a sustainable marketing approach. Sainsbury's can achieve its goals through Pricing strategies, Ethical policies, Sustainable policies, and Differentiation strategies. Gathering data is an essential step to knowing customers' needs and desires. Organisation performance is also related to the number of stores in different parts of the UK.




      
     


    



















 7.0 Appendices 
Appendix -1 Retail sales of Sainsbury organisation in the United Kingdom from 2008-2022
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(Source: Emma Bedford, 2022)














  Appendix-2 profit margins of Sainsbury from 2016-2018 in different sectors
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                                                (Source: Sainsbury,2022)
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