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[bookmark: _Hlk119622102]Executive Summary 
The organisation that has been considered in this report is Sainsbury’s while the product that has been selected is the TU clothing line. The report starts by demonstrating a brief overview of the company and its developments in the last few years. The major aim of the report is to analyse the segmentation, pricing strategies, and differentiation of the Tu clothing line along with the ethics and sustainability that are crucial for relationship marketing. The report has also talked about how the digital marketing strategy has helped the TU clothing brand in increasing its market share in recent days.
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Introduction 
This is a formal business report that is related to the “Influence of Sustainable Relationship Marketing Policies and Practices and the impact on organisation performance. The report has considered the organisation Sainsburys which is found to be the largest food retailer in the United Kingdom (al Habibi et al., 2019). The formal piece of work has been requested by the Marketing Executive Officer for Marketing Week. Sustainability has become a crucial topic in recent years. There are many consumers which have developed an increased interest in product attributes, involving organic production, eco-friendliness, and European/domestic origin associated with expectations on quality and pricing.  Due to the importance of sustainability among the customers and its influence on organisational performance, this report will first demonstrate a brief overview of Sainsbury's and its development in recent years. Secondly, it will critically identify and describe how the data collection and analysis can influence the Marketing relationship of an organisation, making it sustainable. Then the report will discuss the marketing relationship strategy of Sainsbury based on segmentation, pricing strategies, differentiation, and ethical and sustainable policies and practices and this can assist in accomplishing customer centrality. In order to gather relevant material for the report, different books on sustainable marketing relationship has been assessed along with the reports published by the Sainsbury organisation itself.
Findings 
Sainsbury was established in 1869 and is the second largest grocery chain present in the United Kingdom, with a market share of around 15%. The organisation owns and operates around 600 supermarkets as well as 800 convenience outlets in the United Kingdom. The organisation has significantly benefitted by diversifying the business through different options, involving telecom equipment, clothing, and other kinds of non-food products and helping the corporation to expand itself away from its primary good business. In September 2016, the organisation has purchased Home Retail Group, operating Habitat, and Agro's general merchandise and electronic stores for GBP 1.10 billion, it takes a step forward into the world of non-food retailing. Moreover, the company has been involved in selling products online since 1997 (Sainsbury, n.d.). 
The business strategy of Sainsbury is to simplify the operations as well as accelerate cost-saving programmes to improve the quality of food products, elevating choices and innovation, and continuously delivering value to the customers ((Sainsbury, n.d.). The portfolio brands, involving “Argos, Habitat, Tu, Nectar, and Sainsbury’s Bank”, support the core food business of the organisation. In its business strategy, relationship marketing is evident. In this modern world, relationship marketing is very imperative as customers across the world and particularly in the UK, are found to be sophisticated and possess a good amount of knowledge regarding the business and their products for the consumers. As a result of this, retailers are now considering more relationship marketing nowadays to increase customer retention and satisfaction. Building relationships is the only way through which an organisation can accomplish permanent competitive benefits, resulting in survival as well as long term growth in the market (Sołoducho-Pelc and Sulich, 2020). This is what is perceived after analysing the business strategy of Sainsbury. 
Sainsbury’s has been involved in a continuous process of relationship marketing with the help of different strategies of customer relationship management practice. According to Sainsbury’s (2012), it has encouraged its customers to shop online as well as in stores. Similar to Tesco, Sainsbury’s has sent magazines to its consumer base and also developed the Nectar Card. In addition, the organisation has prioritised collecting information on the basis of customer experiences. As a result, it has now turned into an effective component for designing the most appropriate marketing strategies for the company to develop and flourish around the world. 
For this report, the product line that has been selected from Sainsbury’s is the TU clothing line. In accordance with Kantar Worldpanel Data, the sales of the Tu clothing line have increased to 1800 million Euros by the year 2015. This clothing is available in more than 400 stores and as a result of immense success and progress, the company has opened an online store. These involve men’s wear, women’s wear, and children's wear, etc. (Pitchbook.com. 2022).
[bookmark: _Hlk119622452]Data Collection and Evaluation
In order to collect and evaluate data, Sainsbury’s is utilising machine learning for predicting and stocking the products for its customers, whereas the Nectar customer loyalty scheme that is owned by Sainsbury has launched a new application and a website that provided more relevant and personalised offers to its customers (Allen et al., 2018). During the previous years, Sainsbury’s has collected a large amount of customer data that is accessible to skilled analysts and coders of the organisation; however, they do not it to its full capacity. This restricted accessibility made the buying and merchandising teams of Sainsbury’s short of the customer insights that enable them to develop new grounds as well as properly focus on their marketing strategy around their customers. 
For driving the essential alterations within the business, it is important for Sainsbury’s and Nectar to gain deeper insights into a customer through purchase analysis, promotions testing, and result measurements and report this information and findings to in-store product for better sales (David Buckingham, 2013).  The customer data is mainly unlocked, decoded, and unleashed through Nectar for rewarding the customers and in return support the business in growing and transforming the business. The collected data can be used by Sainsbury in a number of ways for improving customer relationships as well as relationship marketing. 
Placing the customers at the heart of marketing strategy 
For delivering effective change, Sainsbury’s has modified its category, store strategies, and marketing around the perspectives of customers. Hence, effective communication is important for grocers for providing a more personalised and targeted experience to their consumers. The company has unlocked Nectar customer data and combined this information with point purchasing information as well as broader market intelligence. This has empowered Sainsbury’s for achieving this transformation successfully (David Buckingham, 2013). 
Using the Data in an Effective Manner
Sainsbury’s has use the data fully and effectively to allow the buyer to better measure the performance of their products, merchandising, categories, and promotions. This resulting insight would the corporation to help the buyers with the required information they require for informing their decisions as well as making appropriate changes in the store where it is needed (David Buckingham, 2013).   
Build a Strong Partner Network
By sharing the Nectar data and information, Sainsbury’s can develop a strong relationship with its suppliers. During the creation of a broad network of skilled suppliers who join the company, Sainsbury can attract customers and retain them, improve its consumer experience, and earn sustainable loyalty from its customers (David Buckingham, 2013).
Utilising Insights for Leading Organisational Change 
The regular and real time insight and analysis from the Nectar Data would enable the senior leadership teams for making more informed business decisions, assisting them to lead effective organisational change immediately as compared to previous days (David Buckingham, 2013).
[bookmark: _Hlk119622518]Segmentation, Pricing Strategies, and Differentiation 
In the discipline of marketing, STP means segmentation, targeting, and positioning and is comprised of three step procedure that will help the organisation to develop a targeted and actionable strategy for marketing and customer relationship. 
Segmentation 
The term segmentation concerns the division of the market into different segments or pieces that are found to be accessible, identifiable, actionable, profitable, and possess the ability for more growth and progress (Dolnicar et al., 2018).  As mentioned before, the TU clothing line of Sainsbury will be analysed in the present work.
Geographic: TU clothing provides its services to all the customers across Northern Ireland as well as all the remote areas of the UK. It has been found that the TU clothing line has around 400 selected Sainsbury’s stores across the UK.
Demographic: Segmentations can be formed through demographical means with the help of different entities, involving gender (men and women) and age (baby, children, teen, adult, and old age).
Psychographic: The classifications of psychographic segmentation are developed based on the choices of customers, involving formals, causals, occasional, party wear, seasonal, etc. 
Behavioural: The division of behavioural segmentation is carried out in accordance with the outcomes of consumer’s decisions, involving high and better quality, less experience and medium price, and in short good quality at less price. 
Following the segmentation of the targeted population and age groups, it is important to develop and plan marketing actions to reach out to the segment successfully and utilise the efforts effectively, a process known as targeting. With the help of target marketing, chances for meeting potential clients would become easier and considerably improved. The segments of TU clothing consider mainly psychographics and are the ones that prefer formal wear as well as party wear. Males and females both possess the same chances of interest. By analysing the behaviour segmentation, it has been found that the Tu clothing line considers those consumers who desire either cheap or medium-priced clothes that have good quality and standard. 
The ability to influence the perceptions of consumers of a product or brand in association with its competitors is known as market positioning. The main aim of the positioning is to develop an image of a product that enables the customers to perceive it in a certain manner (Jia et al., 2019). As most of the products of Tu clothing line target teens and adults who just start to go to university or begin to earn, the positioning of pricing strategy is developed in a way where they influence their customers to believe that their products are less expensive as well as possess good and high quality.
Pricing Strategies
The pricing strategies of the TU clothing line can be better analysed with help of a marketing mix which is a set of activities or strategies that an organisation uses for marketing its brand or different products. In order to analyse the pricing strategies, it is first important to view different products of the TU clothing line. The products mainly involve men’s wear, women’s wear, and children's wear. Just like other products, they use the same strategies on the basis of PLC. In the phase of introduction, they utilise fast skimming, indicating that products are sold at high prices having an increased emphasis on promotion. In the growth phase, the products are enhanced from the perspective of quality and involved new market features. In the maturity phase, the market is found to be saturated. It has been realised by Sainsbury’s that the sales will soon decrease and hence they manage to develop different strategies for keeping the products updated. Within the decline stage, sales are severally affected and decreased and hence, products are sold at very low prices (Herstatt and Tiwari, 2020). Sainsbury’s Tu clothing line has practically all the items of the apparel industry and all of these products have brand repute. It has been observed in the past years that Sainsbury’s is making efforts to bring a new trend of fashion in clothing. 
Now comes pricing strategies that have been adopted by the Tu clothing line for relationship marketing and customer retention. Price is the sum of money that is provided for the sale of a certain product. Generally, Sainsbury’s has adopted competitive pricing as compared to price lowering as the latter only provides short-term gains to a business and market share. A pricing discrimination policy has been employed by Sainsbury’s that is adjusted according to the positioning of products, leading to a premium price as it places itself in the high end market. The basic, as well as children’s products, are priced in a reasonable manner and of high standard and quality, leading to exceptional value for money. The annual sales of the company are found to be exceeding $25 billion. 
Consistency has always been observed within Tu's clothing line to lower its prices well below in comparison to its competitors, along with offering numerous discounts and loyalty points that significantly improve the customer experience and satisfaction. In Tu clothing, the school uniform attire begins at two pounds; however, the company has now started a special promotional offer which is a flat 25% off on all the in-store products (Sainsbury, 2015). For the promotion of new products, they make use of rapid skimming strategies which involve increased pricing along with high promotional techniques and offers for its customers.  
[bookmark: _Hlk119622596]Ethics and Sustainability
Developing strong and effective customer relationships and loyalty is now potentially important for organisations in the presently changing environment. Establishing a sustained brand and customer loyalty has accomplished significant attention as it assists corporations to develop benefits that are feasible in the markets. It has been revealed that brand and customer loyalty is mostly developed with the help of corporate marketing. Naturally, brand loyalty is established in how the customers assess the outlook of the company towards product evaluation as well as consumer brand relations. A relationship marketing strategy is considered to be a set of approaches utilised by organisations for developing strong long lasting relationships with their customers, involving procedures to enhance customer satisfaction and experiences. The major purpose of a relationship marketing strategy is to retain customers and establish long term brand loyalty. Relationship marketing needs ethical practices and sustainability to be incorporated into the business. Strategies of ethical marketing have been studied in almost all business areas which are designed for gaining a competitive advantage. The ethical practices of a company affect the daily routine of consumer activities. The significance of ethics in business sustainability advancements as well as in general marketing issues, involving price tags, product safety, and advertising, has long been considered by corporate vendors and managers. 
Sainsbury’s Tu clothing line has always considered the elements of ethics and sustainability for promoting relationship marketing. It has launched an ad campaign titled “Dress Well, Feel Good” for encouraging people to dress with their personal well-being in mind. In addition, the commercial, which features the street caste model as well as hero products from the TU AW20 collection, signifies how clothes people wear can make them look and feel beautiful. As stated by Sainsbury’s, the commercial “celebrates the art of dressing” as well as "inspires us to think how fashion may positively affect our mood." This form of the campaign has inspired millions of customers, leading to the formation of strong relationships with their customers. That is how the brand improves the experiences of customers and gained their lifetime loyalty for their products (Gallagher et al., 2019)
In addition, the relationship marketing strategy of Sainsbury’s TU clothing line is developed on providing customers with “value for money”, making sure that the quality of products and services should be maintained, resulting in significant retention of customers. It integrates a competitive approach for pricing regardless of a price-lowering approach, as the latter on provides an only short-term gain in market share. Through the utilisation of this approach, the company is successfully accomplishing the goals and objectives of the relationship marketing strategy which is related to adopting connection-building tactics in marketing and building customers for a lifetime. This is how Sainsbury’s TU clothing line integrates its strategy of relationship marketing into its present tactics (Guo and Wang, 2019).
[bookmark: _Hlk119622636]Effect of Digital Marketing on Organisation and the Customer Marketing Relationship
Digital marketing or online marketing is considered to be the promotion of companies through the utilisation of the internet and other kinds of digital communication for interacting with potential buyers. It does not only involve email, web-based advertising, and social media but it also includes multimedia messaging and text as a kind of marketing channel. The online market share of Sainsbury’s has increased through the efforts of digital marketing. According to research, customers are really satisfied with the digital marketing approach of the Tu clothing line (Addo et al., 2022). During the days of the COVID-19 pandemic, the shopping behaviours of customers significantly changed and most of them shifted to online shopping due to the strict regulations (Shamshiripour et al., 2020). During this time, the clothing brand has made an increased degree of sales through digital platforms. In the first half of the pandemic, around 39% of the retail sales were found through digital means, representing around £5.8 billion in revenue. TU clothing line presently accounts for around £1 billion during annual sales. Through the engagement of Asda’s George apparel line, it is aimed by Sainsbury to boost the fashion market share effectively (Marketing Week, 2021). Sainsbury’s calls the Tu clothing line a different brand through its social medial profiles in its digital marketing strategy. This assists in separating the TU from the core grocery business and putting it in a firmer position of fashion. Sainsbury’s uses social media for the TU clothing line not only for advertising the brand but also for establishing a community of customers around it as they reprogramme their follower's posts, for instance, to encourage them for uploading a picture in Tu clothes along with a hashtag #TuBeYou, hence developing an inclusive atmosphere.
Conclusion 
From the above report, it can be stated that Sainsbury’s Tu clothing line has a stable rate of growth in today’s market. Even though there are some areas of improvement still present in Sainsbury, the present relationship marketing strategies are effective as well as fruitful for the competition with other brands and product lines. It can also be summarised that the brand has the ability to survive in long run within the apparel industry; however, to compete with other competitors, they require improvements in their present strategies or can adopt new ones for their customers.
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