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This report provides a brief overview of Sainsbury’s business profile and how does it incorporate in its operation the topics discussed in the findings. These topics are data collection and evaluation (types of information, benefits); segmentation and differentiation (methods and types of strategy); ethics and sustainability.  
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1.0 [bookmark: _Toc119665171]Introduction
This report has been requested on 5th of October 2022 by the Chief Executive Officer of ‘Marketing Week’.  The purpose of this report is to assist the marketing team of Sainsbury’s in understanding how sustainable relationship marketing impacts organisational performance. The researcher has been tasked to provide a brief profile of Sainsbury, to explain how data collection impacts the organisation and to discuss marketing relationship strategies and how does the company use them.  This report has been compiled by Daniel Olah and the date of submission is 18.11.2022.
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[bookmark: _Toc119665173] 	2.1 About the organisation

Sainsbury’s is a supermarket and convenience store operator with headquarters in the UK. The business also runs an online general retail and food store.
Sainsbury's sources its goods from 87 nations and distributes them to its retail locations and online clients. It continues to hold corporate interests in the energy, property management, and financial services industries through subsidiaries and joint ventures.
Retail and Financial Services are the company's two reportable business segments.
The retail section sells goods through supermarkets and convenience stores, including both food and non-food items. The category ran 608 supermarkets and 820 convenience outlets as of March 2020.  A more recent account states that these numbers on March 5th, 2022, have decreased to 598 and 809 respectively (Bedford, 2022). Additionally, it sells general products under the Argos brand, groceries under the Sainsbury's name, and ready-to-wear men's, women's, and child's apparel under the Tu brand (Marketline, 2021).
Their total revenue and net income in US$(m) as of March 2022 is 41,121 and 931 compared to the previous year’s 37,255 and -276 (Marketline, 2022).
According to Sainsbury’s website and annual report from 2019, their goal is to become the most trusted retailer where people enjoy working and shopping. They strive to make the lives of their clients simpler by providing excellent products and services at competitive costs.
They are streamlining processes and stepping up their cost-cutting initiatives in order to invest in enhancing food quality, expanding choice and innovation, and constantly providing customers with value. They will continue to pursue collaborations and outsource projects as necessary, gaining from other parties who can assist their clients (Sainsbury, 2019; n.d. a).
As claimed by the organisation, their Nectar loyalty programme has over 9 million users. They also stated that 2.7 million users have provided satisfaction feedback that is considered when business decisions are made (Sainsbury, n.d. a).
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[bookmark: _Toc119665175]2.2.1 Marketing, and customer information defined and its benefits

The process of developing, conveying, delivering, and trading services that are valuable to consumers, clients, partners, and society at large collectively is known as marketing (AMA,2017).
Marketing is unable to be performed as an organisational activity without proper information and data. According to theorists customer information is considered a crucial asset that can be used in numerous applications within the organisation. Obtaining, maintaining, and distributing customer information helps businesses stay competitive (Garcia-Murillo, Annabi 2002; Winer, 2001). 
Customer information can be divided into three categories: 
· Information for customer- this refers to the information provided by the organisations to the customer about its products and services. 
· Information about the customer – data about the background of the customer, such as preferences and motivators.
· Information from the customer – obtained by interacting with customer, could include information the customer possesses about what the organisation provides. 
For various organisational operations, including new product creation and effective customer service function, information about and from customer is necessary. To enhance customer interactions and meet customers' knowledge demands, knowledge for customers is necessary. Different internal and external sources of customer information are available to an organisation. To collect and integrate customer knowledge sources and to allow the generation of new knowledge, a wide variety of information systems collectively referred to as customer relationship management (CRM) systems are utilised (Chan and Khodakarami, 2014). 
In addition to above mentioned benefits of having effective customer relationship management, there are two more crucial terms that are considered advantage to an organisation (Alverina, 2019): 
· Customer loyalty – loyal customers not only will be making repeated purchases, but also recommend the business to others. 
· Customer retention - Retaining loyal clients over time is referred to as customer retention. This is also known as churn rate and is an important indicator for almost all B2B and B2C firms. In general, a business will be more successful and its customers more loyal if it has a lower churn rate since it keeps more consumers over time. It could be more cost effective to retain customers than gain new ones and it may significantly boost earnings by increasing the probability of customers making repeated purchases and thus becoming loyal customers (Salesforce, n.d). 

It must be stated that other than the numerous benefits of gathering customer data there might be some possible negative aspects to it. The main aspect is the financial cost of it. The organisation must collect and interpret relevant data, while still adhering to privacy and data handling legislations, such as the General Data Protection Regulation. The data collected must be understood and incorporated into the organisational decision making as soon as possible while the gathered data is still valid.  Another understanding of what obstacles are in implementing CRM systems could be the lack of clear organisational objectives and the minimal focus on strategic planning (Pedron et al, 2016). 
According to a study done in 2011, fewer than half of CRM initiatives completely satisfy expectations, possibly because of the organization's underuse of CRM systems (Frow et al, 2011). 
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The organisation gathers a lot of personal information, such as name, age, address, and gender when customers register on Sainsbury’s website or when they are required to provide them in order to gain access to some available services, such as financial products from Sainsbury’s Bank.  As clearly stated on their website, in addition to the provided information mentioned above they keep a record of all correspondence, records of marketing preferences and information on what services have they provided and how they were used. The website also provides information on how this data is used, who do they share it with and what control measures are taken for safekeeping them (Sainsbury’s, n.d. b).
There is some evidence on what kind of technologies and projects is Sainsbury’s using in collecting data. One project initiated in 2017 had the goal to identify opportunities for innovation called Data Lake programme. This project would enable Sainsbury's checkouts to process 300 transactions per second and transform them into a massive data pool that will be used to inform smarter purchasing and customer experience choices (Etail, 2017). Another technology would be predictive analytics and machine learning for identifying emerging food trends as they appear. To stay current with the newest food trends, the company has collaborated with Accenture and Google Cloud. On the Google Cloud Platform, they have jointly developed machine learning solutions that demonstrate what clients desire and the patterns impacting their eating and shopping habits (Rigby, 2019). 
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For a business to develop a feasible plan of action in any of its marketing activities it must categorize its customers in order to cater to their specific needs in the most efficient manner.
One method is to divide the customers based on their satisfaction from the dealing with the organisation.  Reichheld (2003) developed a method called net promoter score (NPS) as a way to measure client loyalty, involvement, and enthusiasm. The NPS idea is based on the scoring of customer loyalty and satisfaction on a scale from 0 to 10. According to the value they report, customers are divided into one of three categories. Customers who report a value of 0 to 6 are classified as "detractors," while those who report a value of 7 or 8 are "passively satisfied" and those who report a value of 9 or 10 are "promoters" with the highest ability to generate favourable reputation. The advantage of this method is that it simplifies the understanding of the customer opinion (Madzik and Shahin, 2021). 
Another method would be the loyalty ladder approach, which is more complex than NPS. There are multiple ways to create the hierarchy steps of the ladder based on perspective and the goal in mind. 
Kuusik and Varblane (2009) divides the customers into five stages:
1. Leavers – consumers who confirmed that they will do business elsewhere.
2. Disloyal reducers – customers who will require less services or goods.
3. Dubious customers – current customers who do not know where they will do business in the future.
4. Behaviourally loyal customer- current customers who plan to continue to deal with the company but do not wish to endorse it.
5. Committed customers – active customers who intend to continue dealing with the organisation and are willing to promote it.
An additional approach to the loyalty ladder method argued by Narayadas (2005) is the division on of the loyal customers based on more than only the benefit of the repeated purchase and endorsement. He argues there are 6 possible stages of loyal customers in the following order, from least to most loyal:
1. Grow the relationship - At this stage, the client will wish to purchase additional goods or services and broaden the scope of its business relationship with the organisation. Since the provider has already paid for client acquisition, serving the consumer will incur very low additional cost.  
2. Provide endorsement – The customer speaking favourably about the business could lead to attracting new customers at no extra cost to the organisation.
3. Resist the competition - At this level the customer will stay with the favoured business since they anticipate that the organisation will match the quality the competition might provide.  Customer retention is achieved here without high financial costs. 
4. Pay premiums – If a customer is loyal to this degree, then they would be ready to pay more for the goods and services offered by the organisation.
5. Collaborate - The consumer wants to assist the company in creating new goods and services because they feel that the input they offer is valued and will encourage future advancements.
6. Invest – Some of the most loyal customers could invest into the business itself. 
Michael Porter first explained the idea of generic strategy in 1980, where represents the selections made with reference to the type and extent of competitive advantage.  This means that a business seeks to gain a competitive edge with the parameters of its chosen market scope. There are three strategies that can be utilized within a focused segment or industry wide: 
1. Cost Leadership - With this tactic, the company aims to gain market share by luring clients that are price concerned or cost-conscious. The lowest pricing in the target market sector, or at the very least the lowest price to value ratio, are used to achieve this. The business must be able to run at a lower cost than its competitors if it is to succeed in giving the lowest price while still attaining profitability and a strong return on investment. This type of strategy requires maximizing the use of available resources, while maintaining low operating costs.  Organisational examples would be ALDI or LIDL.
2. Focus – The company focuses on a small number of target markets, that should be less susceptible to replacement and where is a lower number of competitors.  The services and products should be meeting the expectations of these specific markets and should be priced competitively. 
3. Differentiation - In a highly competitive and saturated market where the target customer segment is not price sensitive and the standard of their demands may go unmet, leaves an opportunity for an organisation to fulfil those requirements in a unique way that would be difficult to copy. For this strategy to work the organisation must have a clear understanding who is the customer segment, what is their need and how is the competition meeting these needs. 
Porter emphasised the notion that an organization should only implement one strategy, failing to do so will result in a "stuck in the middle" predicament. He expressed the belief that employing multiple strategies will cause a company to lose its full concentration, making it difficult to determine the future trajectory in a clear manner. There are some academical literatures questioning this notion. Miller (1992) claims that there is possible middle ground between the strategies that could be more beneficial than sticking strictly to the main strategies. Also, studies show that combining some of these strategies into ‘hybrid strategies’ could be also more beneficial (Hambrik, 1983).
Sainsbury’s could be considered to follow this hybrid leadership. It does provide a range of products that are not the cheapest on the market but are perceived by the customers as still value for the price, but it also provides a select range of products that are priced very competitively.
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The incorporation of ethical principles into organisational behaviour is known as ethical practise. It is applicable to many facets of organisational behaviour, including corporate governance, hiring procedures, marketing strategies, stakeholder interactions, financial reporting, and concerns with both corporate and personal responsibility. Transparency with all stakeholders on the independent decisions that businesses and the individuals who work for them make is key (CIPD, 2022). 
To build a successful company with contented and devoted team members, workplace ethics are a crucial component. High ethical standards can provide stakeholders—including clients, consumers, and anyone who are involved in business operations—the impression that the company is looking out for their interests. Organizations may keep the best interests of their workers in mind while keeping a positive impact on individuals they interact with through their procedures by consciously including ethical rules into their structure operational policies (Indeed, 2021).
There are two main branches of ethics: 
1. Descriptive ethics – It is the scientific investigation of moral behaviours and beliefs across cultures and historical contexts. It aims not only to elaborate such beliefs and practises but also to understand contemporarily after they have been conditioned by social, economic, and geographic circumstances (Britannica, 2007).
2. Normative ethics - This area of study looks at standards for what is ethically acceptable and immoral. It entails the creation of moral guidelines that directly affect the proper conduct of individuals, groups, and social structures (Britannica, 2022).
Sainsbury’s website clearly states that:
 “We are committed to respecting human rights across our value chain to ensure the people who make or grow our products are not being exploited or exposed to unsafe working conditions - and ensure our businesses’ transition to Net Zero is just and equitable for the communities we source from” (n.d. c). 
The organisation clearly states its standing in multiple subjects, such as: 
· Discrimination – take action to ensure everyone who works for the company or its supply chain to be treated equally.
· Forced labour – be ready to stop forced labour from happening and to aid victims when it occurs. Their suppliers will receive encouragement to develop and rewards for acting ethically and protecting employees.
· Grievance mechanism - clearly defined mechanisms are in place for impacted individuals to express and escalate concerns in order to resolve and rectify problems and stop further abuse.
· Safe and healthy working environment - will encourage suppliers in adopting policies to uphold peoples' rights to a safe and healthy working environment and will take a more proactive approach to preventing major threats to its employees' health and safety.
· Sustainable livelihoods - dedication to getting the workers who create or cultivate their goods meaningful raises in pay and income so that they may afford a respectable level of living not only surviving.

2.5 [bookmark: _Toc119665179]Sustainability

Sustainability is another concept that is closely related to ethical business conduct. Sustainability is the practise of conducting business without causing harm to the environment, the community, or society at large. In contemporary times businesses have realised that sustainability would help prevent short-term profits turning into long-term liabilities (Spiliakos, 2018).  In fact, there is evidence that in addition to mitigating future risks it increases profits and drives business success (Gavin, 2019).
A business concept developed by Elkington in 1994 called the Triple bottom line differentiates three organisational bottom lines instead of the single traditional financial one: 
1. Environmental - Making adjustments like sourcing resources from ethical sources, conserving energy, and optimising shipping procedures are positive milestones in minimising the environmental impact of businesses. 
2. Economic - The profitability a company produces for its shareholders, or its financial performance, is what determines how successful a company is in a capitalist system. Key corporate choices and strategic planning activities are often carefully crafted to maximise earnings while minimising expenses and liability. 
3. Social -Instead of focusing only on generating profit for the shareholders, businesses have switched their attention to generating value for all stakeholders who are touched by their actions, including consumers, workers, and community members, as they have gradually embraced sustainability. Organizations can contribute to society in various ways such having fair employment procedures and promoting volunteerism. They can also have an impact on a grander scale by establishing alliances with non-profit groups that pursue similar objectives. 
Sainsbury’s provides a comprehensive report online about its sustainability (Sainsbury’s, 2021). It covers numerous areas such as: 
· Commitment to become net zero by 2040
· Reduction in carbon emissions and maximizing energy efficiency - 
· Maximizing water utilization
· Reduction in food waste
· Reducing plastic waste and improving recycling 
· Promotion of a healthy lifestyle and diet
· Protecting biodiversity 
· Sustainable sourcing
· Recognizing and engaging with colleagues 
· Supporting communities and its suppliers 



3.0 [bookmark: _Toc119665180]Conclusion
This report has identified what types of customer information can be used by the organisation and what benefits can be achieved. It has found some evidence on how Sainsbury handles data and information.  It can be highlighted that the company is concentrating on data available on existing customers and is not focused on possible clients.  
The researcher concludes that the company utilizes a hybrid general operating system, as in it has segmented its customer base and is catering simultaneously to multiple target consumer groups. This is evident in its products and services that range from simple cost effective to a more expensive unique selection.
It can be also concluded that the company has high ethical standards that is evident in the manner they operate and handle subjects such as equality and health and safety of its employees.  
Based on Sainsbury’s sustainability report published in 2021 it can be concluded that the company has clear goals in mind what it wants to achieve in the future in terms of environmental and social aspects. There is also evidence of the progress already made compared to previous years.
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