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Introduction 
Within this report the author (Liam Jackson) will critically evaluate the importance of a sustainable customer relationship between organisation and its customers. The organization that the author is evaluating is the major UK supermarket chain Sainsburys. In this report the author aims to Identify and critically describe how data collection/analysis/evaluation can impact on a ‘Marketing Relationship’ and help it to become ‘sustainable’, Provide examples and critically discuss Sainsburys’ ‘Marketing Relationship’ strategy based on the following areas: Segmentation, Pricing Strategies, Differentiation, Ethical and Sustainability policies and practices and identify how these may  help to  achieve ‘customer centrality’, Draw a conclusion to the report that provides information to the Executive Officer of ‘Marketing Week’ outlining areas of performance that make a difference to  Sainsburys’ ‘Sustainable Marketing Relationship’ and those that require improvement.





Sainsburys early life and current market share.
According to (sainsburyarchive.org.uk 2022) john and Mary Sainsbury opened their first dairy shop in London in 1869. Since opening in 1869 they have grown to the UKS seconds biggest supermarket chain According to (www.marketline.com 2022) Sainsburys have a total of 117,000 total number of employees and have as of 2021 they have a net income of £931 million which is a 436.73% increase from 2020 they have also done £41,121m in revenue which is a 10.38% increase from the previous year. They have a net profit margin of 2.26% as of 2021 and that is an increase of 427.54% increase from the previous year. according to (capital.com 2022) Sainsburys come second in total market share with a total of 14.9% share of the UK grocery market share, coming second to market share leaders Tesco’s. 


Sainsburys mission statement.
According to (www.about.sainsburys.co.uk 2022) Sainsburys mission statements are “Living healthier lives, Sourcing with integrity, Respect for our environment, making a positive difference to our community and A great place to work.”  



Main findings 

Customer relations management. 
According to (Payne 2005 p4) customer relations management is increasingly growing importance of organisations because of two main reasons, one is due to new ways companies collect data giving them the power to target their customers with specifically targeted ads enabling the company to target chosen market segments. The second reason a company may want to use CRM is to build and develop a good customer relationship between the customer and company to improve customer value and corporate profitability. Sainsbury’s have been able to collect customer data using data collecting tools such as nectar cards. By giving customers a loyalty system such as a nectar card that customers will use in store and online Sainsburys are then able to collect and use the data they collect to further target market segments that they wish to target. By analysing their customers spending habits they then will be able to offer their targeted customer further offers/deals that will encourage the customer to come back into the store and make further purchases with them. Thereby creating more customer value and increasing the profitability of the business. 
Market segmentation 
According to (Solomon et al. 2013, p233) market segmentation is the dividing of a larger market into smaller markets based on one or more meaningful shared characteristics/habits. A marketer may segment the market into useful segmentation variables that represent different groups with their own different needs, wants, demands and preferences. Using the information Sainsburys gain by collection their customer spending habits they will then know which customer brings the most value towards the business, by targeting theses customers that provide the business with the most value giving them incentive offers to spend more money in their stores, they create a consistent and reliable cash flow into the business thereby making their business more sustainable for the future by ensuring that loyal customers keep coming back into their store and furthermore spend money in their stores. 
Loyalty ladder 
Companies such as Tesco’s and Sainsbury’s have a loyalty system such as club/nectar cards. These can be used as a data collecting tool for these companies to see where on the ladder these customers are. According to (www.consuunt.com 2022) the loyalty ladders is a marketing tool that allows the company to see how loyal certain customers are and where on the ladder their customers are. The loyalty ladder has five different levels of loyalty the bottom being described as prospect, someone who may be thinking of making a purchase but has not yet done so. The second level is described as customer, someone who occasionally purchases a product from the store. The third level is described as a regular customer, who is strictly governed by the characteristics of the product. The fourth level of the ladder is described as supporter, these customers may forgive some of the mistakes that the company has made and can look past some imperfections that some of the products may have. The fifth level is described as advocate, these people are on the top of the loyalty ladder, they are the most likely to recommend the goods and services that the company have to offer to other potential customers and will usually speak well for the company. Sainsbury’s will be able to use this information and target customer that bring the most value to the business and also be able to target customers lower on the ladder and be able to target them trying to convert them into a customer that brings more value to the business.  (Stobart, p. 1994 p9) Brand logos are a way to build customer loyalty’s if a brand has a positive relationship with their customers the brand will flourish and will generate steady streams of cash flows. Thus, creating stability for business.     

[bookmark: _Toc125547506] Customer loyalty 
Customer loyalty must be of the upmost importance when it comes to making a business sustainable. It is the consistent cash flow of your loyal customers that will bring the most value to the business and will give the business more opportunity to expand. According to (Humby, Hunt, Phillips 2008 p52) customer loyalty is measured in three different stages stage one is recency. Recency measures when was the last time a customer visited the store. This is a good unit of measure for a company to have because they can tell if there is a decrease in customer recency that customers are most likely going to a competitor of theirs and thereby loosing value/market share thus if a retailer fails to respond to customers decreasing in footfall to store, they may run into bigger problems further down the line. The second stage of customer loyalty is frequency. Frequency simply measures how often a customer may contact their chosen retailer. Measuring frequency data will give the retailer a better idea and put a plan into place to refine and strengthen its relations with their customers. But frequency is not the most valuable data that is used by retailers for example a single person may visit a store multiple time per week spending very little each time, compared to a family of four that may only visit a store once a week or maybe once a fortnight but spending a much larger amount of money each time they visit the store leaving the in family of four more valuable to the retailer even though they have a have a lower level of frequency. The third stage of customer loyalty is value. This is the most important factor when a retailer is collecting data. A single customer that spends a lot of money in the store is worth more in value than a group that spend very little money in store, thus making the person that spends more money in their store more valuable. A retailer will be able to look at this data and try to keep and hold onto their most valuable customers. By retailers using a RFV analysis they will be able to highlight a group of the most valuable customers that will require more attention to retain, or it could help the retailer create customer segments that can be used to communicate different offers to these customers. 
[bookmark: _Toc125547507]Consumer culture theory
According to (Dahl, 2015) consumers will go through four stages when on the path to become a consumer of certain product. The first stage is the preconsumption stage this is the stage where the potential consumer will be looking at a certain product and imaging the actual consumption experience of the product. The second stage is the purchasing stage this involves the experience of choosing, paying and experience of purchasing the product. The third stage is the core consumption stage this the actual sensation and experiences during and immediately after the consumption of the product. The fourth stage is the remembered consumption stage this is the nostalgic stage following the consumption experience, in which the experience is relived, this is why it is important for a business such as Sainsburys to give there potential customer a good experience when visiting their store either in store or online so that potential customer will have a good experience with the business and go through each stage on the consumer culture cycle again and again thus making Sainsburys more sustainable  due to the fact that consumers have a good nostalgic feeling when visiting there store thus making them more likely to revisit and add value to the company od Sainsburys.  


[bookmark: _Toc125547508]Touch points and data collection 
According to (Gray, David 2017 p574) there are many different touch points that a retailer may use to collect data from their customers some touch points include Website, Email, social media, Product Packaging, Brick and Mortar Stores, Direct Mail Print and Digital Advertising Signage Employee Interaction. (www.indicative.com 2022) define touch points as 
“A touchpoint is a point of contact and/or engagement between a business and a customer. This type of contact/engagement can occur at any time throughout a customer’s journey. Touchpoints describes the who, what, when and where of engagement, especially in the stages of pre-purchase, purchase, and post purchase.”
According to (Flores 2014) owned media is where a brand/company have complete control over the first and most important is any websites or applications the company may own. This in many cases is where the brand has full control over. 
For an example an online advert could be a touch point According to (Zeff and Aronson 1995 p11) online advertising is unique from other types of advertisement because the consumer could interact with said advertisement to access more information about the product that is being advertised thus giving the consumer a unique personal experience. Online advertisers give advertiser the opportunity to precisely target their target audience. Enabling the advertiser to deliver advertainments that are unique to each consumers particular interests and tastes. 
Sainsburys have a few different methods of analysing these touch points, for example to get a nectar card a person will have to forfeit some information such as an email address and residential address to gain access to the benefits of a nectar card. The main ways a retailer such as Sainsburys may use touch points with their customer is through their nectar card systems every time a customer uses their nectar card in one of Sainsburys stores Sainsbury’s will then be able to collect the data from that touch point. They will be able to collect data from the customer thus giving the retailer a better understanding of their customers spending habits. 
[bookmark: _Toc125547509]Customer privacy 
The data protection act of 1988 was created to help control how companies and governing bodies use the data they collect from their customer ( www.experian.co.uk 2022). the act helps regulate how companies can use their customers data and help consumers keep their chosen retailer liable for any mistakes they have made. 
How does Sainsburys ensure they keep their customers privacy? They firstly must obey to the data protection act 1988 which makes them accountable by law to keep their data safe and privet. They also keep their data they collect to amylase for themselves. Firstly, a customer needs to forfeit information to gain access to Sainsburys loyalty card system, Sainsburys then can use that information to further segment their customers to encourage them to further uses the good and services of there customers. Once an agreement has been made between Sainsbury’s and the customer to exchange personal information there is a mutual agreement between customer and retailer that this relationship is of symbiotic nature. Where both sides benefit from the relationship if Sainsburys break this trust they will break the relationship which would lead to decrease in customer and may lead into more problems down the line. This is why in would be in the retailer’s best interest to comply with keeping their customers data safe because in failing to do so they run the risk of loosing customer and leading them to a major competitor thereby leaving the business with less value and a possible large loss in market share. 


    
[bookmark: _Toc125547510]Value expression 
According to (Evans, Jamal and Foxall 2009) the brands that a consumer may buy from or talk about are often will line up with inner values of one’s self-image. In the case of Sainsburys they portray a brand that’s ethical and good quality for the prices that the consumers pay. So, a consumer may line up their own self-image with the same ethical values that Sainsburys portrays to they customers. By Sainsburys portraying this to their customers will in turn ensure a constant and stable return of customers if they’re and the customers ethical stance are in line with one another’s. 
[bookmark: _Toc125547511]Digital marketing 
According to (Chaffey and Ellis-Chadwick 2019) there are seven applications of digital marketing these include advertising medium which displays ads on websites and/or social media and can be used to create awareness of demands for certain products and services. Direct response medium which are targeted search advertisements that enables companies to drive visits to a site when consumers show intent to purchase. Platform for sales transactions in the case of Sainsburys this is where customers will be able to make purchases online either on the Sainsburys website or directly from the Sainsburys app. Lead generation method where a targeted add that has been sent online either in the form of an add on a website or either a direct add sent to the consumer app/email may lead to a sale from the consumer. Distribution channels is the route through which a product travels from the production end to the point of consumption. Customer service mechanism this is where a customer may find answers to frequently asked questions. Relationship building medium this is where the company in this case Sainsburys can interact with their customer to better understand their needs and wants and publicise relevant products and offers. by Sainsburys using these applications of digital marketing they will be able to identify the customers needs and anticipate a customer purchases. The internet offers an extra channel where customers can gather information and make purchases. 
[bookmark: _Toc125547512]Social media marketing
According to (brown, 2012) if a company wants success and build a community of loyal customers it is a good idea to think of the network affect. People tend to congregate where their peers are they buy the same things they buy and buy the things that they recommend this is know as a cluster affect and social network applications need to be designed with clusters in mind. Communities are groups of like-minded people that come together to support a good cause. Communities can form from influencers that the brand choses to work with in the example of Sainsburys they work with celebrities such as Jamie Oliver whenever a potential customer of Sainsburys may use their social media accounts they may see an ad for Sainsburys that will include some sort of images or video of Jamie Oliver working with Sainsburys products thus leaving a positive image in the heads of the people who view the advert, consumers may feel like if Jamie Oliver uses these products and they are good enough for him well they are good enough for them. Often Sainsburys will put the slogan eat well for less or feed 5 for £5 on these adverts. Thus, creating a positive community around there social media marketing campaigns.     
[bookmark: _Toc125547513]
Conclusion 
In conclusion Sainsburys have managed to stay in business for over 100 years due to the fact that they deliver quality products to their customers at what those customer deem to be fair prices. This in turn has built Sainsburys a community of loyal customers. Coupled with the introduction of the nectar card in 2002 according to (sage-answer.com 2022) Sainsburys have been able to reward there loyal customers by incentivising those customers to come back into their store and get money off and even more rewards from their shopping habits. Along with being able to reward their loyal customers with money off their shopping Sainsburys can use the information that they obtain from the use of their Nectar cards to see where the customer may be on the loyalty ladder. This information will be useful to Sainsburys because they will be able to assess the value of that customer in particular and see how much that customer is worth to the business of Sainsburys, if a high value customer has a change in their shopping habits Sainsburys can act accordingly and send out offers that the customer may incentivised that customer to change their habits again and start to spend money at Sainsburys once again. What also helps Sainsburys stay sustainable is their emphasize on quality and clever social media marketing using influencers such as Jamie Oliver to really help drive home the fact that their products really are the best that one can buy, by using their own media such as their website and adverts that the promote all over social media they are able to make a lasting impression on the potential customer that Sainsburys is really worth the money and really able to live well for less while you are a loyal customer to them. 
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