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Executive summary
The purpose of the report is to analyze Sainsbury’s mission statement, data collection, marketing strategies, business ethics, market segmentation, and sustainability. There has been conducted a thorough research regarding the mission statement sustainability, marketing relationships, and business ethics.
The main findings identified strong policies at a descriptive level, and positive feedback also seems to have produced criticism or attracted some negative feedback too at certain services provided.
Overall, there is an impressive involvement in creating sustainable marketing relationships, but improvement or change is also desirable especially when it comes to customer service, staff training, or within the cut of plastic promise.
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1.0 [bookmark: _Toc119524878]Introduction

The following was requested by Sainsbury’s Chief Executive on 10/11/2022.
The purpose of this is to find out if Sainsbury’s mission statement represents them if they use sustainable sources and what’s the current market share in comparison to other competitors and to critically evaluate the importance of a sustainable customer relationship.
The report was compiled by Constantin Polgar- a member of the marketing team, on 18/11/2022.
For this research, there have been used credible sources such as books, social media pages, reliable newspaper articles, or other reliable and credible internet sources.
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Sainsbury’s was founded in 1869 by a grocer John James Sainsbury who wanted to offer good quality food and services to its customers he opened the first store in London. In 1903, Sainsbury’s opens its 100th branch in London. In 1986 Sainsbury’s was the first supermarket to offer organic food, they launched ready meals for the first time and introduced the first-ever made carrier bag made from recycled plastic.
In 2004 when they had 432 stores, they started the collaboration with the Woodland Trust, and they planted nearly 2 million trees since. In the same year, the launched Tu fashion range in 160 of its stores.
In 2016 they announced £1m funding in the fight against food waste and they finalize the acquisition of Argos. Before they celebrated their 150’th birthday, they managed to introduce Scan&Go or Trialled UK’s first 30 min. click & collect grocery service.
Even though Sainsbury’s suffered a gradual decline in sales within the last few years, in the financial year 2021/2022 they improved significantly recording a 677 million pounds profit after tax.
This decline is expected somehow due to competition. Tesco is one of the most important competitors but there is massive pressure from Lidle and Aldi which are expanding continuously their share of the market. (Bedford, 2022).
A report from Statista for 8 years shows that 2014/15 was dramatic for Sainsbury’s as they recorded for 2014 a 72 million GBP loss and it’s gotten worse in 2015 when they recorded more than double compared to 2014. Within the financial year 2015/16 they recorded a boom with over 500 million GBP in profit and it decreased gradually each year by approximately 100 million each year until 2020/21 for probably obvious reasons given the Covid 19 Pandemic they had a massive hit of 200 million GBP loss registered but then again in 2021/22 they rocketed with a historical 854 million before tax. (Statista, 2022).
In 1995 they had around 20% of the market share but it decreased gradually remaining at around 15 percent within the last 7 years with small fluctuations each year.
Sainsbury’s the second significant supermarket in the UK has an impressive 15% grocery market share and, although they lost 0.6% of the market share, it is insignificant for the retailer as they follow their mission focusing on sustainability, high-quality products at low prices. (Assosia, 2022).

[bookmark: _Toc119524880]2.1 Mission Statement

 “Live well for Less” aims to prove that Sainsbury’s focus is to help customers in every sense by offering healthy and quality food at affordable prices. Given the period the world is facing after a Pandemic straight into a recession, this Mission Statement is more than welcomed, it is a powerful statement but maybe slightly vague and perhaps it can sound misleading because Sainsbury’s at the end of the day is a high-end supermarket plus, since 2016 there is a continuous uncertainty, a continuous rise in prices in all sectors. Brexit was the first to bring price changes, Covid 19 also had its effect moreover, the Russian war against Ukraine rocketed the price of fuel and energy tremendously. 
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[bookmark: _Toc119524882] Sainsbury’s collects data mainly through the Nectar card. With the help of this loyalty card, they learn and analyze customers’ shopping habits, how often they use the stores, and what products they purchase more often. The collection of data is critical to maintaining relationships with customers, especially for customer retention and providing a personalized shopping experience. They use predictive analytics and algorithms to learn grocery trends. They teamed up with Google Cloud and Accenture and built a system that learns trends on social media for example. Along Nectar card, Sainsbury’s had built the nectar app, both offer a personalized experience and by 2018 it had over 18m users. (Rigby, 2019).
Sainsbury’s collects login details, records of communication, CCTV footage, or other details provided by specialized companies that provide customer information if the information is public.
Data is being used for marketing purposes and research, to personalize the shopping experience, for statistical analysis, and to provide a safe and secure environment for staff or the address that is being used for deliveries.
The customer’s data will be shared with public authorities if required by the law or if they need to exercise or protect their legal rights.
Otherwise, it will be only shared within the group or, where appropriate, with trusted service providers.
Storing data is something that Sainsbury’s is serious about, they continuously develop their security systems, and only limited users have access to the systems. Strong data encryption and firewalls are being used, and proactive monitoring, limited access in the security buildings, and a “need to know” policy is being enforced to access any data. (Sainsbury’s, 2022).
On the legal side, Sainsbury’s seems to treat this matter seriously, in accordance with the Data Protection Act 2018 which states that data must be used fairly, lawfully, and transparently. Also, it must be handled and processed in a way that ensures appropriate security for protection against loss or unauthorized access. (GOV.UK, 2018).

[bookmark: _Toc119524883]2.3 Segmentation

 During this research, due to research, it turns out that Sainsbury’s uses a mixture of pricing strategies between Cost Leadership when it comes to groceries as they have the power to get great deals due to their size compared to small competitors. At times this strategy can be noticed at their petrol stations, but this is fluctuating depending on the price of fuel and economy.  The Lost Leader strategy is being used especially when it comes to Tu clothing or Argos. 
According to the Mba Skool, Sainsbury’s pricing strategy is based on providing their customers with “value for money” but this applies only to their range of basic products. Otherwise, they position themselves in the high-end market. (MBA Skool, 2021).
Value for money seems to be half of the information. As stated above, this statement is only valid for basic products. The Guardian revealed that Sainsbury’s drew criticism when in 2014 they stopped giving customers vouchers if they found in Tesco, cheaper branded products. (Butler, 2016).
Customer retention is crucial for them but given the fact that they do offer value for money with some of their products they aim to keep the quality of the products and services at the same standard and they do not believe in a price-cutting strategy that is fair enough if they wish to maintain their position within the high-range supermarkets. (Bhasin, 2019).
They might keep their in-store services at a certain level, but it seems like they not doing exceptionally with the deliveries, even if they have the facilities and their transportation. The researcher has identified Sainsbury’s reputation on Trustpilot, out of a mixture of reviews, many are related to deliveries but also in-store customer service or it turns out that, they don’t feel comfortable with complaints. Out of nearly 9000 reviews, they managed to obtain an appalling 1.6 stars out of 5 with the title ‘bad reputation’ where 71 percent of reviewers had given one star. Scrolling through reviews, it turns out that these are not isolated incidents, but they happen all over the UK so perhaps this should be something management should take into consideration for further improvement. (Trustpilot, 2022). Confronting a secondary place, Facebook reviews have many similarities, in conclusion, Sainsbury’s must pay greater attention to their customer service if they wish to maintain a healthy relationship with customers and regain trust. (Facebook, 2022).
According to a report from 2018, Sainsbury’s had over 600 supermarkets and over 800 convenience stores. They use 2 main channels, in-store, and online shopping but, they also have a café in most of their stores and the petrol stations, they usually have their main stores within or close to the heart of cities. (Bhasin, 2019).
Marketing strategies, they nailed it!  Sainsbury’s has always had fantastic and visionary marketing strategies; they made slogans such as “Good Food Costs Less in Sainsbury’s”, Sainsbury’s for Quality, or Value for money but marketing doesn’t stop here, over the years they used all key promotional channels, they had tv advertising by celebrities, they are extremely active on most social media platforms with 1.67m followers only on Facebook, Influencer Marketing also works for them and they also use all the E-commerce strategies. (Shastri, 2022).
 People seem to be for Sainsbury’s just as important as any of the 7P’s, they do care about the employees, wellbeing is above all, they offer a range of wellbeing programs, education, and physical, emotional, or financial support having strong allies to fight against any sort of discrimination or the desire to become leaders in working with disabilities. Employees say that Sainsbury’s is a great place of work and that Sainsbury’s is listening to their needs. They offer an environment where everyone can thrive, everyone could become the best version of themselves, having the opportunity to build great careers by taking this journey. Just to prove that employees are valued, and their voices can be heard, CEO Simon Roberts, holds regularly one-hour Q&A sessions on their internal social media platform. (Sainsbury’s, 2022). Indeed, reviews confirm that working for Sainsbury’s it’s a good opportunity to build a career, some voices might say that improvement is needed with the training but overall, a 3.6-star rating with a decent work-life balance, pay& benefits, job security, and culture. (Indeed, 2022).
Sainsbury’s uses a great strategy of physical evidence, they use predominantly orange and burgundy for their logos, and the shopping experience can be relaxing as they decently furnish their stores, so it doesn’t feel over-crowded, baskets and trolleys are decent, and the smart shopping experience is convenient as they allocated enough room for the checkouts.
The Process has helped them maintain loyalty by offering the click & collect service even if at times, collection slots suffer delays, understandable if a busy period such as Christmas or any other national holiday. At least customers can change stores at their convenience.
On Potter’s generic model it turns out that Sainsbury’s uses a narrow target by being cost focused on groceries, primarily with the basics and differentiation-focused when it comes to Tu clothing or Habitat products.
Their target market is 15 to 80 so everyone can shop at Sainsbury’s but there is a great focus on families, in other words, it is a place where customers can buy everything they need for the house from groceries to personal hygiene, pharmacy, clothing, or electronics.
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“Driven by our passion for food, together we serve and help every customer.  As a responsible retailer, this includes doing what is right and fair for our colleagues, our customers, the communities we serve, and everyone working within our supply chains.”  This is Sainsbury’s Modern slavery report’s introduction, how nice is that? By analyzing the entire report, the conclusion is straightforward, they pay significant attention to this matter by building gradually healthy business ethics. The journey started in 1998, they started a strategic partnership with the labor abuse authorities, consultations with the government, established ethical campaigns,  provided accommodation for non-UK temporary workers, adhered to the Human rights policy, and just to prove impressive conduct, in 2020 tough year for many businesses, they supported their suppliers during Covid 19, they also launched a worker voice survey across food or no-food factories to make sure the suppliers they deal with, are treating their employees well. (Roberts, 2022).
They have a valuable ethical policy “We are committed to respecting human rights across our value chain, by providing training, sharing our knowledge, and engaging in collaborative industry initiatives. It outlines the employment practices and standards we expect from our suppliers, wherever in the world they may be.” (Sainsbury’s, 2022).
According to RSPO, Sainsbury’s expects strong social and environmental standards from suppliers, help and implement sustainable practices and an important challenge is to build resilient supply chains for all the challenges that the industry is facing.
Sainsbury’s code of conduct and ethical trade policies are the core of its ethical trade program. (RSPO, 2020).
Descriptive ethics sound impressive however, normative ethics demonstrate otherwise in certain sectors. Greenpeace has classified Sainsbury’s as the worst of all UK’s major supermarkets for cutting plastic packaging. In a survey from 2018, they came last with only 77 tons of plastic cut while some competitors managed to cut thousands of tons, and by 2020 they were still making slow progress. (Greenpeace, 2019).
Sustainability is “An approach to economic growth and development which takes account of the social and environmental consequences.” (Worthington & Britton, 2003).
Sainsbury’s approach is Our plan for better and the commitment is to help everyone eat better by offering delicious and affordable food to support healthy and sustainable diets.
They plan to reduce scope 1&2 emissions to net zero by 2035, by 2030 the aim is to reduce food waste by 50%, by 2025, the intention is to reduce by 50% their plastic packaging and at the same time to increase recycled content, committed to protect regenerating nature also to minimize the usage of water in their operations.
The commitment to champion human rights, address food poverty to help everyone eat better, or improve animal health and welfare seems to be the correct way towards making it better for everyone.
This report, it will be used the Ecological pillar from the 6 Pillar model to analyze how to do Sainsbury’s tackle waste. Sainsbury’s commitment is to reduce food waste by 50% by 2030. For this, they collaborate closely with farmers and growers to reduce waste within the supply chain, they will donate the surplus to charities and recover energy from food waste. The partnership with Neighbourly has made possible a connection between 17,000 schools, charities, and community groups to redirect the surplus toward those in need. There is continuous progress made to extend the shelf-life of products where possible. Future labels will contain best practices to reduce food waste at home and at times they might contain leftover recipe ideas.
Customers are attracted to Sainsbury’s by the fact that they promise to keep low prices for food and be focused to put customers and colleagues first according to an interview of the Chief executive for Nottingham post. (Antcliff, 2022).
Friedman said, “The social responsibility of organizations is to maximise profits”, Caroll, argues that a business has four responsibilities, economic, legal, ethical, and discretionary/philanthropic. Based on the arguments, Sainsbury’s has a Caroll approach to sustainability based on its involvement to reduce food waste, reducing plastic consumption, or offering better quality products at low prices. Lantos defined Corporate Social Responsibility as “An organization’s obligation to maximize its positive impact and minimize its negative effects in being a contributing member to society, with concern for society’s long run needs and wants.  CSR means being a good steward of society’s economic and human resources”, this clarifies Sainsbury’s CSR approach to a healthier diet and ecological planet.
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Using the information presented in the findings section, the conclusion is that Sainsbury’s has kept its market share at similar levels for several years. Profit has declined during the same period with an impressive rise in 2022. The profit decline is somehow self-explanatory given the competition in the market and all the uncertainty since 2016. 
GDPR policies are strong, and with the help of great partners they built strong security systems. Data is kept safe; no leakages have been reported
For the sustainability there are still lots to do such as, cutting the usage of plastic but there is a positive approach in each direction, and many partnerships, and commitments with great hope for living well for less, for less or no food waste, and emission reductions.
Working for Sainsbury’s can be fulfilling, rewarding, and enjoyable and many past employees recommend the experience as they have a great culture. Training can be improved.
Customer service at many levels does need immediate attention for improvement as it will affect customer loyalty otherwise.
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