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[bookmark: _Toc119605529]Executive Summary
This paper discus the main requirements for an organization (Sainsbury’s in this case) to build a sustainable relationship with the market, customers, and employees. The report contains a variety of definitions and theories of different branches that are related to a sustainable marketing relationship. After the process of research, the main conclusion is that Sainsbury’s does have indeed a sustainable marketing relationship and is continuing to improve. 


Contents
Executive Summary	1
1.0	Introduction	3
2.0	Findings	4
2.1	Brief history	4
2.2	Data collection and evaluation	5
2.3	Segmentation, Pricing Strategies and Differentiation	6
2.4	Ethics and Sustainability	8
3.0 Conclusion	10
4.0 Appendices	11
Reference List	12



1.0 [bookmark: _Toc119605530]Introduction
This report has been requested by the Marketing Executive Officer of’ ‘Marketing Week’ an online journal, with the purpose of proving knowledge and critically evaluating how Sainsbury’s is managing its relationship with its customers. The report has been compiled by Andrei Selaru, student at the University of Wales Trinity Saint David, and investigates the influence of Sustainable Marketing Relationship policies and practices and the impact on organization performance. This report has been requested on 5th of October and the deadline for submission is 18/11/2022 at 3 pm. As research resources, in this report can be found information from books, articles, journals, and websites that meets the required criteria to be considered as trusted. 


2.0 [bookmark: _Toc119605531]Findings
2.1 [bookmark: _Toc119605532]Brief history
John James Sainsbury and his wife Mary Ann founded Sainsbury's in 1869 to sell milk, eggs, and butter. As an embryonic form of the modern supermarket, this small business operated in Drury Lane, London. A lot of effort was put into distinguishing Sainsbury's from other food stores operating in the region from the onset (Olu and Helen, 2017). Since the organization began trading, over 150 years ago, it has been subjected to pressures from the organization's institutional environment. An organization such as Sainsbury's, which adapts to the external environment while also influencing it, is a prime example of a successful organization. A new consumer age was ushered in by the advent of foreign travel, refrigerators, and television, and the company frequently utilized the adverse post-war trading conditions to its advantage. Diversification, innovation, and the setting of standards have arisen as a result of managerial decisions and the desire to be the best. Sainsbury’s also introduced and developed the self-service option and introduced the concept of the supermarket to British retailers. 
The company has been in the family for four generations and six chairmen have been appointed to the board. In addition to continuing the philosophy of the founders, each successive chairman built on and enhanced their principles. Up until 1973, Sainsbury's was entirely owned by the Sainsbury family before being floated on the stock market, as a result, David Sainsbury remained as the company's executive until 1999 when he retired. Even though the Sainsbury family has no direct involvement in the business's management, they remain closely involved in the enterprise’s decisions and development (Salmon, 2004). 
By looking at the sales profitability of Sainsbury’s in the last 14 years, it can be concluded that the company is one of the most successful retailers in the UK with nearly double sales from 18.9 million pounds in 2008, to 29.4 million pounds in 2022, and a share price of 216 pounds at the moment of speaking (Statista, 2022). The graphic can be found in the appendices. 
Sainsbury’s motto on its official website is ‘Help everyone eat better’ followed by the mission statement ‘This is why we have committed to develop and deliver healthy, sustainable diets for all. We want to help make eating well affordable, easy and tasty, to support having a positive impact on health and the health of the planet’ (Sainsbury’s, 2020). What can be deducted from the mission statement is that Sainsbury’s values and cares for their customers’ well-being actively by selling healthy and affordable products. This marketing approach to customers resulted in an increase in sales of 3.4% compared to the previous year, this includes fuel sales as well (Retail Insight Network, 2022), however, overall customers satisfaction ratings do not score very well not even hitting 2 stars out of 5 from 8932 reviews on Trustpilot UK (2022).


2.2 [bookmark: _Toc119605533]Data collection and evaluation
Retailers are increasingly depending on data to cater to their customers’ needs. To detect new grocery trends as they arise, Sainsbury's uses predictive analytics and machine learning. As part of its commitment to staying on top of the latest trends in food, the retailer has worked with Accenture and Google Cloud. With the help of the Google Cloud Platform, they have been working together in order to build machine learning solutions that can be used to predict what customers want, as well as how the latest trends can influence their eating habits (Rigby, 2019). Another way Sainsbury’s collects customers’ data is through its Nectar card fidelity scheme. The Nectar card has been bought by Sainsbury’s in 2018 and it has over 18 million users in its 17 years of activity. The card enables users to collect points and use vouchers by either scanning the physical card at the checkout or by using the app on the smartphone. Sainsbury’s can then see your shopping habits such as the most frequent products bought, how much you spend on average on every visit, how much time you spend in the shop, or how often you shop, just to mention a few. All this information is automatically processed to generate offers to customers’ email addresses for future visits and to predict shopping trends (eTail UK, 2021). 
Sainsbury’s is also focusing their marketing strategies on convenient shopping such as online shopping, as the average expenditure of Sainsbury's online customers is more than three times greater than the average expenditure of its in-store customers. As part of its commitment to simplify purchasing across all its brands and services, the retailer intends to integrate its complete digital business into one app. Its online products are already accessible through a single login for 10 million customers. Customer satisfaction scores have increased by over three percentage points at Sainsbury's during the past year, as well as service and availability. Approximately 350 shops now offer smart scanners for scanning and paying for purchases. As part of its Smart Store initiative, the retailer has also introduced technology that has assisted in the removal of about 1,000 in-store tasks, which has saved a million hours of management time, encouraged the retailer to focus on customer service, and improved access to the store for customers (Rigby, 2019).
As can be seen above, Sainsbury’s is using data collection and analysis effectively, to mainly improve customer experience but also to speculate trends and take advantage of them. Business-wise, Sainsbury’s is performing the right action to attract their customers and improve their experience by investing in new tech that will facilitate purchases. The methods used by the company to collect data are legal and quite common to see in retailers. 



2.3 [bookmark: _Toc119605534]Segmentation, Pricing Strategies and Differentiation
Market segmentation is one of Sainsbury's primary marketing strategies. The term of market segmentation refers to the process of dividing a market into multiple groups based on their needs and requirements. An organization can also refer to market segmentation as the division of a market into small segments, each of which has a similar set of buyers from whom it can serve its needs in a successful manner, therefore satisfying its customers. Geographically, demographically, and behaviourally markets may be segmented (UKEssays, 2018)
There is a wide range of customer requirements, expectations, and levels of satisfaction. The requirements for goods, services, and ideas of some customers are 'similar', however. The market segments can be determined if the needs of these clients can be evidently determined and those with related demands can be grouped in sufficient quantities. In order to build retail brands and concepts that satisfy the needs of the targeted segment, retail marketers must first identify the customer groups or segments. Retailer positions their brands with an image that their targeted customers are likely to identify with once they have decided which segment (or segments) they are targeting. Developing a strategic approach to retail marketing begins with market segmentation, targeting, and positioning (Dibb and Simkin, 1991). 
The speed at which decisions are made is one of the biggest challenges for businesses today. Companies can now act faster, equipped with more data, thanks to recent advances in computer science and data processing technology. Meanwhile, customers have become more knowledgeable about the availability of products and services than ever before. For businesses to survive in the market, they must make more data-driven decisions. The concept of Big Data can play an essential role in managing and analysing enormous amounts of data, according to Fotaki et al. (2014). The three main characteristics that differentiate normal data from big data that Hackenberger (2019) discusses are volume, velocity, and variety.
Same as many other companies, Sainsbury’s is using Artificial Intelligence for customer segmentation. Segmentation is done by collecting data and creating algorithms to create effective segmentation strategies. Almost all variables were used to segment Sainsbury's markets. Stores are located almost everywhere in the UK, and demographic data has been used to segment the company's markets. Likewise, Sainsbury's segmented its markets based on psychographics. This segmentation has led to a number of benefits, including, among others, improving customer service standards, thereby increasing sales volume and profitability. As well as being able to review and anticipate changes in the segments from competitive activities. 
Historically, many corporations have neglected to consider prices when selecting products. The average cost of a product is still marked up by some companies by a fixed percentage. Other companies set their prices according to what their competitors are charging. Marketing departments and divisions are often devoted to analysing customer perceptions and changing them. They worry about pricing as a secondary concern. Considering pricing is fundamental to business strategy and how companies make money, it was surprising that the pricing strategies were ignored. Furthermore, it can result in unnecessary price wars if rivals' pricing behaviours are misunderstood (McAfee, 2009).
There are many pricing strategies that Sainsbury’s uses depending on the context and opportunities that arise. This topic focuses just on one strategy namely Cost Leadership. As the term suggests, cost leadership refers to a company presenting itself as having the lowest price or lowest cost in the marketplace for a particular product or product category. Managing costs at every level is difficult due to the need to constantly reduce costs at all levels. To achieve cost leadership, an organization must be able to reduce its production costs to offer its customers quality products at an affordable price. A large company with a lot of buying power is more likely to benefit from this strategy than a small company.
Keeping the quality of products and services is a key component of Sainsbury's pricing strategy, which provides customers with value for money. Pricing is conducted in a competitive manner rather than by cutting prices, as price cutting only results in a short-term gain in market share. It often obtains a premium price for its products as it places itself in the high-end market by using price discrimination policies according to the positioning of the product. Basic and kids’ products from Sainsbury's offer great value for money due to their low prices and excellent quality. Sainsbury's marketing mix includes pricing as part of its pricing strategy. There are more than $25 billion in annual revenues for the brand using this strategy (Team M.S. 2021). 
Probably, Sainsbury's best marketing strategy is to differentiate their products, which essentially reflects the company's creativity, and is their best marketing strategy in the long run. Basically, it's about coming up with new products and services that are unique to customers and cannot be found in any other company in your industry. In order to differentiate a product, a company can change its features, improve its design, expand its network, or boost its brand image. In terms of network coverage, Sainsbury's covers most UK cities. 
A distinctive brand stands out from others in the marketplace by being perceived as unique and different. An effective way of differentiating a company's products from its competitors is to create a set of meaningful differences. In some cases, a brand might be able to earn a 10-20 percent price premium based on the differentiation provided by its quality, reliability, and service. The price of a brand can be raised if differentiation is successfully implemented (Davcik and Sharma, 2015). A more distinctive brand is more likely to be successful than one with a lower brand value differentiation. A brand's performance is shaped and driven by differentiation (marketing domain) and innovation (technology domain).
Differentiating products and services in marketing is an important part of attracting and retaining customers. Pricing, quality, service, innovation, and accessibility are all ways that companies can differentiate their products or services from the competition. Businesses often distinguish themselves from competitors based on price. Companies offer low prices to attract customers, or they engage in price wars among competitors. Online sales are a popular method for companies to keep their prices lower than in-store sales (Deskera Team, 2022). Marketers also differentiate their products based on quality. There are times when some companies succeed in distinguishing themselves by providing high-quality products or services. Using high-quality materials in the manufacture of a luxury car may serve as one of the methods by which a manufacturer distinguishes itself from its competitors. 


2.4 [bookmark: _Toc119605535]Ethics and Sustainability
Applied ethics, such as medical and legal ethics, can be understood as a branch of business ethics. The term business ethics encompasses moral concerns about the conduct of a legal or medical practice. There is no difference between business ethics and other forms of ethics. The responsibility of business leaders to comply with the laws of the country in which they operate, for example, lies at the intersection of legal ethics (Robert, 2009).
An ethical theory that seeks to describe or compare the beliefs of people about morality is called descriptive ethics. As a result, it examines people’s moral values and standards as well as their behaviour. Descriptive ethics, then, is the study of the values, standards, and behaviours of people and the description of their moral principles and values. As well as that, descriptive ethics is a science that combines the findings of research from different disciplines, such as psychology, sociology, history, and anthropology, to investigate ethical values (Hasa, 2019). Observations made by these empirical studies have demonstrated that every culture and society has its own moral standards in which particular types of actions are advocated or prohibited. It also analyses how society's moral practices differ and are similar, as well as how standards have evolved in response to these practices. An ethical action can be described as normative in terms of ethics. Simply put, it analyses how human beings should act morally. Moreover, it discusses what is ethically right and wrong according to a set of criteria. Normative ethics, in addition to attempting to come to basic moral standards, is really concerned with attempting to justify these principles and to arrive at fundamental moral values.
The four traditional categories of corporate social responsibility are environmental, philanthropic, ethical, and economic. An organization is considered environmentally responsible if it behaves in a way that minimizes its environmental impact. Incorporated social responsibility falls under this category. Such initiatives are referred to as "environmental stewardship" by some companies (Stobierski, 2021). Ethics refers to ensuring an organization operates ethically and fairly. An ethical organization is one that practices ethical behaviour by treating its stakeholders fairly, which includes its leaders, investors, employees, and suppliers. The concept of philanthropy refers to businesses making a positive difference to society and the world. By being economically responsible, a company commits to doing good in all areas listed above, such as its financial decisions. In the end, profits are not the only goal, but also a positive impact on society, the environment, and the people.
Sustainable business means managing and coordinating financial, social, and environmental demands in order to ensure sustainable growth and success. Traditionally, corporate culture has taken a negative view of social and environmental concerns. It is unsustainable, for instance, to deplete non-renewable natural resources. The most affordable short-term option is, however, to continue using fossil fuels, since these alternatives typically require investment in infrastructure (Lutkevich, 2013). Basically, a sustainable business is focusing on not using unnecessary resources and protecting the environment. 
On Sainsbury’s official website there are several statements describing their efforts to ensure workers are not exploited or exposed to unsafe working conditions, they are committed to respecting human rights across their value chain. They also ensure the transition to Net Zero for their communities is just and equitable. Also adding that every person deserves to be treated equally, no matter of their identity, their origin, or their beliefs. Human rights and other legal rights are deprived to the people by discrimination, and these rights are often not enjoyed by them on an equal basis. A person's performance at work is influenced by the way they are treated, their earning potential, and their ability to get promoted.
The statements above along with many others that can be found in the ‘About us’ section of websites prove that Sainsbury is acting as ethically and legally as possible, not discriminating, and growing a good relationship with their customers and employees. Their statement is proved by their actions as there are no recent headlines in the media about Sainsbury acting unethically. However, when comes to sustainability and environment-friendly acting, Sainsbury's was found to be the worst performer among the top 10 UK supermarkets in terms of publicly available plastics pledges since January 2018. In comparison to Sainsbury's, Asda achieved a reduction of 6,500 tonnes of plastic packaging. Unlike Marks and Spencer and Co-op, Sainsbury's did not give any information about how many plastics it cut. Sainsbury's pledged to cut only 77 tonnes of plastic from its products, according to Greenpeace's analysis (Hill, 2019). Despite the news, it did not have a massive negative effect on the company’s image. 



[bookmark: _Toc119605536]3.0 Conclusion
As is presented above, no organization can be perfect, and Sainsbury’s makes no exception. There is no doubt that the business is having a good relationship with its customers and employees thanks to its data collection and fidelity scheme. This can be deducted from the visible growth of the company and continuous expansion since its beginning. Despite not having the best rating among supermarkets from customers and a slightly bad image regarding the way they are recycling plastic, Sainsbury is having an excellent managerial staff that helps them to compensate through pricing strategies, differentiation, and nevertheless, cost leadership. Overall, Sainsbury’s remains one of the top supermarkets in the UK with thousands of employees and millions in profits every year concluding that their relationship with customers is a sustainable one. 
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