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This report investigates sustainable customer relationship management in Sainsbury’s organisation, which is critical for any business organisation and how they could improve their performance. It will illustrate the different factors in Sainsbury’s customer relationship management, segmentation, pricing, and differentiation strategy that helps Sainsbury’s gain sustainable customer relationship management.
Chai et al. (2020) state that customer relationship management establishes an effective relationship with the customer to achieve the organisational goal. Customer relationship is significant for any business organisation because the customer is the main blood of any organisation. When the blood of the organisation runs smoothly, then the organisation could obtain a competitive advantage in the market area. 
Sustainability is broader in every sector of the business organisation. The manager tries to make the steps sustainable so that the measures could give the organisation good services in the future. Sustainable customer relationship management in the organisation means the organisation will possess different kinds of sustainable customer relationship management programs, which will benefit the organisation in the long term (Crittenden et al. 2011). 
For further development, customer relationship makes the organisation more loyal to the organisation when the organisation takes a long-term plan for customer relationship management (Chai et al., 2020)
The significant positive main area for Sainsbury is the data collection and evaluation. According to Arnold (2017), to understand the mindset and buying behaviour of the organisation's customers and evaluate them using suitable methods, data collection is the primary need of any organisation.
The investigation supports that Sainsbury's has a sustainable marketing relationship with its customers, which has been the key to its success over the years.
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[bookmark: _Toc119664864]1.0 Introduction
This report was requested on 04. October 2022, by the Marketing Executive Officer of ‘Marketing Week’, an online journal produced by Sainsbury's. 
This report aims to investigate the influence of Sustainable Relationship Marketing policies and practices and their impact on the organisation's performance.
Andrei Stafi compiled this report as an invitation from the marketing team of Sainsbury.
This report will illustrate the organisation's different kinds of customer relationship management, such as the firm's sales, profit, and growth in the last couple of years because of customer relationship management, data collection and evaluation of customer relationship management. 
The main problems that an organisation faces, which will be discussed in this report, and what they have to improve are: 
· How they collect the data from the customers and how they evaluate. 
· What is their segmentation in the organisation? 
· What kind of price strategies do they have, and what is the differentiation? 
· How they manage the ethics and sustainability in their organisation 
The deadline for the report to be submitted is: before 3 pm on November 18 2022. 
This report has been compiled using information and sources from online books, journals, websites, articles and blogs. 

[bookmark: _Toc119664865]2.0 Findings 
[bookmark: _Toc119664866]2.1 The historical development of Sainsbury’s 
Sainsbury supermarket is one of the most popular retail chains in the United Kingdom, founded in 1869 by Jones James Sainsbury. The headquarters of the Sainsbury’s is in London, Sainsbury’s operates their business in the area of the United Kingdom, over 1428 different locations of the country, and it is increasing each day with the demand of the people (Sainsbury Archive, 2022). 
Jones James Sainsbury created this business organisation as a partnership firm. The main structure of the organisation while founding the business was within the family members of the organisation. After a couple of years of business, Sainsbury’s converted their business organisation into a limited private one. Before 1995, Sainsbury’s was the UK's supermarket chain leader. Still, it became the second-largest supermarket chain in the UK when the supermarket giant Tesco overtook the supermarket chain in the UK (Sainsbury's, 2022). 
In the early stages of the organisation, the company had to go through different obstacles, and as it was a family business, the profit was very small. However, when another son of the Sainsbury family took over the business, he restructured the customer relationship, and the organisation became profitable in those days (Sainsbury Archive, 2022). 
According to J Sainsbury plc (2021), the revenue from last year’s sales was 29.048 billion British pounds, less than the previous year’s sales. The net income that Sainsbury’s made from last year’s operation was 709 million British pounds which were also less than a couple of years back. The main reason behind the decline in net profit and sales was the covid-19 situation that created a worldwide pandemic. As Sainsbury’s is a supermarket chain, different products must be managed from different parts of the world. Because of the pandemic and lockdown situation worldwide, Sainsbury’s could not import their different kinds of top-selling goods in their shop, which makes them face lower sales and lower revenue from the previous two years. Another reason for the declining profit and revenue in the organisation is the lockdown situation and rules of staying in a home; people were not permitted to go outside and buy different things except the necessary things a family needs (Siddiqi et al., 2018). 
Many people work in the organisation from different parts of the world, and over 180,000 people work under Sainsbury’s. Sainsbury’s holds a 14.9% share of the UK supermarket chain and is in the second position in the UK supply chain (Sainsbury's, 2022). 
The mission statement of the Sainsbury’s is to provide different kinds of supermarket products at an affordable cost and to serve the people in the world with the food which will be fresh. Food is the primary need of the people, and Sainsbury’s understands the needs of the people and wants to ensure better food and other services for the people of the world (Valmohammadi., 2017).
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Figure 1: CRM Factors (Soltani et al., 2018)

For the supermarket chain business organisation, customer relationship management (Figure 1) is essential in this sector. The main difference that creates with other supermarket firms is the customer relationship, and more customers to the organisation mean that Sainsbury’s could sell more products in their shop (Anshari et al., 2019). 
In contrast, Sainsbury’s will look into customer relationship management and take more extended plans to retain and gain customer loyalty. Customers in the super shop visited in the maximum number of days need a better relationship with Sainsbury’s. Different steps have been taken in considering the better relationship with the people who come to buy different kinds of products in the outlets. Sainsbury’s offers different promotional prices to the customer to retain the customer.
This mission statement demonstrates that Sainsbury's link to CRM is essential to achieve profit, according to ContactPigeon (2022). 

[bookmark: _Toc119664867]2.2 Data collection and evaluation
For effective, sustainable customer relationship management in any organisation, customer analysis is very important for making effective decisions. To understand the mindset and buying behaviour of the organisation's customers and evaluate them using proper methods, data collection is the primary need of any organisation (Arnold., 2017). 
Any business organisation could collect customer data in different ways to evaluate the information. Sainsbury’s uses different kinds of approaches to collect the data from the customer for further evaluation of the information for gaining organisational goals such as sustainable customer relationships for effective marketing campaigns. There are seven ways that Sainsbury’s uses to collect different kinds of data from the customer (Maryani et al., 2017).
First of all, Sainsbury’s uses different kinds of survey techniques for getting information from the employee. When the customer visits the physical shop, the organisation's employee gives them different kinds of hand notes to answer their choices, preferences, and experiences while shopping in Sainsbury’s. Surveying is a formal way of collecting data from the customer by setting different kinds of questionary about the service and the product of the organisation (Your data at a glance, 2022). 
Another important way of collecting data from the customer is transactional tracking. Sainsbury’s keeps the data about the single purchase of the customer while shopping in the physical shop; Sainsbury’s collects data about customer product purchases and uses those data for the future purchase evaluation of that customer (Behera et al., 2022). 
Another important way of collecting data is by observing the customer visiting the shop. The customer often comes to buy different kinds of things from the Sainsbury’s shop; Sainsbury’s makes sure that the customer can get an employee when needed to ask any queries about finding or knowing the products in the store, and employee of the organisation could talk about the choices and preferences about the customer (Nguyen et al., 2019). 
Another way of taking data and information from the customer about the products and the services that have been used by the Sainsbury’s is social media monitoring. Sainsbury’s pays attention to the customer’s feelings that people are sharing by buying products from Sainsbury’s shop and uses this information for further research (Li et al., 2022).  
Sainsbury’s uses different kinds of data analysis techniques to find out the different outcomes from the collected data that is described previously. After collecting data from different customers, different techniques are required to evaluate the data for effective results to help in the customer relationship management process (Here's how Sainsbury's is using big data to drive customer experience, 2022). 
Different kinds of people use different kinds of products and services; after conducting a survey about the experience of the physical shops in the organisation, Sainsbury’s needs to make a list of a suggestion about the advised organisational structure that people want to see in the organisation. When a customer visits a particular part of the shop, Sainsbury’s needs to prioritise that particular site of the organisation to retain customers; another important thing that Sainsbury’s follows about the different pricing strategies in the different occasions of the UK to gain the retain customer in the organisation, membership card and discount offer to the loyal customer of the Sainsbury’s will help to build a sustainable customer relationship in the organisation.
According to Panoho (2019), having a database in an organisation is essential and valuable these days. It can help the organisation to analyse and highlight weaknesses in different products or departments, and it can reduce the time or waste in any method. Database for an organisation has a remarkable impact on its long-term success.
[bookmark: _Toc119664868]2.3 Segmentation, Pricing Strategies, and Differentiation
In customer relationship management in an organisation, segmentation is essential for getting more satisfaction from the consumer of the organisation. 
Segmentation is the process of dividing the customer and products based on different criteria such as demographics, geographics, psychographics, and behavioural characteristics in the organisation (Figure 2). 
Segmentation is essential for any business organisation to fulfil the demand of the customer and place the products and services, particularly for that group of customers. 
Sainsbury’s uses different kinds of segmentation techniques for customer relationship management. Sainsbury’s uses the demographic method of product segmentation for the customer of the organisation based on different kinds of areas, places, languages, and the population of that particular area (Dastane., 2022).
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Figure 2: Segmentation in business (Li et al., 2022)
For different kinds of areas, Sainsbury’s uses different kinds of products that people like so much, and it ensures more excellent customer relationship management for the organisation (Sheth and Parvatiyar, 2021). 
As the UK speaks the common language of all four countries, so they do not use language for their segmentation, Sainsbury’s places more products in densely populated areas so that people can come to the physical store and can do anything they want, and those should be available in store. 
Sainsbury’s also uses different kinds of customer behaviour for segmentation in the store, the customer's buying behaviour and the products he likes most, and the services that need to be displayed in the store. Sainsbury’s uses age segmentation for greater customer engagement in the organisation such as Sainsbury’s has the kid’s corner on one side so that the customer of lower age can purchase their desired products, and the decoration could be different in that particular site for the kids. Sainsbury’s also has different female sites where the maximum number of female products are displayed so that the female customer can easily find their products. It ensures greater customer engagement with the organisation (Mehralian and Khazaee, 2022). 
Pricing is essential for any business organisation in the supermarket industry, especially the second-largest supermarket chain like Sainsbury’s. Hardjono et al.(2017) state that the pricing strategy determines the product price for greater customer relationship management. Sainsbury’s uses different pricing strategies to set up the price of the products in the organisation, such as value-based pricing strategy, cost plus pricing, and competitive pricing. Sainsbury’s uses mostly cost-plus pricing in their organisation, where the customer of the Sainsbury’s could purchase the products at a lower price because, in that pricing strategy, Sainsbury’s uses a minimum markup for the profit, which is added to the total cost of the products. In this pricing strategy, the price of products is kept lower for the organisation's customers and ensures more significant customer satisfaction. For sustainable customer relationship management in Sainsbury’s keeping, the lower price will put the organisation in a comfortable position. 
Tesco is the first competitor of Sainsbury’s, and they have been competing since the 1990s. As a strong firm competitor, Sainsbury’s continuously tries to make competitors’ pricing strategies in their organisation. Sainsbury’s continuously tries to cope with the price that Tesco is charging for their products in the organisation. It makes Sainsbury’s gain better customer satisfaction and ultimately makes sustainable customer relationship management in the organisation (Tesseras and Rogers, 2022). 
Sainsbury’s offers different kinds of promotional activities, according to Team M.B.A.S (2021), by giving discounts to the customer of the organisation, such as:
· Sainsbury’s gives a discount on different occasions so that people can buy their necessary products at that festival; 
· Sainsbury’s uses different kinds of promotional campaigns to promote the activities of Sainsbury’s,
· The loyalty card that gives different kinds of facilities to the customer ensures better service to the organisation's customers and ultimately ensures customer relationships.
Differentiation in the business organisation is the process of making different kinds of unique and innovative services and products for the customer (Peterson et al., 2021). 
For making a sustainable customer relationship management organisation of Sainsbury’s differentiation from other supermarket chains in the UK, offering different kinds of innovative and unique products to the customer of the Sainsbury’s helps the customer to be regular customers of the organisation. People usually like to try different kinds of unique and innovative products, ensuring better consumer satisfaction. Sainsbury’s uses different kinds of techniques to differentiate the products and services in the organisation, such as unique product features in the organisation to attract new and old customers of organisation’s unique product performance of the Sainsbury’s products which ensures greater customer satisfaction in the organisation (Dewnarain et al., 2019). 
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Figure 3: Drivers of differentiation (Dastane., 2022)
Sainsbury’s brings different kinds of new technology in their physical shop, and people come and experience those technologies in the service and the products of Sainsbury’s. Sainsbury’s uses another important technique for differentiation in the organisation is the detailed information about the products; when a customer visits the physical store of Sainsbury’s then, an employee of the organisation helps that customer to get the desired information about the products and services they could get by buying that products, Sainsbury’s offers different kinds of exceptional service to the organisation so that the customer could better service and satisfaction which will ensure the sustainable customer relationship management in the organisation (Guerola-Navarro et al., 2022). 
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[bookmark: _Hlk117606017]Business ethics is the process of doing business activities in the right manner for taking the correct prices of the product in the organisation. Business ethics is an essential element of the organisation, and every organisation needs to follow business ethics for the betterment of the company's stakeholders. There are lots of parts included in any business organisation, and most are directly and indirectly involved in organisational activities. For example, customers are a significant part of any business organisation; customers purchase different kinds of products and expect that those products are produced and packaged, maintaining the correct elements. When consumers consume different kinds of products from any super shop like Sainsbury’s, they expect that that product will serve their purpose of buying that product. Consumers cannot see the production process of a product they are purchasing, and Sainsbury’s needs to maintain that quality and not make any faults or elements in the products that need to be seen very strictly by the organisation (Roberts, 2022). 
To gain sustainability in customer relationship management, the organisation's customer needs to be fully satisfied. Then the customer of the organisation will be loyal to the organisation, and they will come to rebuy the products of Sainsbury’s (Dewnarain et al., 2019). There are different factors of business ethics that play a critical role in the sustainability of the customer relationship management of the organisation:
· The price that the organisation is charging to the customer needs to be fair, and Sainsbury’s could not charge over price to the customer of the organisation, which will ensure a better customer relationship with the organisation. (Guerola-Navarro et al., 2021).
· Sainsbury’s need to respect the relative rules and regulation regarding customer rights and other laws; it helps the business organisation to gain better customer organisation relationship bonding (Guerola-Navarro et al., 2021). 
· There should be fairness and transparency in every transactional process of the organisation so that customers of the organisation can feel safe and accessible while purchasing the products, and it will ensure the sustainability of the customer relationship with the organisation. (Guerola-Navarro et al., 2021).
· Sainsbury’s needs to have a duty to the environment and society and to ensure that the activities they are doing are not causing any harm to the environment and society. Then, the customer of the organisation will feel much more connected to the organisation. (Guerola-Navarro et al., 2021).
A sustainability model for Sainsbury is the six pillars diagram (Picture 1) to be used for their policy and practice: Economic, Social and Cultural, Political, Ecological and Resource.
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-Picture 1-
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Customer relationship management in the organisation is necessary for the future; therefore, an in-depth understanding of the subject is essential for strategy building and plays a very critical role in the success of any business organisation. When the customer feels connected and engaged in any business organisation, the customer relationship could bring success. The sustainability of customer relationship management is making the relationship much longer in the future and getting benefits from that CRM. Sainsbury’s uses different kinds of techniques to maintain the sustainability of the customer relationship with the organisation, and Sainsbury’s used this customer relationship management for their success over the year. Therefore, the report helps us conclude that Sainsbury's organisation, throughout its history, has grown its interest in customer relationships, thus increasing sales and profit as well.
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