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[bookmark: _Toc119663029]Executive Summary.

  The Marketing has been always the first thing in every business to be considered, currently organisations are searching incredibly on how to maintain the performance which allow them continuing produce and sale to the customers. One of the most important things that gave companies headache is Sustainable Relationship Marketing and its impact on organisation performance. However, there are many policies and practices organisations should be aware of to gain customer centrality, there are many tools and techniques must be applied such as data collection and evaluation, segmentations, pricing strategies, and even ethics. These elements have a major impact on sustaining that relationship between the organisations and the customers.  Organisations must fulfil the customers’ needs qualitatively and in competitive price to have customers satisfaction and loyalty. 
This report will describe the main elements of the marketing relationship and the impact on Sainsburys performance as a case study to identify how the company are developing and maintain sustainability. Has these data influence the organisation to sustain the customer relationship. What other responsibilities a company has taken toward the economic, social, and environmental.
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1.0 [bookmark: _Toc119663030]Introduction.

          This repot has been requested in October 2022 from Marketing Executive Officer of’ ‘Marketing Week’ to discuss the influence of sustainable relationship marketing policies and the impact on organisation’s performance, based on Sainsbury’s supermarket. To be submitted on 18 November 2022. 
        Regarding the preparation, the report adopted and conducted many ways to gather the information’s, needed and the researching method has been collected from different kind of resources such as textbook, journalist, online and deep research on the Sainsbury’s organisation as a matter.


2.0 [bookmark: _Toc119663031]Findings.

2.1 [bookmark: _Toc119663032] Historical Development of Sainsburys.

Sainsbury’s has established its first shop in 1869, with understanding that their success depends on the society’s success. Taking responsibilities on environmental, society, and economic toward UK and the globe. Therefore, in 1998 Sainsbury’s become one of the ethical trading initiatives founding members. With more than 800 stores, Sainsbury’s has well located them in term of segmentation strategy, its operation and activities show ethics and sustainability regarding performance and market share growth especially in food sector nor the oil and fuel department, and through the business journey in 2016 company has established ethical champions. In the last few years Sainsbury’s sale growth by 3.5% generally but the fuel sector has declined by 2.6% but overall, the market share has increased across the company and that according to the annual report of 2022.
According to Sainsbury’s mission statement it’s clear that the company is looking to sustain the marketing relationship with customers in which makes them feel that the business has took its responsibility for the society and the environment as a member of the community.

2.2 [bookmark: _Toc119663033]Data collection and evaluation.

It’s essential for the organisations gathering data to have deep understanding of their customers experience according to (Halcomb, 2016) analysing, and evaluating this information to sustain and improve marketing relationship. Depends on the organisation strategy, Human Resource management will decide what relevant data and how they can collect this sort of information then how they use this information whether its personal or organisational. For example, Sainsburys are collecting data in many ways to help identify their customers need and give a clear vison on how they can use the data. Touch point that the company uses are relevant to the marketing purposes and regulation to achieve the security of the database.
 Registration and contact details, Bank accounts details, shareholding, and communications. These are the basic personal information Sainsburys hold for their customers. They use this information ‘legally’ (Khandpur, et al. 2020) to maintain the share register, distribute dividends, management meetings, analytics & profiling, and contacting the customers. This permission has been given from perspective of the UK, EU, and united nation protection to guide the organisations of using their customers information which Sainsburys must flow (legislation.gov.UK, 2018).
New problems, such as climate change, recession, and Brexit, has become challenging to sustain the relationship between the organisations and the customer, comparing the premium innovation in products and developing portfolio that organisations are looking for (Thomas and Chindarkar, 2019). Therefore, customer normally rely on trusted organisation for two reasons, Descriptive Ethics and Normative Ethics.  so Sainsburys must keep this personal data of their customers in safe manner to avoid miss trust, which is unlikely to gain back again, similar problems and different solutions (Newman, 2018).
Sainsbury has been clear about what sort of information they need from their customers, also how and when they are using the data and whether Sainsbury are using this data accurately in term of ethics. Data collection and evaluation require management in effective way, does the company has applied these requirements in term of segmentation, pricing strategy, and differentiation? Has it been ethical in using the data Descriptive and normative ethics? Has these data influence the organisation to sustain the customer relationship. What other responsibilities a company has taken toward the economic, social, and environmental. Especially, in food distributed to people, has they used and made decisions according to the data collected efficiently. Therefore, this repots will examine this argument and break it down father in the next subheadings. For example, the company has used the data effectively which help to identify the exact percentage of their reducing the emissions and use of the plastic which has the impact on the climate change that planet face and it’s a positive. Moreover, they also encourage suppliers to set their own ambitious Net Zero commitments. 


2.3 [bookmark: _Toc119663034]Segmentation, Pricing Strategies and Differentiation.

Marketing Segmentation is one of the essential key buildings for the organisation to success, (Verlag and Akademie, 2018). Segmentation is an important element to help influence the Customer Relationship Management in term of the Strategic and Tactical plan that organisation would use, the strategic plan is long-term goals and aims, while tactical plan is opposite, and means the activities that the organisation can do to achieve those goals in short-term objectives. Marketing segmentation means, knowing the customer, give them what they need as a basic of running business (Weinstein, 2004 ch1 P4), to influence and build a sustainable relationship with customer, shareholders, and increase the profit.
Pricing strategy is process and activities to take toward sitting an amount of the price for each product or service that an organisation produces and how customer will react to the price set (Blythe, J, & Martin, J 2019). Pricing strategy identifies that, what that amount should be. To engage and encourage customer satisfaction, trust, and loyalty. It is very important for the organisations to think carefully about what kind of pricing strategy to use from such a SKIMMING, EXPANSION, PENETRATION including, marketing mix strategic referring to the competitors. However, the differentiation proves the value of the business as a brand to identify the image has been created in the consumer’s mind (Davcik and Sharma, 2015). In which can present how the company convince their customer by certain things such as quality, reality, price, services etc, to level up the promotion and performance.
Segmentation, pricing strategy and differentiation are very important elements to be considered as a fact, for the organisation in analytical and critical discussion in term of sustainable marketing relationship, the use of these elements is a sensitive especially when it comes to the making decisions or establishing customer relationship, in these days! in the open market field and of course challenging competitors (Kireyev, and Ofek, 2017).
 	Sainsbury’s for example, their operation focusses mainly on the UK with up to 800 stores almost in each town, this means that, Sainsbury has used most of the variable segments such as demographic, geographic, psychographic, and behaviours variable. Sainsbury also has presented the demographic factors, such as gender, age, family, lifestyle, and even religions to target. this advantage has not just increased their market share but also influence its customer service, apart from how they located these stores through the country, they aim to target their customers to comply with preferred segmentation which are public footpath as a segment of geographic strategy (ALFINITO, and all, 2019). As a result. Their store’s locations are always to be found next to the bus stops, local retails centre and residential areas. This would be an evident that they use the Expansion marketing strategy to make the product available and easy to get for the customers, on their way out to or from the work, educational premises, student accommodation, large government offices with many employees and other social pleasures. Again, these segmentation variables they use, has a positive impact on targeting the customer. This indicate and identify that, how Sainsbury has been influencing a sustainable marketing relationship in relation to customer relationship in professional way. Therefore, the professionality led to important measuring tools such a customer’s satisfaction. Customers are always looking for low price, quality, availability (Silvestri, et al, 2020). Sainsbury has declared that its products are high quality. For an example in the food sector, the company said that ‘Offering delicious, great quality food at competitive prices has been at the heart of what we do’. Instantly, the pricing strategies that company uses to attract and reach these customers, with different groups segment, culture, and different tastes can be identified. 
Sainsbury has clearly mentioned some of the element in their mission’s quotation ‘competitive prices’ and this can be proven of Expansion pricing strategy that company is using. furthermore, in the business markets the most difficult thing for a company is that, to manage positioning itself, in ways different tastes of the human beings! with different demographic segments. Yet, Sainsbury set it as mission statement ‘helping everyone eat better’ such a statement!  To help the company determine the customer value and centricity by using a formula Net Promoter Score that being developed by (Reichheld, 2006), to identify how satisfied and loyalty customers are toward the brand, according to (FLOREA and DUICĂ, 2018) customers loyalty can protect the brand from failure and will be more likely to support company in the uncertain situations. But people behaviour’s change, and its changes quickly. 
However, the high-quality products requirement is cost-effective. for example, high-quality products need to be made by high-skills workers and professionals HRM which is expensive and could result in reducing the profit. In the other hand, the competition encouraging to reach more customer and satisfy their need to fine knew customers to attract them, especially in food sector. When it comes to food, people are likely to sacrifice with money more than health. So, Sainsbury has spot on target, that very difficult for the customers in relation to ethics, could turn around to fine the same qualitive and heath food they used to use in anywhere else. This trick might be positive thing for the company to look for new opportunities in the future. 
This report has also examined the sustainable development of the company by measuring the Triple Bottom Line to identify if Sainsbury has applied to, this theory introduced by (Elkington, 1994) help to analyse how good steward a company is. By examining that relationship between economic, social, and environmental resources. And responsibilities that a business should take toward these three elements.
Sainsbury has committed that ‘we’ve always had a strong sense of social, environmental, and economic responsibility and an understanding that our success depends on society’s success’ (sustainability’s mission, 2022). Ensuring corporate social responsibility to deliver positive impact and avoid the negative effects for being a contributing member of society (Lantos, 2000). Practically, the company has made a significant move when introducing The Plan for Better, which has committed the involvement of care and spread its value as responsible organisation in the UK and over the world. Sainsbury has shown this value on their employee’s development by providing high training in line with the sustainable customers relationship according to (Aoki, et al, 2020).
In the environmental aspect, Sainsbury has mentioned and committed climate change regulation in international response. But the question will come across is that did they committed to this UN regulation in perception of Descriptive or normative ethics?
     
2.4 [bookmark: _Toc119663035]Ethics and Sustainability.

      Business’s responsibilities can be identified by looking at activities and strategic tools that they use, are they expand into social and environmental issue for their profit or to apply moral? Moral ethics has two faces in which businesses and individuals accordingly, and personal moral is that how an individual socialating process (Hiekkataipale, et al, 2019). However, the question remains, how Sainsbury uses their policies and practices in term of ethics to enhance that Customer Relationship? Putting in mind customers are emotional, and moral about their ‘ought’ whatever touches their dignity and respect, will remain unvalued and useless. Therefore, according to the factors above, the degree of the customer satisfaction or lack appears. Moreover. ethicists study ethics with rational procedures (The Archangel Delusion, 2021).
    
     Sainsbury has confirmed that, reducing the impact of climate change by improving the food system, also helping customer and employees to reduce their environmental impact on the planet. This can be a prove of using both Descriptive and Normative ethics to handle responsibility of the environment as described observed in the Triple Bottom Line, giving ability to use the two key branches of ethics. There are several ways in which descriptive ethics can be useful for normative theorists, as well for practical and policies to enhance customer relationship (Kucharski, J. 2021). Customers are always guide their behaviours by subjective norms when they are uncertain (Andrew, 2021), to define what is good or bad, to clarify moral values. According to (Kerrigan and McCann, 2020) consumers may react positively for being shocked! And there is significant difference between the engaging in actions and making judgments.
	There are management skills needed to ethical decision making and dealing with stakeholder’s concerns, one of these skills is Ethical decision making, are important in which they are identifying an individual’s ability to see beyond own self-interest, act in an ethical capacity, and apply this ethical decision into all aspects of business not just front facing part of culture, policies, and work practices indicating on how the individual think and act toward ethical situations (Parks-Leduc, et, al, 2021, P2).  For example, the company has influence and attract the employees to develop themselves by providing a training therefore to maintain the professionality and high-skilled worker which will increase the employee’s productivity and can be a good example of descriptive ethic (Balay‐odao, et al. 2022). In regard of proven that Sainsbury’s are using both descriptive and normative ethics.
	Perspectives for individuals can be tested with one of applications which are, front-page ethical test and golden rules ethical test. Front-page reflect the individual feeling regarding the action or decision, while Golden rules identify how an individual willing to be treated in the same way. Therefore, there are different type of customers norm that influences and motivate their behaviors different ways (Jacobson, et al. 2020). So, descriptive represent the perceive of a behavior. For example, Sainsburys committed that to reduce the impact of the climate change environmentally by introducing plan ‘Better for The Planet’ which described many pillars such as nature, food waste, plastics, water, …e.g., the progress and achievements on the nature pillar was 4.6 million trees planted in 17 years, this shows the action has been taken practically. Customers satisfactions and loyalty are well connected to environment so these activities Sainsbury making can influence customer relationship and effectiveness in term of performance.


3.0 [bookmark: _Toc119663036]Conclusion.
Sainsbury almost has all required data and information they supposed to have for their customers, so its good indication of knowing their customer’s needs, therefore its will be easy to fulfil these needs and help improve customer relationship accordingly.
Sainsbury’s segmentation strategy in regard of geographic is identified the greatness as supermarket especially, in food sector every customer can be able to fine item near, qualitive, and competitive price. Which can help the business increase the profit.
 Expansion pricing strategy Sainsbury using has gave the company ability to target more customers demographically and high quality, this will increase the customer satisfaction and the loyalty. 
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