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[bookmark: _Toc117806230]Executive Summary
The relationship management system is essential as it helps organisations to learn more about their customers and also identify trends in customer purchasing history. Equally, the system promotes a positive and productive relationship between an organisation and every customer. The main focus of the research below was to determine the performance of Sainsbury in regard to its relationship management system. Furthermore, the study recommends areas for future development within the organisation’s relationship management system that can easily enhance continued sustainability for the business and customers. Some of the measures that the organisation can take to improve its relationship management system are integrating transaction records and customer data and developing its customer service and support.
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Building Sustainable Marketing Relationships
[bookmark: _Toc117806177][bookmark: _Toc117806231]Introduction
Organisations should build a sustainable market relationship with customers to enhance sustainable engagements. Based on observations by Kneipp (2019), an organisation’s profits are derived from customers’ financial contributions. Equally, organisations’ non-financial contribution, including advocacy, maximises long-term profitability. In this sense, the management of Sainsbury had to ensure that sustainable market relationships were being achieved in the organisation and improve the required areas. The report has been requested by the Marketing Executive Officer of’ ‘Marketing Week’ an online journal produced by Sainsburys. The report’s main aim was to outline ways the organisation engages in different activities to improve its relationship management system. Equally, the study recommended various strategies the organisation could take to ensure continued sustainability for the business and customers. The research was compiled on 18th of November by the CSR team in the organisation. 
Before preparing the report, the researchers first ensured that there was adequate information on the given topic. The researchers conducted proper research from research papers, case studies and respected authors. A lot of information was researched online through search engines. Before composing the final report, the researchers first prepared an outline that ensured that everything was on track while writing and the report could not miss any information. The report was then revised and edited by all the members, where they fixed the mistakes and rewrote the longer sections as required. The main sources used in this report are journals, books and articles.
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Historical Development of Sainsbury 
Sainsbury is one of the largest organisations in the United Kingdom, with more than 15% of the market share. The company operates in over 600 supermarkets and over 700 convenience stores in the UK. As noted by Willis et al. (2019), the organisation has diversified away from core food to selling other products, such as telecom equipment and clothing. The organisation has mainly focused on its portfolio brands to ensure that it contributes positively to its own rights and also delivers for all the customers in a sustainable manner. According to Willis et al. (2019), the organisation has employed more than 180,000 associates and has an operating income of $709 million. 
Sainsbury is an organisation that targets the market through the provision of low-cost, high-quality products and services. The organisation opened its first self-service store in Croydon, which has since then revolutionised the way customers shop. For instance, customers are now able to browse and pick their own products after making the payments. According to research by Xiao et al. (2021), the organisation has reported a more-than-expected rise in sales and profits despite the challenging economic backup. For instance, the organisation had a 9% increase in underlying pretax profit to $660 million in the last year. Equally, like for sales, the impact of new stores has increased by 2.3% within the past three years. Xiao et al. (2021) further noted that the organisation has recorded a number of consumer transactions reaching 20 million every week. As pointed out by Sainsbury (2020), the market growth is at 20% in the organisation. 
The organisation’s mission statement is “creating healthier lives, sourcing with integrity and respecting the environment while making a positive impact to the community”. The mission has been based on different strategies, such as knowing the customers better than the competitors and having great products and services at a fair price. The mission statement has enabled the organisation to have customer relationship management. For instance, it has been able to retain customers for an extended period, which has resulted in customer loyalty rather than customer purchase infrequency. In addition, the organisation has been able to stay in close contact with its customers. Based on research conducted by Davies (2019), Sainsbury has been able to understand how the customers use organisational products and services and also observe additional unmet needs. Through this, it has been able to create new features and offerings to meet every market need. 
Based on observations made by Sainsbury (2020), the customers’ number at Sainsbury was on the rise until the COVID-19 pandemic hit the business in 2020. The effects of change in grocery shopping behaviour due to the pandemic were first experienced in 2020 when customer number was reduced by 5%. However, the rise of customer numbers continued to hit new highs and increased by 13% in 2021. Littlechild (2021) describes that the evaluation of the organisation’s local store performance according to customers was average. In this sense, the organisation did not perform well compared to its larger counterparts. As pointed out by Littlechild (2021), 60% of customers rated the convenience of the store as four or five, whereas only 35% rating four or five for the value of money. Appendix 1 analyses the growth of sales at Sainsbury. 
Data Collection and Evaluation 
In their research, Newing (2020) describes that Sainsbury has used technology to drive sales and engage customers. Customers mainly expect that the organisation can offer quality products at a fair price with greater availability. To achieve this, the organisation has installed self-service checkouts in all of its retail stores, allowing customers to shop at their convenience. As technology evolves, the organisation is reaching its retail customers through mobile apps and geo-fencing, where they can analyse the information of shoppers of the specific store and those that shopped during a specific time frame. Recently, the organisation has also implemented a new initiative known as Mobile scan and go that enables customers to scan products as they shop using their android devices and pay without unloading their trolleys and bags. The above has made the shopping experience more convenient for customers as the organisation enables them to track how much they spend without unloading their trolleys. Equally, Sainsbury can easily reach its ideal respondent through various customer survey options such as URL to a customer survey and also sending personalised emails to the target customers. 
Recently, Sainsbury has started conducting primary research to gather information using surveys, questionnaires, and face-to-face interviews in order to improve its customer market relationship. However, the above method is harder and more costly to organise compared to other methods. Therefore, the organisation has implemented a survey known as ‘Lettuce Know’ that will help collect a lot of information on how the customers view the store and how the customers can easily find the products. Equally, the tool will help analyze whether the staff was helpful and polite and the information regarding online delivery. After completion of the survey, customers are given a chance to win different prices. The above strategy is essential as it encourages the customers to do surveys, thus building a better customer relationship. 
Data collection and analysis should contain historical views of the target customers. Based on research conducted by Dwivedi et al. (2018), the above can minimise searching and correlating customers and also oversee consumers’ needs effectively, thus increasing business productivity. Through data collection, organisations can get every bit of detail of a customer; hence, it eases the process of tracking customers and determining the products required by the customers. In a different research, Anshari et al. (2019) noted that data collection and evaluation enable organisations to deal with existing customers and acquire new ones. For instance, a company can identify customers and maintain all their corresponding details in their systems, sophistically follow up with them and convert them into a winning deal. Equally, data analysis enables organisations to deal effectively with customers and provide what they actually need, thus increasing customer satisfaction. Whenever a customer is satisfied, they always remain loyal, thus increasing the customer base and ultimately enhancing the better growth of the organisation. 
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Segmentation 
Based on observations made by Yadegaridehkordi et al. (2021), market segmentation is a crucial sector as it divides customers into different groups based on their characteristics, needs and location. Yadegaridehkordi et al. (2021) further describe that market segmentation must be psychographic, demographic and behavioural. Sainsbury has tried to utilise every aspect of market segmentation, thus gaining a better relationship management system. For instance, the organisation’s products target age, income, nationality and sex. Demographic segmentation is significant for the organisation because it has helped to target different customer groups with different product advertising, thus improving its relationship management system. Equally, the organisation has different stores worldwide, which has helped target different customer needs. For instance, it can sell local newspapers in different stores based on location. 
In another research, Anesbury et al. (2020) describe behaviour segmentation as how customer purchases, recognise, and interacts with the brand. The above is significant to Sainsbury as the brand image is essential in the competitive market. The organisation has mainly focused on customer spending habits with personalised promotions and rewards for every customer. As Anesbury et al. (2020) recommended, the organisation can also use psychographic segmentation for high-advertising products to consumers who value good-quality products. Segmentation has benefitted the organisation because it easily creates better products that match customers’ needs, thus creating a better relationship management system that enhances sustainability. 
Pricing Strategy
Based on observations made by Zhang et al. (2018), Sainsbury has been offering a wide range of different prices to meet every customer demand. For instance, in retail shops, lower-income customers can buy cheaper own-brand products priced less than organisational competitors’ brand products. Equally, customers with higher earnings are able to consider other products with better quality but for a higher price. As pointed out by Zhang et al. (2018), pricing strategy is one of the initiatives that has enabled the organisation to improve its relationship management system to ensure that it is operating sustainably. 
Differentiation 
Differentiation strategy has also enabled the organisation to achieve a competitive advantage by offering customers different products and services. Equally, the organisation has been able to offer greater efficiency in production and resource usage. Based on observations made by Zhang et al. (2018), the company has always used a differentiator strategy to establish a strong differentiating customer relationship. The above has enhanced the creation of a highly detailed consumer profile based on purchasing habits. In addition, the organisation has been able to offer targeted coupons and programs with the aim of motivating customers to buy more goods and services from a particular store. 
[bookmark: _Toc117806180][bookmark: _Toc117806234]Ethics and Sustainability
Based on the sustainability report, Sainsbury’s policies and practices in regard to sustainability have aided the development of its relationship management system (Sainsbury.co, 2021). Triple Bottom Line (TBL) is a concept, invented in 1994, that it has come up with the three factors that company should follow in order to become sustainable including people, planet and profit (“Triple bottom line”, 2009). Usually, the main concern of the customers is that people who make their products are not exploited by unsafe working conditions. The organisation has been committed to establishing long-term, open and fair relationship with every supplier that enhances better skills and capacity to manage workers and business activities responsibly. Friedman’s version of appropriate CSR represents a very narrow view. His primary argument is that “there is one and only one social responsibility of business - to use its resources and engage in activities designed to increase its profits” (1962 cited in Schwartz and Saiia, 2012). According to Friedman, managers act on behalf of the company’s owners, whose primary interest is assumed to be the increase of wealth. Therefore, neglecting the duty to maximise profits can be regarded as a violation of owners’ property rights. If taken to the extreme, Friedman’s model would, for example, suggest that a company would be obligated to legally pollute as much as possible, if such actions would maximise profit (Schwartz and Saiia, 2012). Clearly, this shows that Friedman’s model is insufficient for satisfying moral responsibilities
 In a different research, Obeng-Ayisi et al. (2022) describe that consumers of goods and services are becoming concerned about complex issues that affect them and the wider world. Therefore, they end up trusting responsible businesses that support the communities they serve and source from and manage the environmental impacts through the creation of a healthier and more inclusive society. At Sainsbury, the organisational values have been built on competitive differentiation, building customer trust, and making a more efficient and resilient business. 
One of the ethical principles applied by the organisation is utilitarianism. The above theory is based on an organisation’s ability to predict the consequences of an action. Equally, the above theory seeks to benefit most individuals through fair and just means available. Being the largest chain of supermarkets in the UK, Sainsbury has also taken every step to apply the theory of operating ethically. For instance, the company sustainably sources its raw materials. In addition, the products of the organisation’s brand do not contribute to deforestation. According to Beauchamp et al. (2021), the organisation collaborates closely with farmers and suppliers to improve customers’ products and the sustainability of the business. 
Based on observations made by Boylan et al. (2019), Sainsbury’s has applied a long-term industry-wide approach to different sectors of its business such as recyclability of packaging and food waste. Packaging can protect customers’ products, keep them fresh, and minimise food waste. The organisation carries a mutual interest in having common industry standards and coherent infrastructure policies to benefit every customer. In a different research, O Boylan et al. (2019) describes that the organisation is planning to hit a series of ambitious targets, such as making 100 % of its plastics recyclable, reusable and compostable. Equally, the organisation has a responsibility to help customers live healthier life. To achieve this, the company has increased its range of healthier foods by reducing the amount of salt, sugar and saturated fat in brand products and also inspired the younger generation to live a healthy balanced lifestyle. The company has also partnered with other organisations to research every aspect of a healthy diet environment and help customers to make healthier and more sustainable choices. 
Sustainability in the organisation has built brand trust and customer loyalty, as well as made it a more efficient and resilient business. A supportive and inclusive culture is one of the organisational strengths. Since the company was set up, it has developed a strong sense of social, environmental and economic responsibility and also understood that gaining competitive advantage requires collaboration from society. Therefore, the organisation is helping all the customers eat better. Through its sustainability plan, it is helping to drive lasting and positive change internationally in order to improve its relationship management system. 
Sainsbury has not fully achieved a customer-centric approach; however, the organisation is challenging itself to find different ways of improving customer experience, driving loyalty and building trust with every customer. Based on observations made by Beauchamp et al. (2021), the organisation has faced different challenges while achieving a customer-centric approach, such as giving customers a multichannel interactive experience. To boost customer engagement and increase value perception through digital channels, the organisation is improving the perception of business values and generosity to grow and retain customer loyalty. Equally, Beauchamp et al. (2021) have noted that the organisation has developed a new digital ecosystem to test customer satisfaction. Recently, the organisation has started working closely with other teams to develop solutions allowing customers to continue with excellent in-store experience whilst building loyalty through digital channels. 
Recently, Sainsbury has started answering customers’ demands for convenient shopping. For instance, it has mainly focused on bringing customers an opportunity to do more shopping in one place. Equally, the organisation has invested in selling general merchandise online and lowering the prices daily rather than one-off discounting. The organisation is also embracing a micro-convenience mentality with a higher level of flexibility to remain as relevant as possible. Ultimately, the company has tried to answer customers’ demands for convenient shopping to achieve a customer-centric approach. 
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Based on the above observations, Sainsbury has applied different strategies to enhance its relationship management system. One of the main strategies applied by the organisation is differentiation which has played a critical role in enabling the organisation to achieve a competitive advantage by offering unique products to the customers. Equally, the organisation has utilised every aspect of market segmentation, especially while advertising essential products to customers who value high-quality products. The organisation has also utilised every aspect of its pricing strategy, which has enhanced its sustainability. The organisation’s ethical principles also indicate that it has succeeded in its relationship management system. By having ethics in customer dealings, the company has improved the quality of customer service and created a positive relationship with every customer. Equally, it has been able to differentiate what is wrong and right and also conduct every dealing based on what is right. However, the organisation will be required to take other measures to continuously develop its relationship management system. 
Implementing and using a relationship management system can give the organisation direct benefits in terms of financial performance and sustainability. In other words, the improvement in the overall relationship management system will lead to higher customer satisfaction, positively impacting organisational profitability. Dhanesh and Duthler (2019) have noted different gains with relationship management systems, such as increased customer loyalty, improved customer service, support, and efficient marketing strategy. 
Concerning customer loyalty, Sainsbury should centralise and integrate both its transaction records and customer data, for this will make every piece of information accessible and manageable to every stakeholder in order to identify the most loyal customers and the most effective marketing strategies. Equally, the organisation can consider personalisation software tools as crucial for increased customer loyalty. As Dhanesh and Duthler (2019) recommended, organisations should concentrate on diversification of the risks that can lead to losing major customers in today’s highly competitive market. In their research, Fountaine et al. (2019) describe that markets become more effective when organisations deploy relationship management systems due to information gathered through customer interaction. The information gathered is significant in enhancing sustainability and personalised marketing campaigns with higher sales and profitability. Customer information at Sainsbury easily facilitates customer segmentation and, through its marketing efforts, becomes more efficient and effective, enabling the organisation to group buyers according to their market needs. The organisation should also develop its customer service and support as it is a significant feature of enhancing the relationship management system. Based on observations made by Fountaine et al. (2019), customer service and support can simplify an organisation’s remote procedures of update, reception, and placement. Equally, developing a relationship management system will give access to a customer service agreement database. By developing the relationship management system, Sainsbury will ensure that its capability is integrated to keep the customers where they belong sustainably.
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Appendix
Appendix A: Sales Growth (Statista.com, 2022)


Sales Growth

Year 2012/13	Year 2013/14	Year 2014/15	Year 2015/16	Year 2016/17	Year 2017/18	Year 2018/19	Year 2019/20	Year 2020/21	Year 2021/22	23303	23921	23443	23168	25824	27938	28466	28424	28617	29463	Year


Sales in Millions



