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[bookmark: _Toc499911856]Introduction: 
Marketing strategy has been introduced as an important part of any kinds of organization to achieve growth and success in the competitive market. Innovative marketing strategy can create effective approaches to attract a number of customers across the globe. Effective marketing strategies also increase sales and long term relationships with the customers. The prime objective of the marketing strategy is to increase the customer base by increasing sales of the products and services. With the help of effective marketing strategy, the organization can set financial goals and objectives which helps in enhancing sustainability of the organization. The marketing executives set the strategies by carrying out a number of marketing researches including situational analysis, current positions and expectations of the stakeholders (Morgan, Katsikeas & Vorhies, 2012). Sainsbury Plc is one of the leading supermarket chain based in UK which offers a wide range of retail products and services for the customers. From last few years, the organization is facing challenges due to rapid globalization and changing business environments. The company is also facing challenges regarding managing information system, reputation and brand awareness among the customers. Due to these challenges, the company is unable to achieve competitiveness as well as customer satisfaction over the other retail firms in UK. The prime objective of this marketing strategy of Sainsbury is to maximize the customer satisfaction to achieve long term sustainability in the competitive market. 
[bookmark: _Toc499911857]Current situation analysis of Sainsbury Plc: 
This particular part of the marketing strategy mainly focuses of the current market situation of the Sainsbury plc. In order to analyze the current situation of the company, micro and macro environmental analysis has been evaluated in this particular part of the report. 
Micro environment analysis: 
Micro environment is the internal environmental factors that affect the marketing strategy of an organization. This particular section will evaluate the various internal environmental factors such as employees, competitors, customers and suppliers that affect the strategic growth of Sainsbury plc. This section also showcases the SWOT analysis to identify the current strengths, weaknesses, opportunities and threats of the organization. 

The various micro environmental factors are as analyzed below; 
Employees: 
Employees are the backbone of any organization for achieving success, growth and long term sustainability. Employees are the prime strength of Sainsbury to become one of the leading retail supermarket retail chains in UK. According to the current data of Sainsbury the total employee strength is 162,700 in 2016. Sainsbury recruits both the both the full time as well as part time workers to reduce the operational costs of the organization (Peter & Donnelly, 2011). With the huge number of employees, the organization has ability to maximize the customer satisfaction. 
Competitors: 
The prime competitors of Sainsbury in UK are the Tesco, Asda and Aldi. Tesco has achieved 28% market share, Sainsbury has achieved 16% and ASDA also has achieved 16% market share. Thus, in order to achieve competitive position, Sainsbury should focus on its marketing strategy to increase customer base in the competitive market. 
Distribution channels and suppliers: 
Distribution channels and suppliers are one of the key factors to maximize the customer satisfaction by achieving growth in the competitive market. Sainsbury maintains a strong distribution channels with suppliers to develop end to end customer satisfaction. The company also ensures good value to its suppliers which can help to maintain long term relationships with the suppliers. 
Customers: 
Customers play the central role for any business organization to achieve growth and sustainability. In order to maximize the customer satisfaction, Sainsbury should improve its quality of the products and services which would be helpful for maintaining long run relationships with the customers (Morgan, Katsikeas & Vorhies, 2012). 


SWOT analysis: 
	Strengths
· Strong brand image in the UK retail market. 
· Huge employee strength over 160,000 across the globe. 
· Experienced human resource and leadership team. 
· Excellent focus on advertising and promotions. 
· More than 350 convenience stores and 550 supermarkets all over the UK.  
· Achieved a strong market share in UK. 
	Weaknesses 
· The company has to depend upon suppliers due to less self service. 
· Poor customer satisfaction due to inefficient delivery system. 
· Due to increasing prices of the raw materials, the pricing strategy has changed. 


	Opportunities 
· The company has potential to enter into various countries with its innovative strategy. 
· The company also has opportunity to increase its supplier’s base to enter into the various areas. 
· The company also has opportunity to improve its technology to develop information of the delivery system. 
· The company also has opportunity to enhance brand awareness for increasing customer base (Berthon, Plangger & Shapiro, 2012). 
	Threats 
· Increasing competitions in the UK retail market. 
· Rapid changing needs and demands of the customers. 
· Global recessions and increasing price of raw materials. 




Macro environment analysis: 
In order to develop effective marketing strategy, the marketing executive should analyze the current external factors that mostly affect the growth and sustainability of the organization. For analyzing the current external factors of Sainsbury plc in UK market, PESTLE framework and porter’s five force model has been evaluated in this particular section. 
PESTLE analysis: 
PESTLE framework is very important for any organization to evaluate the political, economical, social, technology, legal and environmental factors which will be helpful for developing marketing strategy for the organization. 
Political factors: 
· The UK based retail supermarket chain; Sainsbury is highly influenced by the political factors of the country. 
· Any kinds of changes in the business policies and laws can affect the business growth and opportunities of Sainsbury in the UK market. 
· The business regulations and political stability has strengthened the opportunity for Sainsbury to achieve growth in the competitive market. 
· The taxation policies may have negative impact on the growth and success of Sainsbury in the competitive retail market (Solomon, 2014). 
Economical factors: 
· During recessions the retail market of UK was largely impacted. 
· The Brexit in 2016 also has affected the retail supermarket chain in UK. 
· The stable economy in UK has helped to achieve growth of Sainsbury in the UK market. 
· The other various economical issues like unemployment, increasing fuel price and inflation also may affect the retail market in UK. 


Social factors: 
· Social factors like lifestyle, habits, trends and choices have large influence on retail market to achieve sustainable growth and success in the competitive market. 
· The rapid changing needs and demands of the customers may create negative impact on the retail products and services. 
· Strong brand image of the Sainsbury also has helped to achieve long term relationships with the customers across the UK. 
Technological factors: 
· Technology also has large influence on developing marketing strategy for maximizing growth of the business. 
· With the rapid globalization of internet technology the online shopping experience of the customers have been increased that may be a good sign for strengthening customer base in the competitive retail market. 
· With the advancement of various tools and technologies the company has opportunity to maintain overall information system of the organization. 
Legal factors: 
· The various business laws and policies imposed by UK government are in favor of retail organization that can create advantage for Sainsbury. 
· The UK government has introduced several acts and regulations like security, data protection act and privacy which can be helpful for maintaining various operational activities of the organization in an effective and efficient manner (Varadarajan, 2010). 
Environmental factors: 
· Rapid changing environment and global warming has negative impact on growth and sustainability of Sainsbury in the competitive market. 
· The recycling techniques, greenery steps and reusing process can help to reduce environmental damage that could be helpful for achieving long term satisfaction of the customers. 
Porter’s five force analysis: 
[bookmark: _Toc499911858]Bargaining Power of Suppliers (Low)-The Company like Sainsbury has low bargaining power of the suppliers. They are hugely accepted and reputed retail chains located in UK and having its operations all over the world. They have numerous amounts of suppliers who are able to provide them or supply them the raw materials by which they could be able to sell their products and services to the retail market around the globe. 
Bargaining Power of Buyers (High) - The bargaining power of the buyers has been very high as here have been ever changing demands and needs of the customers within the retail industry. The changes in the prices and the ever changing social trends in UK has deliberately changing the needs and demands of the customers. The changes in the perceptions and attitude affect the buying behavior so the management needs to understand and fulfill their needs and demands at any cost. The switching cost has been low for the customers so they can readily switch from Sainsbury to Tesco or any other retail chains operating in UK retail industry. 
Threat of Substitutes (Low) - In the retail industry there has been low threat of substitutes as the customers view the products as the necessity due to the type of products they get it from Sainsbury. The retail market is always trying to converge and assimilate innovations in relation of the food products and develop a proper experience for the customers. 
Threat of Competitive Rivalry (High) - The retail industry has been extremely competitive.  There have been many retail chains that have been operating in UK now and there has been high competition to be taken place between the existing retail chains like Tesco, ASDA and Morrison. The banks as well the construction companies have also been competing with Sainsbury for developing their core business and for entering new business of retail. 
Threat of New Entrants (Medium)- The threat for the new entrants in the retail market has been medium. As with the innovation in technology and its high presence in contribution to the GDP of the country there has been high threat of new entrants coming and making the size of the retail market to be huge. There is an urgent need of the local knowledge for the new entrants which is quite tough to get it adapted as they have been new to this market or industry. With the high brand image from the existing retail companies like Tesco, ASDA and Morrison there has been very little chances for the new retail companies to position their business as they do not have the enough capital backup and the physical resources as well to make the business to be stand up after competing with Sainsbury. 
Segmentation, targeting and positioning analysis of Sainsbury: 
Segmentation, targeting and positioning are the important parts of marketing strategy of an organization. In order to successfully develop marketing strategy, the marketing team of the organization should segment the market into various parts for targeting the potential customers to develop marketing strategies. In order to effectively develop the appropriate marketing strategy for Sainsbury, the segmentation, targeting and positioning strategies are as analyzed below; 
Segmentation: 
Segmentation plays a key role to divide the entire market into various segments in accordance with the needs, demands and characteristics of the customers. The same group of customers can be targeted for developing products or services of the organization. The overall marketing segmentation can be broadly categorized into five groups such as geographic segmentation, psychological segmentation, demographic segmentation, behavioral segmentation and benefit segmentation (Kirtiş & Karahan, 2011). The various segmentation of Sainsbury for the UK market is as given below; 
	Geographic segmentation 
	Different areas of UK

	Psychological segmentation 
	People who love to shop retail products and daily customers. 

	Demographic segmentation 
	Age group between 14 to 65  

	Behavioral segmentation 
	· Brand loyal 
· Frequent buyers 
· Mid and upper income level group 

	Benefit segmentation 
	· Low price 
· Easy shopping 
· Free home delivery 
· Low price 
· Online services 


Targeting: 
Targeting is another important approach of marketing where the potential customers are selected in terms of similar characteristics, similar needs and demands of the customers. Effective targeting strategy will help the Sainsbury to maximize its customer base that will reflect on long term sustainability and growth of the firm. Sainsbury mainly targets the urban customers of UK who love to buy products from retail supermarket chain. In order to evaluate the effective targeting strategies, the organization should identify the various issues associated with the targeting strategies which are as summarized below; 
Market potentials: 
Market potential is the degree to which the marketing executives of an organization can satisfy the needs and demands of the customers. Sainsbury can meet the needs and demands of millions of customers with a wide number of quality products and services. 
Size: 
Market size is another significant issue that needs to be considered by the marketers during developing marketing strategy for any organization. The market size is the target market through which the organization can target the potential customers (Kirtiş & Karahan, 2011). Sainsbury is one of leading retail chain based in UK which has a large market share to target the customers. 
Competitions: 
The marketers also should analyze the competition in the competitive market to identify the potential customers. The prime competitors of Sainsbury are Tesco and ASDA. Sainsbury maintains appropriate approaches to achieve competition over its competitors. 
Resources: 
Resources are another main issue that should be taken into considered by the marketing team of Sainsbury for developing marketing strategy for the organization.  Sainsbury has a large amount of capital for developing growth of the business. 

Targeting strategies: 
The targeting strategies can be broadly categorized into three types such as concentrated strategy, undifferentiated strategy and differentiated strategies. Sainsbury mainly targets the potential customers who love to buy retail products within the age group 14 to 65 belong to the medium and high income group. The organization also targets the young adults who demands stylish and trendy products. 
Sainsbury mainly adopts the differentiated strategy for the UK retail market in order to target their potential customer group. With the help of unique promotional offers and campaign strategy they have achieved competition in the competitive market. 
Positioning strategy: 
Positioning strategy is the activities of marketing through which the marketing team of the organization can develop uniqueness of the brand which can be easily recognized by the customer’s mind (Morgan, Katsikeas & Vorhies, 2012). Through the help of this process, the markets can set brand image into the customer’s mind. 
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                                                                       Fig: positioning map

From the positioning map, it can be analyzed that Sainsbury is situated in the quadrant of high quality and low price. The prime competitors of Sainsbury in the positioning map are ASDA and Aldi. Thus, the positioning strategy of the Sainsbury is high quality products and services with low price.   
[bookmark: _Toc499911859]Analyzing marketing mix for Sainsbury: 
Marketing mix is one of the prime parts of developing marketing strategy for an organization. in this particular section of the report the 4Ps of marketing mix such as product, price, place and promotion will be analyzed for Sainsbury. 
Product: 
Sainsbury offers a wide range of retail, fashion and food products to attract a number of customers across the UK. The company manly focuses upon the quality management and innovation for increasing the range of products in order to attract the more customers. Both the supermarkets and convenience stores offer the range of retail products, food products and fashionable products. 
Price: 
 Pricing strategy of the product is also very important for targeting the potential customers. Value for money for the customers are the prime motto of Sainsbury to set pricing strategy of the product. The company maintains quality of the products for achieving long term relationship with the customers. The company mainly uses competitive pricing policies for maintaining competitions with its competitors. The company also applies premium pricing policies for some products in order to position the product in market. After that discrimination pricing policies are also applied to reduce the price of products for providing good quality at low price. 





Place: 
Place is also important part of marketing mix which shows the availability of the product. Sainsbury has 714 convenience stores as well as 598 supermarkets all over the UK which operates 24*7 for providing effective services for the customers. The customers can also place their order through online for getting home delivery of the products (Ataman, Van Heerde & Mela, 2010). Effective distribution channels and suppliers have helped to maintain long term relationships with the customers. At present the company has 13 different regional distribution centers and 2 national distribution centers for offering on time delivery of the products to the customers.  
Promotion: 
Promotion also plays a key role for creating brand awareness among the customers. With the help of below the line and above the line promotional strategies, the company develops their brand image in the competitive market. The company also uses various broadcast media and celebrity endorsement to enhance the corporate image of the organization. “Live well for less” slogan is used by the Sainsbury to attract new customers across the UK.  

[bookmark: _Toc499911860]Alternative strategic approach for Sainsbury to increase brand awareness: 
In order to develop marketing strategy for increasing brand awareness, the marketing team of Sainsbury should follow some specific planning process. According McDonald the marketing planning process for developing strategies for Sainsbury is as summarized below; 
Mission statement: 
· To increase brand awareness for achieving customer satisfaction. 



[bookmark: _Toc499911861] Objectives and goals: 
Long term objectives: 
· To develop new products and services for attracting customers. 
· To maintain long term sustainability and growth of the organization. 
· To expand the brand awareness in the international market 
· To become a leader in the retail supermarket chain of UK. 
Specific objectives: 
· To ensure quality of products at lower price. 
· To improve promotional and communication channels to improve brand awareness among the customers. 
· To reduce the overhead costs for achieving long run sustainability in the competitive market. 
[bookmark: _Toc499911862]Tools and techniques for recommended marketing strategy:
Market penetration strategy: 
Sainsbury can increase their brand awareness among the customers by entering into the new market. Market penetration strategy may be suitable for Sainsbury as it offers quality products at lower price (Slater, Hult & Olson, 2010).  With the help of this strategy, the company can increase their market share as well as promotional channels to attract more customers. The sales growth and revenue of the organization can be increased with this particular strategy. On the other hand, using this strategy the organization also can develop alternative products to attract more customers. 
Advantages and disadvantages of this strategy: 
By adopting this particular strategy, Sainsbury can increase their brand awareness through promotions which also will increase sales growth and profit margin (Leonidou, Fotiadis & Zeriti, 2013). Customer satisfaction and customer loyalty towards the brand also can be increased. The overall business operations also can be expanded with this strategy. 
The prime disadvantage of this particular strategy is the budget. It requires a huge amount of capital and it may impact on other business operations of the organization. 
Niche marketing strategy: 
Niche marketing strategy is another important strategy which mainly specializes for the particular type of customers. The products and services are only made for the specific targeted customers. For Sainsbury it is not possible to customize the process because it offers high quality products at lower price. 
Advantages and disadvantages of this strategy: 
The prime advantage of this strategy is that it can increase customer loyalty. The market share and profit margin also will be increased by applying this strategy (Lamberti & Noci, 2010). Sainsbury can get competitive advantage over the other competitors in the retail market. This strategy also can develop strong brand awareness among the customers. 
The main disadvantage of this strategy is that it requires huge capital to implement. There are other various risks for applying this strategy for the local market. 
[bookmark: _Toc499911863]Recommended strategic approach: 
By analyzing the above marketing strategies it can be recommended that in order to increase brand awareness among the new customers the company should apply the market penetration strategy. With the help of this strategy, the company can strengthen brand loyalty and brand awareness among the customers (Kumar, Kazmi & Goyal, 2012). The sales growth, profit margin and other promotional activities also can be increased with this particular strategy. Therefore, the market penetration strategy can be applied for Sainsbury. 
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