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1. [bookmark: _Toc144223769]Introduction
Marketing management can be described as the procedure involving the planning, execution, and monitoring of the marketing strategy implemented by an organization in order to attract and retain customers, boost sales, and gain higher profits (Kotabe and Helsen, 2022). This assessment will focus on the concepts of communications in marketing in the context of Sainsbury’s, including the communications model, integrated marketing communications, and promotional strategies. It will also discuss the concepts of branding and branding equity while using Keller’s brand equity model. It will elaborate of the customer journey stages and customer persona while critically assessing the customer journey map for Sainsbury’s.

2. [bookmark: _Toc144223770]Company Background- Sainsbury’s
J Sainsbury’s PLC is a retailer and financial services company founded by John James and Mary Ann Sainsbury in 1869 in London. The company is well-known in the UK market for its food, general merchandising, and clothing retail (Sainsbury’s, 2023). It is the second biggest supermarket chain in the country, only second to Tesco. It also ranks among the top five online grocery and fashion retailers in the UK. Sainsbury’s operates through a total of 814 stores throughout the country and employs over 111,900 individuals across the globe. The company reported an annual retail sale of £30.96 billion in the UK in 2021/2022 (Statista, 2023).
[image: ]
Fig 01: Sainsbury’s Logo.
(Source: Sainsbury’s, 2023)

3. [bookmark: _Toc144223771]Communications in Marketing
Communications in the context of marketing refers to the marketing tools and strategies used by a company to communicate its message and vision with the target segments (Adams et al., 2019). There are several approaches to marketing communications, including direct marketing, traditional marketing, digital marketing, advertising, and sponsorships. The main purpose of marketing communications is to convince the customers to make a purchase from the company’s product range by changing to or inducing a positive perception of the brand (Krizanova et al., 2019). 

[bookmark: _Toc144223772]3.1 Communications Model
There are various models of communication that can be studied for marketing purposes, including the Shannon-Weaver Model of Communication. The Shannon-Weaver communication model is often regarded as a mathematical theory that perceives human communication through six key aspects- sender, encoder, channel, noise, decoder, and receiver (Eagle et al., 2020).
 [image: ]
Fig 02: Shannon-Weaver Model of Communication.
(Source: Self-generated)

· Sender- The company is the information source that is responsible for choosing and creating a message that can be sent to the customers, existing and potential, and also decides on the channel of communication that is to be used for this purpose (Blakeman, 2023).
· Encoder- The encoder or transmitter refers to the format of the message which can range from writing copies for social media posts or emails.
· Channel- The channel of communication refers to the medium or means of communication that is used to transmit information from the company to its customers (Eagle et al., 2020).
· Noise- The noise can be internal or external interruptions that prevent the message to be transmitted efficiently.
· Decoder- The decoder refers to the potential or existing customers who interpret the message transmitted through the channel (Krizanova et al., 2019).
· Receiver- The conversion of the customer’s perception towards the brand to make them buy the product is the destination or receiver in this model.
After the process is completed, feedback is acquired using various approaches including customer reviews, social media engagement, and data regarding sales volume in order to make improvements to the existing process (Li et al., 2021). 



[bookmark: _Toc144223773]3.2 Integrated Marketing Communications
The concept of Integrated Marketing Communications can be described as the approach taken by a business to unify the different aspects of marketing and promotional strategies into the creation of brand identity through different channels of communication with the customers (Blakeman, 2023). The approach of integrated marketing communications allows businesses like Sainsbury’s to optimize their brand image and enhance relationship with the customers. This methodology can enable the business to keep track of its extensive marketing strategies and monitor their progress in order to assess their effectiveness in terms of sales and profits (Krizanova et al., 2019). 

Fig 03: Integrated Marketing Communications.
(Source: Self-generated)

4. [bookmark: _Toc144223774]Promotional Strategies for Sainsbury’s
The methods used by a company to plan its marketing approach for increasing the sales volume and profit margins are referred to as promotional strategies. These strategies emphasize the necessity to create brand awareness to increase visibility of the brand in the market (Ray and Yin, 2019). The elements of an effective promotional strategy focuses on increasing brand recognition and brand equity in the market to encourage the desire for possessing the brand’s products among the target customers (Kalogiannidis et al., 2020).
· Sainsbury’s should offer limited-time deals that attracts new and existing customers to make a purchase.
· Sainsbury’s should send regular emails to customers, informing about the arrival of new products or new special offers (Kotabe and Helsen, 2022). 
· Displaying signboards, posters, and other promotional materials in its physical stores will enable the business to capture customers' attention.
· The company should also focus on the creation of promotional content like blogs, articles, and social media posts to keep customers engaged (Ray and Yin, 2019).
· Social media marketing could be used by the business to inform customers and keep their interest piqued. 
· Sainsbury’s should invest in and sponsor social events like music festivals and local game competitions to increase brand recognition stats (Kalogiannidis et al., 2020).
· It can partner with social media influencers who can review the products available at Sainsbury’s physical and online stores to inform customers about the benefits and quality of the products (Li et al., 2021).
While Sainsbury’s is already implementing all of the above promotional strategies, the company should focus on increasing their impact (Eagle et al., 2020). It is crucial to conduct regular market research to stay informed about market trends, social perspective, and psychographic segmentation of the target customers. However, these strategies can be costly and require the company to invest significant time and efforts into their implementation (Kalogiannidis et al., 2020).

5. [bookmark: _Toc144223775]Branding and Brand Equity
A brand refers to the titular name of a company’s products or product line that enables its distinction from the products offered by the company’s competitors in the market (Ha, 2021). Branding is the process where the company implements several tactics in order to make the customers feel good about their brand, develop an emotional connection with it, and support it with making repeated purchases for the long term. The process of branding is aimed at instilling a sense of brand loyalty within the customers (Lalaounis, 2020). The various promotional strategies that were studied previously to be implemented within Sainsbury’s can enable the company to achieve this purpose and improve the company’s status within the market in terms of its market shares, sales volume, and revenue generated. As such, Brand Equity is termed as the perceived value of a brand in the market based on customer opinions regarding its quality, usefulness, and desirability (Adams et al., 2019). The Brand relation of Sainsbury is built on the harmonious reverberation of its quality offerings, customer-centric approaches and core values. The Sainsbury brand's reverberation is towards the loyalty programs that have personalized offers and rewards for creating mastering resonance of the shoppers, this can have the positive experiences of the customers to be shared with the family members for amplifying the brand loyalty. 
Sainsbury’s brand value in the British retail sector is approximately £2.94 billion as of 2022. This can be seen as a significant rise from the company’s estimated brand value in 2018 which was reported to be £2.09 billion (Statista, 2023).
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Fig 04: Sainsbury’s Brand Value from 2018 to 2022.
(Source: Statista, 2023)

[bookmark: _Toc144223776]5.1 Keller’s Brand Equity Model
The basis of Keller’s Brand Equity Model is the concept that a company needs to shape the perspective of the customers regarding the company’s brand by changing or modifying their thoughts and emotions about the product or product line (Lalaounis, 2020). The model was developed by Kevin Keller, a professor of marketing. Also known as the Customer-Based Brand Equity (CBBE) Model, it suggests that a company needs to create and emphasize specific experiences structured around the brand so as to develop certain thoughts, opinions, beliefs, and emotions in the minds of the consumers regarding the product or product line of the brand (Blakeman, 2023). 

Fig 05: Keller’s Brand Equity Model.
(Source: Self-generated)

1. Brand Identity- The first step in the model refers to the creation of brand identity to ensure that the brand is easily recognized by customers (Ha, 2021). Different aspects of the brand, including its logo, tagline, related colours, and unique design make the brand remarkable and boost its recognition in the market. Brand identity is also connected with the quality and consistency of the product.
2. Brand Meaning- The second step within the model incorporates two concepts- brand performance and brand imagery (Ray and Yin, 2019). Brand performance is the ability of a brand’s products to address the needs of customers, creating positive and satisfactory experiences. Brand imagery is the social perspective related to its image, considering the quality, uniqueness, and appeal of the visuals related to the brand.
3. Brand Response- The third step also incorporates two concepts- brand judgments and brand feelings. Brand judgment is the opinion of customers based on their experience while purchasing or using the brand’s products (Lalaounis, 2020). This experience is correlated with the brand’s competitiveness. Brand feelings are the emotional response of customers to the products of the brand, meaning the way they feel when using these products.
4. Brand Resonance- The last step of the model is focused on the creation of a psychological relation with the brand, which will in turn decide the level of loyalty customers feel toward the brand (Lalaounis, 2020). 
Pros- The Brand Equity model defined by Keller provides a comprehensive framework for building brand equity and increasing brand value in the market (Ha, 2021). 
Cons- The process of establishing brand equity might not always be a linear process as described by Keller. The model does not take into consideration the impact of cultural variations on the behaviour of consumers in different markets (Kotabe and Helsen, 2022). 
6. [bookmark: _Toc144223777]Customer Journey
[bookmark: _Toc144223778]6.1 Customer Journey Stages
The customer journey entails all the experiences and actions off the customer by making a purchase from a certain store and continues in the post purchase (Kall, 2021). Customer journey is discussed in three key stages-pre purchase stage, purchase stage, and post purchase stage. 

Fig 06: Customer Journey Stages.
(Source: Self-generated)

Pre-Purchase Stage- The pre-purchase stage is described as the stage of awareness and consideration. During this stage, the customer becomes aware of or recognises the need for a product or service (Mason and Knights, 2019). Advertisements, social media, recommendations from family or friends, on land reviews, influencer endorsements, websites or mobile apps, and e-mail marketing play a crucial role in attracting the attention of customers towards the product (Li et al., 2021). While doing so, they come across similar products or services offered by different brands or stores and carefully evaluate all their alternatives before selecting a particular brand. Awareness is initial stage is where the brand gets to know about the brand, its services and products. Consideration stage where the customers actively evaluate the offerings made by the brand and compare them to the alternatives. 
Purchase Stage- During this stage, the customer might reconsider their choice especially if the product is of significant cost or value (Adams et al., 2019). This stage of conversion can take place through several mediums including retail stores, websites, mobile apps, point-of-sale, and more (Kall, 2021). Conversion is the stage where the potential customer takes a desired action to align with the goals of the brand, like purchasing or signing up for a service. 
Post-Purchase Stage- Retention is the stage where the focus is on the maintenance and nourishment of existing customers. Advocacy is the final stage where the customers take part in the active promotion of the brand. Some crucial touchpoints in this stage include follow-up emails to the customer, loyalty programs, feedback surveys, return and exchange policies, social media engagement, referral programs, and more (Li et al., 2021).
[bookmark: _Toc144223779]6.2 Customer Persona for Sainsbury’s
A fictional characteristic description representing a typical customer from the target segment of a business is referred to as customer persona (Kall, 2021). Two customer personas have been discussed below in the context of Sainsbury’s typical customer segments in terms of its grocery and fashion retail operations. 

[bookmark: _Toc144223780]6.2.1 Persona 1- Health-Conscious Hazel
[image: I think we've fallen into the trap of looking at diets because we want to  look good in a bikini' | BelfastTelegraph.co.uk]
Demographic Description-
· Age- 32 years old
· Gender- Female
· Residence- Suburban area
· Family Status- Married, lives with her husband and two kids aged 8 and 12.
· Occupation- Paediatrician
· Annual Income- £65,000
Psychographic Description-
· Lifestyle- Hazel leads a healthy lifestyle and prioritizes the wellness of her family and self. She regularly exercises as well.
· Buying Habits- Hazel shops weekly and prefers to select organic and non-modified products.
· Values- She values her and her family’s health and believes in ethical and sustainable practices when considering a product.
· Interests- Hazel is interested in gardening, cooking meals for her family, reading blogs on health and healthy eating.
· Challenges- She finds it challenging to acquire high-quality, ethically sourced, and organic products for rational prices.
Persona Reference 
Hazel, being a health-conscious individual, gets committed to a balanced lifestyle. She believes in prioritizing nourishment and convenience. She seeks smart solutions for having nutritious living. 
Subscribe Service 
The BoostNutritions plan of Simsbury can be useful for the wellness journey of Hazel. This plan is useful in delivering carefully selected organic ingredients and quick health-focused recipes to their doorsteps of Hazel for make her eating habits healthy 
Referral Program Bond 
Sainsbury can take the initiative to help customers like Hazel by asking them to refer friends. This can be marked as an engagement to have excessive sign-up benefits. This can help in creating a community of health enthusiasts who are committed towards shared savings and healthy habits. The Sainsbury plans can promote not only a commitment to the body but also, give the motivation for better well-being and health. 

[bookmark: _Toc144223781]6.2.2 Persona 2- Trendy Thomas
[image: 8 Essential Style tips for men in their 20s | Mens outfits, Men style tips, Mens  fashion trends]
Demographic Description-
· Age- 28 years old
· Gender- Male
· Residence- City
· Family Status- Single and has no immediate family living with him.
· Occupation- Marketing Associate in a mid-sized company
· Annual Income- £55,000

Psychographic Description- 
· Lifestyle- Thomas has an active social life and enjoys outings with friends.
· Buying Habits- He shops once a month or two and is always searching for the latest clothes and accessories styles to stay with the trend. 
· Values- Thomas is a believer in self-expression and uniqueness in his looks and appearance.
· Interests- He follows fashion influencers on social media, attends social events, and enjoys photography.
· Challenges- He finds it challenging to acquire new, trendy, and unique fashion at a reasonable price.
Persona Reference 
Thomas is a fashion bunch trendsetter who values style and convenience. He gets busy with the lifestyle that calls for a subscription service for his fashionable choices. 
Subscribe Service 
Fashion trendsetters can be used by Thomas from the Sainsbury Collection who has fashion-forward preferences. This subscription can be applicable in receiving a curated selection of trendy clothing options that can be tailored to unique styles and tastes. 
Referral Program Bond 
There can be referral program events stated to Thomas, with special discounts available if he refers a friend. This can create a fashionable community that can strengthen the connection with the fashion sensibility and form a bond with the fabric of style appreciation. 




[bookmark: _Toc144223782]6.3 Customer Journey Map for Sainsbury’s

Fig 07: Customer Journey Map
(Source: Self-generated)

	Stages of Customer Journey
	Touchpoints
	Strengths
	Weaknesses
	Thoughts
	Opportunities

	Awareness
	Posts on Social Media
	Instant reach
	No distinction
	· Curiosity about the usefulness of the product and quality of the brand
· Perceived value created through first impressions (Mason and Knights, 2019)
	· Improve branding strategies
· Increase clarity on the product description (Pantouvakis and Gerou, 2022)
· Invest in marketing partnerships like sponsoring events

	
	Referrals and recommendations from friends, family, or influencers (Quartier et al., 2021)
	High influence
	Limited control
	· 
	· 

	
	Online articles
	High reach
	Dependency on algorithms
	· 
	· 

	
	Displays in stores
	Attention-grabbing
	Geographical limitations
	· 
	· 

	Consideration
	Website browsing

	Controlled platform
	Regular maintenance
	· Confusion regarding the choice
· Weighing the product pros and cons (Granata et al., 2019)
	· Present detailed descriptions and real images of the product
· Post customer reviews and testimonials (Hamilton and Price, 2019)


	
	Searching for product reviews by previous buyers
	Trust-building
	Negative reviews
	· 
	· 

	
	Watching product description videos (Pantouvakis and Gerou, 2022)
	Detailed info
	Costs
	· 
	· 

	
	Discussing with friends and family
	Trusted sources
	No control
	· 
	· 

	Decision to Purchase
	Experience within the store or on the e-commerce platform
	Direct interactions
	Dependent on experience 
	· Anxiousness brought on by the selection process
· Excitement regarding the new purchase or brand association (Adams et al., 2019)
· Satisfaction with the purchase process
	· Train sales representatives to efficiently serve customers 
· Provide options like loyalty programs and rewards (Quartier et al., 2021)

	
	Seamless purchase process from selection to payment (Mason and Knights, 2019)
	High conversion rates
	Technical issues
	· 
	· 

	
	Promotional offers or discounts availed on the purchase
	High value proposition
	Reduced profit margins
	· 
	· 

	Post-Purchase
	Sending emails and notifications regarding recent purchases, invoices, and shipping details
	Building trust
	Annoyed customers
	· Eagerness to receive the product delivery
· Satisfaction from the efficient customer service and support
	· Provide on-time and safe delivery options (Pantouvakis and Gerou, 2022f)
· Offer loyalty programs and discounts on future purchases

	
	Follow-up with the customers regarding the purchase (Granata et al., 2019)
	Insights
	Perceived as spam
	· 
	· 

	Advocacy/Retention
	Posting the newly purchased product on social media 
	Free advertising
	Limited control
	· Satisfaction and happiness from brand affiliation (Mason and Knights, 2019)
· Anticipation regarding new launches or other updates from the brand
	· Offer rewards on referrals
· Send regular emails regarding offers and promotions (Granata et al., 2019)
· Track customer purchase trend continuously

	
	Recommend the brand and the product to family and friends (Hamilton and Price, 2019)
	Trusted source
	Dependent on experience
	· 
	· 

	
	Re-buy the product or other products from the same brand
	High brand loyalty
	Limited growth
	· 
	· 




[bookmark: _Toc144223783]6.4 Strengths and Weaknesses of the Customer Journey Map
Strengths-
· The customer journey map can enable Sainsbury’s to view the sales experience from the perspective of the customers (Angrave, 2020). 
· This will enable the company to gain a comprehensive understanding of the opinions and emotions of the customers regarding the product or brand (Hamilton and Price, 2019f). 
· It will help the company to identify opportunities to cut unnecessary costs while anticipating the needs of the customers (Park, 2020).

Weaknesses-
· It is crucial to regularly implement marketing/promotional strategies and act upon the findings related to customer buying behaviour through continuous research.
· Teams within the various departments of the company will have to collaborate and coordinate efficiently to maintain the momentum provided by customer journey mapping (Adams et al., 2019).
· Customers are likely to divert from the linear path of the map and explore and experiment with the options available to them in the market (Park, 2020).
Touch points 
· Engagement on the social media campaigns- Broader audience. 
· Personalized e-mail marketing campaigns- Individual preferences can be pointed out.
· In-store displays- For showcasing a variety of products 
· Website and application - Seamless shopping experience and loyalty program initiatives. 
7. [bookmark: _Toc144223784]Total Engagement Model
The total engagement model is a tool for strategic marketing that enables a business to develop effective customer interaction approaches for acquiring and retaining customers (Adams et al., 2019). 

Fig 08: Total Engagement Model.
(Source: Self-generated)

Following is the application of the total engagement model in the context of Sainsbury’s.
· Awareness- Use different promotional strategies to introduce the product and create brand awareness among the customers (Angrave, 2020).
· Consideration- Provide detailed information regarding the brand and the product to encourage consideration.
· Purchase- Develop a seamless buying process to enhance customer experience from selection to payment (Blakeman, 2023).
· Retention- Follow up on customer satisfaction regarding the purchase and sending promotional content.
· Advocacy- Encourage customers to recommend the brand and its products to family and friends by offering rewards on referrals (Park, 2020).
· Re-engagement- Develop new strategies to re-engage and target old customers that have not made a recent purchase.

8. [bookmark: _Toc144223785]Recommendations
· Sainsbury's should conduct market research on regular intervals to understand the customer segmentation and target audience.
· The company should develop detailed personas for different customer segments for creating personalised marketing strategies (Kalogiannidis et al., 2020).
· Sainsbury's should also focus on enhancing customer experience in both in store as well as digital aspects.
· Sainsbury's should also monitor and track changes within the market and customer buying behaviour to predict future trends (Park, 2020).
· The company should also emphasise content marketing and incorporate storytelling floor enabling the formation of emotional connection with the customers.
· Sainsbury's should also focus on enhancing its digital presence using different marketing tools and improve customer engagement through social media (Li et al., 2021).
· The company should also adopt ethical and sustainable practises and its supply chain operations to help boost brand loyalty (Angrave, 2020).
9. [bookmark: _Toc144223786]Conclusion
This report provided a detailed discussion of the marketing management aspects related to Sainsbury’s. It provided a discussion of the concept of communication in marketing and explained the Shannon-Weaver Communication Model. Integrated marketing communications were briefly discussed, and promotional strategies were suggested for implementation within Sainsbury’s. The report presented a comprehensive understanding of the concepts of branding and brand equity using Keller’s Brand Equity Model along with its advantages and disadvantages. It discussed the concept of customer journey, its stages, customer persona, the customer journey map for Sainsbury’s, and the strengths and weaknesses of the model. The total engagement model was also discussed. Lastly, recommendations provided for improving Sainsbury’s marketing management approach based on the findings of the report.
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