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Executive Summary 
In this report, there is a brief description of the marketing process of a reputed company in the UK. Here, the discussion is based on the impact of the COVID-19 pandemic, through which every organisation has faced potential barriers in their business process. The discussion on the external and internal factors gives the measurement on the impact of the pandemic on Sainsbury’s, which is briefly explained here. Discussing on SWOT, PESTLE, Porter’s Five Forces, and Makensy’s 7S analysis are given here. 
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[bookmark: _heading=h.gjdgxs]Introduction
Here, Sainsbury's is the selected company, and the impact of the pandemic situation on Sainsbury's is discussed thoroughly. In this aspect, a transparent company background is given to get a clear presentation of Sainsbury’s. Marketing stages, segmentation, position, and process of the company are given in this report. In this way, with the help of internal and external model analysis, the impact of COVID-19 is briefly analysed. 
[bookmark: _heading=h.30j0zll]Discussion
[bookmark: _heading=h.1fob9te]Company background
Sainsbury’s was established in 1869 in Landon and is considered a partnership business between John James Sainsbury and Mary Ann. Initially, it started with the selling of fresh foods for their customers, and they started to sell package grocery items. In 2021, the total employees’ number of in Sainsbury was 117,000, which increased by 45% as compared to 2020. The net revenue growth in 2021 is £29.048 billion, which is more than 2020, due to the pandemic situation (Sainsbury.uk, 2022). The net income of the company is £280 Million, and the collected capital is £6.782 Billion in 2021. At the present time, Sainsbury’s relates to two potential business partners “The Trussell Trust” and “The Felix Project” in order to increase its growth rate. On the other hand, the introduction of COVID-19 is given a negatively impactful effect on the business mode of Sainsbury’s. Almost 23,000 products are sold in Sainsbury’s with 1400 suppliers throughout the whole world to maintain their business rate. In the present time, beyond grocery items, beauty, household, drinks, and toilet cleaners are the main products of Sainsbury’s.  
[bookmark: _heading=h.3znysh7]Process of marketing 
The authentic process of marketing is the reason for its popularity to attract customers to its products. The company is connected to its customers through emails, advertisements, news conferences, formal letters, oral communication, report, company magazine, and news later. In this way, there are almost 800 supermarkets and 600 retail stores in the whole world (Sainsbury.uk, 2022). By giving its attractive motto, it wants to increase its customer chain, which gives a competitive advantage to Sainsbury’s. Giving a healthier lifestyle to the customer with fresh and healthy food, maintain the integrity of marketing. There is a difference e between other retail shops to get competitive advantages smoothly in marketing and business. Usually, Sainsbury’s uses ATL and BTL strategies in order to sell their products to customers (Sainsbury.uk, 2022). The promotion of the company is going through billboards, newspapers, television, radio, and leaflets in order to achieve its brand value throughout the whole world. Besides this, Sainsbury’s believes in databases and incentives to promote the company's value. 
[bookmark: _heading=h.2et92p0]Stages of marketing 
Based on the five pillars of marketing, Sainsbury’s wants to increase its customer chain throughout the whole world. The collection of great products at a very fair rate for the customers is the main attraction of Sainsbury’s to enhance its business and marketing. The creation of value through making difference from its competitors is a positive sign to increase its business growth easily (Brown et al. 2021). The increasing business from retail products to the banking and clothing products of Sainsbury indicates the proper progress of the company smoothly. The presence of a hierarchical organisational structure can balance various activities, which are required in marketing and business. Therefore, the production of healthier foods for the customers, and finding the potential customers and markets to sell is primarily based on the crucial stages of Sainsbury’s business model.   
[bookmark: _heading=h.tyjcwt]Contribution to the marking environment 
Throughout the business process, Sainsbury’s has focused on the business purpose without impacting the environment. In this aspect, zero carbon emission is the most effective strategy of it’s during the manufacturing process of products. By reducing the emission of greenhouse gases emission, there is a high chance to increase their corporate value globally. This ethical consideration of business and marketing makes Sainsbury’s to be attractive and popular. Besides this, the application of renewable energy sources during production and service system makes the company better and more useful for the customers. Recently, the recycling activities of the products and packaging of Sainsbury’s made the company more profitable, which is the reason for the increase in its profit rate smoothly (Sainsbury.uk, 2022). In this way, Sainsbury’s maintains its CSR strategies and policies during the conduction of its business properly.  
[bookmark: _heading=h.3dy6vkm]Segmentation 
Usually, segmentation of marketing and business of Sainsbury’s is based on demographic differentiation. Based on gender, occupation, age, family income, race, family size, nationality, education, and religion, the products are produced in Sainsbury’s. The products of Sainsbury’s are produced in different manufacturing processes, which is useful to separate its customer’s demands. Sometimes, psychographic variables are also found in the case of business and marketing processes. In this aspect, the attraction, attitudes, lifestyle, and value of the customers play a vital role to increase the income growth of the company. The presence of the multi-channel shopping process with qualified products increases the value of Sainsbury’s value and growth smoothly. Therefore, the value of Sainsbury’s can be reflected by others through the production of provenance, qualified and sustainable products for their customers.    
[bookmark: _heading=h.1t3h5sf]Marketing strategy
In this way, an “omnichannel marketing focus” makes Sainsbury’s to be a better company to increase its revenue growth. This is an effective level of business and marketing process, through which Sainsbury’s can connect with offline and online modes of business. The introduction of the online store throughout the whole world is a reason to increase revenue growth easily (Muller et al. 2022). By giving the smooth and qualified service of the products to the customers, there is a high chance of customer retention strategies to increase their sales. Therefore, the actual marketing strategy of Sainsbury is to give the qualified product at a handsome price, so that any type of customer can reach Sainsbury’s products. The spontaneous connection with customers will be helpful to increase their reputation by fulfilling the demands of the customers effectively.           
[bookmark: _heading=h.4d34og8]Targeting position 
In order to fulfil the target of Sainsbury, it is necessary to select the target market and tangent audiences to sell their products. In this aspect, it can be observed that the whole family is the target of Sainsbury to give them essential services of food, clothing, and other necessary things. Usually, mothers and females are the main targets of Sainsbury’s in order to increase their growth rate excessively. Besides this, the presence of the Fairtrade marketing strategy is a potential corner for Sainsbury’s to increase its growth rate (Sutherland et al. 2021). On the other hand, due to the introduction of the COVID-19 pandemic situation, there is a loss of business growth in Sainsbury's. In that time, it will be useful to increase the value and business through the application of “Beliefs and attitudes” towards its customers. The higher authority of the company wants to increase its service system throughout the whole world so that it can maintain its business growth easily. “Helping Everyone Eat Better”, and “Live Well for Less” are the two effective and useful mottos of Sainsbury’s, which will be useful for making a strong and supportive economic condition for the company.   
[bookmark: _heading=h.2s8eyo1]Internal model analysis
This indicates the internal structure of Sainsbury’s and the impact of the internal structure of the company. Here, with the help of the SWOT analysis and Makens’s 7s analysis, the actual structure of the company in the field of marketing and business is given here. 
[bookmark: _heading=h.17dp8vu]SWOT analysis 
	Strength
· Listed company
· High range of customer demands 
· Presence of positive impact on social media platforms of marketing and business 
· Innovation of authentic strategies in the promotion and selling 
· Products based on the segmentation 
	Weakness
· Lower range of margins 
· Chance of switching brand
· Financial instability 
· High pricing range
· Expensive of product’s price after the pandemic situation  

	Opportunity
· 24*7 potential service system 
· Economical shift
· Growth in remoted areas
· Global expansion  
· Latest trends 
	Threats
· controversies 
· Baselessness rules and regulations 
· Pandemic situation
· Globalisation
· Local and global competition 


Table 1: SWOT analysis
(Source: Christie et al. 2021)
Through this SWOT analysis, it can be observed that in the presence of a public company, there is a high chance to increase the value and profit rate, as people can buy any timeshare and trade easily. This is the main attraction of the company to get a strong context to expand globally. By giving the qualified products at a sufficient fair price, the increasing customer chain is a reason to increase its business growth easily. In this way, the chance to increase customer demand is enhanced thoroughly, which is a strong point for Sainsbury’s to move on in the forwarding direction (Christie et al. 2021). The strong and smooth connection of Sainsbury with its customers through social media and online platforms is a reason to get positive feedback from them. This acts as a positive catalyst to increase the company's growth and selling rate. Besides this, the innovation of authentic and attractive business and marketing strategies are very crucial points to enhance their business growth easily. Therefore, the innovation of Brand Match will be a helpful strategy for Sainsbury’s to compete with its competitors and give a chance to increase its financial background thoroughly. 
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Figure 1: Reducing rate of financial growth in Sainsbury
(Source: Statista.com, 2022)
Through this figure, there is a clear description of the impact of COVID-19 on the marketing and business strategy of Sainsbury's. Here, from 2014 to 2022 are the selected years to analyse the ratio of profit and loss. It can be observed that going from 2014 to 2019, there is an increasing rate of profit, and in 2020 and 2021, there is a negative impact on profit growth in Sainsbury’s, almost -201 million GBP (Statista.com, 2022). Therefore, it indicates the loss of the company during the pandemic situation due to the lockdown situation throughout the whole world.    
The production of products based on the segmentation strategy is a strength of the company to connect with various types of customers with it. In this way, the margin through online and offline marketing is reduced (DeJong et al. 2020). From the COVID-19 pandemic situation, the retail industry has faced some barriers in order to move in a forwarding direction. Lack of proper growth, financial stability, and customer chain is the reason for brand switching. After the pandemic situation, it was necessary to increase the product's cost range, which is the reason to reduce the profit growth in Sainsbury’s.  
By modifying the service system of Sainsbury’s, the rate f profit and growth can be increased thoroughly. Besides this, with the help of the online mode of business, it will be helpful to expand their business in remote areas to attract customers. Besides this, global expansion may give the proper chance for Sainsbury’s to expand and enhance its business growth thoroughly. After COVID-19, there is a high chance of customer prevalence and economical uplift of Sainsbury’s, which may increase the growth rate of the company. On the other hand, controversy is a potential threat for Sainsbury's in order to expand its business growth. The innovation of various rules and regulations in marketing and business after the pandemic situation reduced the rate of growth of the company (Brierley et al. 2022). The term globalisation increases the opportunity for every company to expand, which may reduce the business growth of Sainsbury’s. In this way, the chance to increase global and local competition can be enhanced, which is a considerable threat for Sainsbury.                
[bookmark: _heading=h.3rdcrjn]Makens’s 7s analysis
	Tool
	Description
	Impact

	Strategy 
	· The innovation of competitive strategies gives advantages in Sainsbury’s profit growth 
	High

	Structure 
	· In the presence of pandemic situation, the entire structure of the internal framework of Sainsbury is getting destroyed, which is the reason to reduce the business process. 
	High

	Staff 
	· Due to the pandemic situation, the employment rate is reduced, which should be implemented
	High

	System 
	· Maintenance of customer relationships, data visualisation, and risk management increase the strength of the company (Sainsbury and Breunig, 2020)
	Low

	Skill 
	· Hiring potential and talented employees and workers in Sainsbury can increase the value of the company
	High

	Style 
	· The development of different physical style during the online, and offline mode of business in remote and city areas increase the growth value  
	Moderate

	Share value 
	· Maintenance of motto, mission, and vision to fix the fair rate increase the chance of business growth 
	High


Table 2: Makens’s 7s analysis
(Source: Davis et al. 2021)
In the presence of the authentic business and market strategy in Sainsbury’s, it can increase its competitive advances, which will be effective in increasing its profit growth. After the pandemic situation, it is required to innovate new strategies to attract customers to Sainsbury’s products. From the pandemic situation, the internal and external framework of business is getting reduced effectively. The production process, employment rate, manufacturing, and service system are destroyed thoroughly. Therefore, it should be modified with the help of diversified strategies of business and marketing to increase the value of the company (Davis et al. 2021). From the pandemic situation, the reduced rate of employment is a reason to reduce the business growth in the retail industry. The poor economic framework of Sainsbury’s is the reason for to reduction of the employment rate. The higher authority should concern about the fact to increase organisational growth by increasing the employment rate. The chance to modify the entire system may enhance the increasing profit of the company. In this way, the maintenance of risk management, and customer relationship can be developed. 
By hiring potential and deficient young employees, the chance to increase the speed of business growth can be increased. After COVID-19, it is also necessary to hire more employees to get an effective business plan. In order to increase the business, the chance to expand the business in online and offline mode, including remote areas and cities areas throughout the whole world (Wake et al. 2020). Besides this, the increasing share value can be observed with the modification of the mission, vision, and motto of Sainsbury’s, and it has a significant value in the business.  
[bookmark: _heading=h.26in1rg]External model analysis
With the help of external tools, there is a critical analysis of the business and marketing environment of Sainsbury’s. Through the PESTLE and Porter’s Five Forces analysis, the entire thing is analysed here: 
[bookmark: _heading=h.lnxbz9]PESTLE analysis
	Tool
	Description
	Impact

	Political 
	· Brexit uncertainties 
· Separation from European Union
· Innovation of foreign products in UK 
	Moderate 

	Economical 
	· Increasing fuel price 
· Increasing transport system 
· Increasing salary and payment of employees (Sainsbury et al. 2022) 
· Fierce competition
	High 

	Social
	· Healthy eating process
· Fairtrade movement 
	Moderate 

	Technical 
	· Innovation of new analytics 
· Online mode of business 
· Advanced and smart technology 
	High 

	Legal 
	· New rules and regulations in the business 
· Taxation and business policy 
	Moderate 

	Environmental 
	· Carbon footprints 
· Plastic waste 
	Moderate 


Table 3: PESTLE analysis
This table gives a clear structure of the Brexit uncertainty in the UK as a reason to reduce the business profit of Sainsbury’s. Besides this, to get separation from the European Union is a potential reason for Sainsbury to reduce marketing and business profit. Introduction of the foreign products in the UK will reduce the profit growth in the business. On the other hand, the unstable economic condition of Sainsbury’s is due to the increasing rate of fuel prices, and the transport system. Besides this, the high level of payment system for employees may give potential risks to the company. From the pandemic situation, there is a society, where everyone is concerned about their health, so they prefer to accept healthy food (McDermott et al. 2021). This is an opportunity for Sainsbury to increase its profit growth by giving spontaneous service to its customers. The innovation of the Fairtrade movement will be useful for making a proper business environment for Sainsbury's.
In the aspect of the technical implementation, the introduction of new analytics, including information technology, and artificial intelligence, threw a high chance to increase the organizational growth of Sainsbury’s. In this aspect, the advanced and smart technology will be useful to make the proper growth and success of the company. In this way, the chance to save time and investment costs can be reduced thoroughly. Taxation and business rules may reduce the chance of business growth in the retail industry after the pandemic situation. Besides this, increasing carbon footprint and waste through the manufacturing process gives an environmental impact.     
[bookmark: _heading=h.35nkun2]Porter’s Five Forces analysis  
	Tools
	Description
	Impact

	Threats from new entrants 
	· Innovation of new products and new company can create pressure on Sainsbury’s 
	Moderate 

	Bargaining Power of Suppliers
	· In order to get efficient raw materials, Sainsbury’s tolerates the high bargaining power of suppliers 
	High 

	Bargaining Power of Buyers
	· Due to the presence of excessive brands in retail industry, high bargaining power of customers reduce the Sainsbury’s business (Wang et al. 2021).
	High 

	Threats of Substitute Products
	· The new product with same category will reduce the business growth of Sainsbury 
	Low 

	Rivalry competition 
	· Presence of the potential competitors, the pressure can be reached 
	High 


Table 4: Porter’s Five Forces analysis
Through this table, this can be observed that the threats of Sainsbury can be observed from various contexts, which should be mitigated to get a proper business structure. Innovation of new products at a fair price can reduce the threats from the new entrants to the retail industry. The increasing brand value and reputation gives opportunities to give the reduction of bargaining power of suppliers (Whelan et al. 2020). The application of an efficient supply chain will be useful to reduce the bargaining power of suppliers. With increasing loyalty and customer chain length, there is a high chance to reduce the bargaining power of customers. By giving service-oriented strategies, and analysing the demand of the customers, Sainsbury can reduce the threats from the substituted products. Besides this, the sustainable differentiation and building scale may reduce the rate of Rivalry competition in the retail industry.  
[bookmark: _heading=h.1ksv4uv]Impact of COVID-19
The impact of the pandemic situation in Sainsbury can be developed thoroughly:
Economic impact 
This is the most potent threat for every company, as it reduces the speed of business growth and implementation effectively. In the presence of the unstable financial situation of the company, there is a high chance to reduce business growth throughout the whole world. In this way, any from any economical background, and member of any family can be attached to the company for getting their necessities (Chandan et al. 2021). On the other hand, the reduced margin of Sainsbury’s is a reason to decrease its growth rate. Stansbury’s fixes its price at a very low range to attract customers and increase the number of customers, but after the pandemic situation, it is not working effectively.
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Figure 2: Reduction rate of profit in Sainsbury 
(Source: Bbcnwes, 2022)
Through this figure, there is a clear description of the impact of the COVID-19 pandemic situation on the growth of Sainsbury’s. From March 2020, there is a reduced rate of business growth, which is due to the destroyed financial condition of the company. In April, and May, there is a negative flow of profit, almost -5% and -20% (Bbcnwes, 2022). In this way, the corporate business strategies and framework of business are reduced to give effective results in business. In this way, the entire framework of business, including supply chain management, customer chain, and marketing process is reduced effectively.  
Impact on Employment rate
Employees are the most effective and significant part of the preparation of any smooth and profitable business. They are the accelerating factor to provide a proper manufacturing and service system to the customers. On the other hand, in the presence of the pandemic situation, due to the lack of proper economical background, most organisations decided to start unemployment status (Liu et al. 2021). In this way, the organisations suffered from the unemployment problem, which is the reason to reduce the progression rate in business growth easily. The best part of the employees gets tensed and reduce their motivation level towards their work, which is a reason to reduce the growth rate. Therefore, the business environment is reduced and unsuccessful to meet goals and objectives.   
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Figure 3: Increasing unemployment Rate 
(Source: Statista.com, 2022)
Through this graphical presentation, the chance to reduce the employment rate during the COVID-19 situation is given here. Here, increasing the rate of unemployment from 5% to 20% indicates the major impact of the pandemic from the organisational perspective. This indicates a reduction in the company’s profit (Statista.com, 2022).  
Impact on revenue growth 
Reduction of business profit, increasing rate of unemployment, and reducing the expansion of business growth are the reason to reduce the revenue growth of Sainsbury’s from the pandemic situation. This reduces the capacity and efficiency of the business growth of Sainsbury’s (Roberts et al. 2021). 
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Figure 4: Decreasing revenue growth in Sainsbury’s 
(Source: Bbcnwes, 2022)
This indicates the sudden decreasing rate of profit growth from 2000 to 2021, due to the presence of the pandemic situation. The maximum growth is in 2014, $800 million dollars, and the minimum rate in 2021, -$261 billion dollars, which indicates the negative impact of COVID-19 in the case of revenue growth of Sainsbury’s (Bbcnwes, 2022). 
[bookmark: _heading=h.44sinio]Conclusion
Through this report, there is a brief description of the impact of the COVID-19 pandemic situation in the case of Sainsbury's. Besides this, the description of the background increases the knowledge of understanding of Sainsbury easily. In this aspect, this is also observed that the critical analysis based on the external and internal tools of business, there is a presentation of the current situation of Sainsbury’s smoothly. 
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