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1 [bookmark: _Toc214443876]Element 1: Introduction + STDP Analysis
1.1 [bookmark: _Toc214443877]Introduction 
Sainsbury’s is the chain of the oldest and the most respected supermarket in the United Kingdom, which was established in the year 1869 (Sainsbury’s.co.uk. (2025). It is well known to provide quality that is reliable, reasonable prices and good customer services. Over the recent years, the increasing living expenses and inflation rates in the United Kingdom have put a strain on the finances of many households and as such, they have been motivated to find cheap products but with high quality, so as to satisfy their budgets (Ahmed et al., 2022). To address this increasing demand, Sainsbury’s has launched Everyday+, a new low-end sub-brand that will cater to low-end customers. The selection covers basic groceries, home products, and personal-care products that go hand in hand with quality and low prices (Sheth et al., 2020).  The intention is to make the families save money and still shop using a brand that they know and trust. This portfolio has an elaborated marketing plan of Sainsbury’s Everyday+, through the STDP framework and the 4Ps marketing mix, then a concise brand pitch and reflections on what has been learned in the process of developing the strategy.
[image: ]
Source: (Anon, 2025)

1.2 [bookmark: _Toc214443878]STDP Analysis 
1.2.1 [bookmark: _Toc214443879]Market Segmentation 
The Everyday + brand targets a very wide range of UK consumers, which highly influence their purchase behavior based on price and value (Gielens et al., 2021).  These are the consumers who desire cheap and quality necessities that can be accommodated in their constrained household finances.
	Demographic Segmentation
	The primary target markets will be families with children, retired persons on fixed income, students, and low to medium-income working adults (Wu, 2025). They constitute a sizable portion of the standard clientele of Sainsbury’s and regularly buy basic groceries and home goods.

	Psychographic Segmentation
	Everyday+A a practical, cost-conscious segment is seeking stability, convenience, and simplicity of choice (Clark et al., 2021).  They do not spend money on high-end brands, but they demand quality, cleanliness, and consistency of the trusted supermarket brands.

	Behavioural Segmentation
	These shoppers are very price sensitive, and they always seek value. They keep track of deals, Nectar loyalty points, and favor shops that have frequent deals, price clarity, and reward programs (Sahidi and Nadda,2025). 

	Geographic Segmentation
	Mostly, Everyday+ focuses on city and suburban regions in the UK where living expenses are on the increase. (Mkansi and Nsakanda, 2021). The households in these regions are numerous, and they focus on saving money and spending it efficiently


1.2.2 [bookmark: _Toc214443880]Targeting Strategy 
The target market of the Everyday+ of Sainsbury’s is the UK household with a low price bracket who want to acquire reliable everyday products at continuously low prices. The target group primarily comprises young families and middle-income consumers who are on a tight budget but are not ready to reduce quality expectations. (Mkansi and Nsakanda, 2021). The second group of the target is a student population and individual professionals who want to limit their income but still rely on it.
This is a very large and influential segment since the majority of households in the UK are being hit by the current cost-of-living crisis. These consumers are rational, careful, and conscious, and they would rather patronise proven brands of the supermarket instead of unknown discount stores (Tsang et al., 2021). Everyday+ is an affordable and smart product that allows customers to save more and worry less. Through the focus on convenience, loyalty rewards, and price transparency, Sainsbury’s could retain its loyal shoppers and be able to attract the shoppers moving to the discount competitors. 
1.2.3 [bookmark: _Toc214443881]Differentiation 
There are no other value ranges that can match Everything + of Sainsbury’s since it provides lower prices, but with good quality and responsibility. Although the competitors, like Everyday Essentials of Aldi or Tesco Value, are only concerned with the low price, Everyday+ keeps the reputation Sainsbury’s has on trust, freshness, and responsible sourcing (Yanchuk et al., 2020). The brand has a colour-coded packaging that conveys the message of honesty and convenience, and the labels focus on the fact that the ingredients are sourced in Britain and the packaging is recyclable.
Nectar loyalty points are also obtained with every purchase, and they help keep Everyday+ close to Sainsbury’s overall reward system and motivate customers to shop regularly. This aspect gives emotional rewards to the customers as they save after being rewarded. Everyday+ will make sure that shoppers do not feel that reduced prices are the standard (Ertimur and Coskuner-Balli, 2021).  The combination of low prices, transparency, and the reliability of the brands allows Everyday+ to form a distinct point of differentiation in an otherwise saturated market.
1.2.4 [bookmark: _Toc214443882]Positioning 
[image: ]
The positioning map shows that the four leading UK supermarkets, which are Tesco, Waitrose, Asda, and Aldi, differ in price and the quality of service. Waitrose lies in the high-service and high-end segment, which shows its premium pricing and high customer experience priorities. Tesco is placed in the middle price and middle-service segment and is providing a balance between the price and the quality of the service by offering a variety of products and reward schemes. Asda is in the bracket of less expensive and moderate service, which is keen on lower prices and value-oriented money and reasonable service standards. In the lower and middle-cost range, Aldi is one of the illustrations of the discount retail model, which does not focus on providing widespread service but on low prices and efficiency. 
2. [bookmark: _Toc214443883]Element 2: Marketing Mix (4Ps) 
2.1 [bookmark: _Toc214443884] Product 
Sainsbury's Everyday+ product strategy is aimed at providing regular grocery and household products that deliver the same quality at genuinely low prices (Sainsbury s.uk. (2025).  Its assortment would cover packaged food, canned goods, cleaning goods, toiletries, and kitchen basics, all of which are carefully chosen to be appropriate to the everyday needs of UK households. All products will have similar standards of Sainsbury’s in terms of safety, freshness, and quality, and very simple materials and packaging in order to cut production expenses.
The core product is the advantage of affordability, trust, and convenience, where families will be able to shop without being wasteful (Boz et al., 2020). The real product is the Everyday+ range itself, which is convenient, reliable, and can be found in the categories with which the consumer is actually familiar. New services to be added to the augmented product are Nectar reward points, home delivery, and sustainability messages, which further boost the brand value perception. The packaging will be designed using recyclable substances, which are labelled to create environmental awareness (Herbes et al., 2020).  Clean, contemporary designs with warm orange and white colors will keep the brand affiliation and look friendly and sincere. 
[image: A employee walks inside a Sainsbury’s supermarket in Richmond, west London]
Source: (Sandle, 2022)
2.2 [bookmark: _Toc214443885]Price 
Everyday+ will take the value-based pricing strategy, which ensures that there is a balance of affordability and reputation of Sainsbury’s as being able to deliver reliable quality. They will differ slightly from Aldi and Lidl in terms of price but lower than Sainsbury’s in the mid-range labels, so that the customers will view Everyday+ as a low-cost product but with a degree of reliability (Zhou and Bai, 2025). This is not aimed at making the image seem cheap, but rather developing a fair-value image based on regular savings in all categories. Clear shelf tags and offerings will make the comparison of prices easier, and the customer will know the actual worth of every purchase.
Members of Nectar will enjoy small rewards of loyalty when purchasing Everyday+ products, which will make them buy the products again and again (Ertimur and Coskuner-Balli, 2021).  When Sainsbury’s is undertaking national promotions or campaigning on cost of living, it will rely on price-matching and a short-lived discount to capture and maintain interest. 
[image: ]
Source: (Roy and Gill, 2025)
2.3 [bookmark: _Toc214443886]Place 
Everyday+ will adopt an all-inclusive multi-channel distribution strategy which will ensure maximum accessibility, visibility, and convenience to all the UK customers. This is aimed at making sure that the shoppers have easy access to and buy the Everyday+ products where and how they want to shop (Sheth et al., 2020). The entire range will be available in all Sainsbury’s supermarkets that are large and smaller local branches and selected convenience stores, so that the key to both urban and suburban shoppers is reached. This extensive in-store presence will bring the brand to the attention of the millions of customers who visit Sainsbury’s every week.
Moreover, to their physical outlets, it will have full availability online on Sainsbury’s website and mobile application, which is integrated with the existing e-commerce and grocery delivery platforms of the company (Sainsbury’s.uk. (2025). This would allow customers to window shop, compare prices, as well as order the products at anytime, anywhere. 
Within stores, Everyday+ will be given a special shelf space and clear signage using the orange-and-white colour scheme and brand slogan, which is also the Affordable essentials, every day (Ahmed et al., 2022). The products will be positioned in such a way that they are at eye level to make them noticeable and assist customers to readily distinguish the range among the competing products. The packaging design will be aggressive but minimalistic which will represent its value and the openness. This multichannel solution enables Sainsbury’s to offer the ease of shopping online with the strong security offered by in-store retailing.
 It also assists Sainsbury’s to remain closely connected with the customers on various touchpoints, including online loyalty in the form of Nectar points. Making accessibility, affordability, and convenience to overlap.
2.4 [bookmark: _Toc214443887]Promotion 
The marketing mix that will be employed in the promotion strategy of Sainsbury’s Everyday + will be a combination of both digital and traditional marketing tools so that the broad and diverse audience is reached efficiently (Gielens et al., 2021). The general objective is to convey the themes of value, reliability and family support, in that regard, portraying the actual financial burdens that most UK households are exposed to today.  Sainsbury’s will advertise Everyday+ on trending social networks in the online environment, including Facebook, Instagram, TikTok, and YouTube. 
These outlets will contain short video clips and interactive posts of actual family enjoying quality products at reduced prices. The message will be promoted under the hashtag of Everyday Smart Choices and will invite the customers to share individual stories of the savings, meal suggestions and experience with the range (Wu, 2025).  Partnerships with family-oriented influencers and budgeters will be used to make younger consumers more authentic and engaged.
The offline marketing will entail the in-store banners, product displays, point-of-sale posters and weekly catalogues that will indicate the special offers and product benefits. Advertisements through television and radio will help in developing the promise of the brand with the slogan: Everyday+ of Sainsbury’s quality in every home. The range will remain visible and relevant all year with seasonal campaigns like Back-to-School Savings, Winter Warmers and Christmas for Less. Sainsbury’s will also be able to build its reputation through charities and food bank, as well as community donation drives, which will also increase its public relations strength.
These will assist in creating the image of the company as a socially responsible retailer, which is concerned about the well-being of people (Clark et al., 2021). The combined promotion approach will build a long lasting trust and loyalty through emotional narration and delivery of unambiguous value messages.

[image: ]
Source: (Author)
3. [bookmark: _Toc214443888]Element 3: Marketing Strategy Pitch 
Everyday+ is a low-end sub-brand proposed by Sainsbury’s to serve the UK modern family smartly and affordably. That is what is captured in its tag line, Smart Value of Everyday Life, the combination of quality, trust, and affordability (Sahidi and Nadda, 2025). The logo design is a simple plus symbol, clean white text with soft orange background and symbolises positivity, progress and daily support. The brand is responding to an apparent issue of increasing living expenses that many households are feeling that compels them to go to discount retailers whose quality and service is often questionable.
Everyday+ offers a viable alternative by offering cheap prices and the quality and integrity of Sainsbury's.  Its value statement is one of reliable quality that is available at transparent prices and can be easily accessed both in-store and online. The brand is able to convey the message of emotional reassurance, that saving money can still be comfortable and dignified (Ertimur and Coskuner-Balli, 2021).  The emotional appeal, save confidently, live comfortably, promotes hope and tranquility in hard economic periods. Everyday+ also allows customers to shop with the assurance that they will be able to operate with their budgets as well as purchase with the knowledge that they are dealing with a well-established British supermarket that knows them all along with their needs.
Try Everyday+ now and find out how it can save you a lot of money with little effort.
[image: https://underthemedian.com/wp-content/uploads/2023/02/Small-Changes-Post-Cover-Photo.png]


4. [bookmark: _Toc214443889]Element 4: Reflection 
The process of coming up with the marketing mix of Sainsbury’s everyday+ was interesting and a worthwhile learning process. It enabled me to blend theory and pragmatic business concepts as I concentrated on the real social and economic circumstances in the UK. I also got to know that a successful brand is not necessarily reliant on luxury or newness; in some cases, the most significant effect is made when it comes to the realisation of simple human desires like affordability and trust. This project helped me to reinforce my knowledge of the STDP framework and the 4Ps marketing-mix model. The use of these tools on a real organisation has shown how the systematic analysis of a given idea can be turned into a logical plan (Zhou and Bai, 2025). 
Segmentation and targeting allowed me to understand how to create a definition that is accurate on what the customer groups are and how to create messages that directly address the motivation of the customer groups. The 4Ps analysis assisted in mapping strategic thinking into operational activities, down to pricing and packaging, staff behaviour and process design. Among the main lessons learned, the sensitivity of prices in the current market context should be noted. Consumers are no longer using quality as the sole criterion to examine the products; they are balancing emotional comfort with financial constraints.
Everyday+ thus, was required to be placed at a prudent point to be both logical and emotive. When coming up with this brand, I learned that I need to consider the reasons why customers make certain purchases as well as how they feel after making certain purchases. Project also helped me to increase my awareness of integrated marketing communication. A proper coordination and planning is needed to create a uniform message between digital platforms, stores and packaging. Everyday+ should have one unanimous voice that is, Sainsbury’s is concerned about your everyday life. I came to know that brand integrity relies on all minor details such as colours, words, and the customer care tone to reflect this message.
The other lesson was regarding the social responsibility and sustainability and a cheap brand should be able to act morally. Everyday+ is packaged in recyclable materials and encourages sourcing in an energy-efficient way. This also reminded me that responsible practices do not belong to premium products only that they can and ought to appear in the value range too. The dilemma of cost-management and handling the environment is a challenge and a possibility to develop loyalty in contemporary mindful consumers (Tsang et al., 2021). 
Personally, this assignment enhanced some of the professional capabilities. I enhanced my skills in strategic thinking, critical thinking, and writing. I also gained a clearer insight into the impact of marketing decisions with the brand image and economic results. In order to repeat the project, the main aspect I would incorporate is primary consumer research, which refers to survey or interviews to prove that there is an assumption on customer behaviour. It taught me that creative thinking has to be strategic and marketing can be used to bridge the gap between empathy and rational decisions. Everyday + is a brand that is founded on the consideration of the economic and emotional life of the customer (Sheth et al., 2020).  
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SAINSBURY'S EVERYDAY- SMART
VALUE FOR EVERYDAY LIFE ,

SAINSBURY'S EVERYDAY+ —

Introduction
Everyday+ is a low-end sub-brand by
Sainsbury’s designed for the modern UK
family.
It offers quality, trust, and affordability to help
people manage rising living costs.

Emotional Appeal
¢ Message: “Save confidently, live
comfortably.”

* Gives emotional reassurance —
saving money can still feel
dignified.

+ Promotes hope and calm during
economic challenges.

Why Choose Everyday

Save more without sacrificing quality

Shop confidently with a trusted British brand
Enjoy comfort, trust, and value every day

Try Everyday+ now and discover how you can save money with little effort!
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