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Introduction
The report ‘Marketing Assignment’ is researched on innovative strategies which help to spread the awareness about the offered brand of Sainsbury’s company. Except this, it is about managing and evaluating the customers’ journey through brand or company from starting to end point that mean from purchasing to feedback of customer after the consumption. Sainsbury’s is second largest grocery company of United Kingdom, which was found on 1869 by John James Sainsbury. The report is linked with research on depth analysis of innovative marketing strategies in operation of Sainsbury’s company which results in the impact of marketing strategies on the sale of the Company and profitability. The most important point for researching is to know that strategies are in what extent efficient and effective for spreading awareness about its offered brand and its feature. Thus marketing strategy is most important and vital tool to enlarge the dominating area of the company for distribution channel and in result maximization of profit.  
Sainsbury’s Company
Sainsbury’s company has 16.9% share of supermarket sector having revenue of 2,622.4 crores GBP. To be a number one company of the world it is necessary to experiment on its existing marketing strategies and tools. Due to high reputation, Sainsbury’s does intensive research on being adopted marketing strategy to minimize or diminish the risk of distortion of the image in the market. That’s why this report is made for presenting the pros of implementing the innovative marketing strategies, extent of profitability and the impact on the image of the company (Jones, 2016).

Marketing Audit:
Before introduction of the marketing strategy it is necessary to analyze and evaluate the existing situation of the company and response of customers toward its product. This process of analyzing and evaluation of existing strategies and its impact on output of the company is called marketing audit. In other words, marketing audit is the process of systematic, analysis, evaluation and the interpretation of the business marketing environment, both internal and external. It is about to observe its goals, objectives, strategies, principles to ascertain the areas of problem and opportunities (Grundy, 2017). Hence according the outcome of analysis marketing audit is helpful to recommend a plan of action to enhance the firm’s marketing performance.
Marketing in generalize can be termed as advertisement of the product in an innovative way to make the product in the notification. In business term, it is an approach to make plan of introduction of the product and to reach people to make them customers. It is long term plan which always consider about present and future aspect. Marketing strategy is created based on the demand of company to launch the product (Comfort, 2016). 
Sainsbury is already a well established company in the market but to sustain its position and to overcome from its weakness, it has needed to have a more visible approach to market. After marketing audit, Sainsbury can interpret its position in term of where it lacks and need to improve its market position. Marketing audit is done with STP marketing analysis that stands for segmentation, targeting and positioning respectively (Hughes, 1996). This analysis is useful for choosing new marketing strategy for the development of the company.
Segmentation means division of market in small group of same product or need. The segmentation is done for the purpose of establish link with market development. For Sainsbury segmentation is done in both areas that is geographical and behavioral segmentation. The Sainsbury’s company uses the UK region as the primary geographical segment and on a behavioral side the firm aims to push itself as a mid-tier brand. The idea here is to capture market share based on the concept of best value for money. Segmentation of market is proved profit gaining tool which help to divide the market of the company according to need of the customers with motive to maximize market share (Merton, 1996).

Targeting strategy is used to identify the target market that means by whom the product is demanded more. Sainsbury as a firm uses segmentation based on behavior which further trickle down to the company’s targeting strategy.

Positioning strategy is used to find out proposition for each segment to the sale of the product from where company can earn more profit. It is useful to check the current status of the positioning in the market. It helps to improve the performance of the Sainsbury. The core driving force here is normally how an organization positions itself from a pricing point of view (Sainsbury Annual Report, 2014). The firm uses this positioning strategy to highlight how it creates value for its consumers.

Thus STP marketing strategy gives an overview of company’s status or performance and shows its impact on customers. So by keeping this in mind, a viable marketing strategy is recommended to the company for its growth. Overall the limitation of the company’s current strategy can be indicated by its positioning strategy that is almost always impacted by discount stores and their ability to under-cut the firm's offering. Sainsbury allow leading such kind of organization which offer more discount. In result Sainsbury limit its market share as well as company growth in the market (Talbot, 2014). Except this, on the analysis it could also be seen that company was using traditional approach for promotion rather than modern approach few years back. So to overcome the limitation of the Sainsbury, implementation of new marketing strategy became essential to sustain its leading position in the market. 
Marketing Recommendation
In marketing recommendation some of the marketing strategy is recommended and through implementation of those marketing strategy Sainsbury can maximize its profit and overall market share in the market (Hillier, 2016).

Cost leadership strategy

Cost leadership strategy mean offering product at lower price. Cost leadership strategy is different from price leadership strategy. In cost leadership strategy product is offered at lower price still gives profit because of lower cost of manufacturing. Lower cost of manufacturing is obtained by bulk production of the product which incurs minimum manufacturing cost. Thus it is profitable for both the parties that is seller and buyer. Thus Sainsbury can compete against discount based organization by maximizing its profit rather than using price leadership (Vizard, 2014).

Modern approach for promotion strategy

Another limitation was traditional approach for promotional. So to terminate this problem, Sainsbury can use excessively use internet which is more effective and efficient. Social media, advertisement through T.V., radio, FM and instant notification on web browsing can be helpful to access customer and to spread awareness of offered brand with the help of notification. Traditional approach is not bad approach but it cannot be access by all people around the world and in case of online source this problem automatically settles down (Brown, 2014).
Product differentiation

Product differentiation is also effective marketing strategy which ensures increment in the revenue of the company. Sainsbury offer wide range of product for each segment of demography. If the entire offered product is added with special feature which are unique and compare with other company’s offered product then it would turn into competitive advantage of the company. Along with this, if delivered service is also provided into unique way that delight customer then it will add superior value to the competitive advantage. However, in most of the offered product Sainsbury is better than other competitors because of its high quality brand (Souza-Monteiro, 2017). 
 4 P’s of Marketing mix strategy

4P’s of marketing mix is also used to do marketing of the product to make it meaningful. For example, the Sainsbury company is offering product in food sector and child health care. So, to do marketing in these sectors of Sainsbury then there is a need of 4Ps.
Product: Product should be of high quality as now a day people are more conscious for health than price of the product. So product should be free from chemical and needs to be environmental friendly for its sustainable growth of sale.  In this example, the offered products are related to food and child health care. These both products are mostly purchased by the family head mother. So, the customer would always ready to pay for high quality product rather than lower price product with bad quality. So Sainsbury should offered high quality product (Hooker, 2017).

Price: Sainsbury should focus on price of such kind of product which is offered by most of the companies in the market. This can be done with cost leadership strategy which will help in profit maximization and to cover market.

Place: Place from where business transaction of money and product take place. It can be physical place or online place. Both places have their own importance to maximize the profit of the company. It is because of existing of each kind of customer in the world. Some of them don’t trust on online business due to offered product’s quality and some of them most like online purchasing because of busy schedule. It can be related in terms of educated people and illiterate people who don’t know to use even mobile also. But for Sainsbury each customer is important so both places are needed to maximize the profit of the company (Shankar, 2012).

Promotion: This is most important factor which must have an impact on the customers. If people are getting motivation to purchase the product then it means promotion of the product is done in right way. Online source is better and most reliable and accessible mode of promotion. It incurs less expenses rather than use of banner, hoarding and visiting different-different place. Except this, if Sainsbury start to more focus on e-commerce business with existing business then Sainsbury would be the king of the world in the market as online source is most effective to aware people of the number of brands of the products (Carpenter, 2012).

.
Merchandising strategy

Merchandising strategy for marketing is also effective to increase sale of the product. It can be recommended to Sainsbury along with its digital marketing. Merchandising strategy means the activity of trying to sell goods or service by advertising them or displaying them attractively. Because it is researched that the sales process mostly consist of communication visual process, where the vision represents 80% of the human perception, and the hearing is the 10% and the other senses as touch, smell and taste represent the remaining 10%. This means that the visual effect is crucial to sales, as customers’ participation in the buying process (Baker, 2014). It can be done in number of ways that is:
· Advertisings (displays and posters)

· Shelves 
·  Product placement
·  Using music, lighting and visual effects

Charity Work
Charity work is also a way to spread the awareness of the offered brand of the product from Sainsbury company. It is also a corporate social responsibility of Sainsbury to make reputation in the market as well as to follow its values and norms. If company’s reputation is strong then it has no need to put more effort for the marketing of the product. So, it is clear that good reputation of a company is also competitive advantage for it. Charity work is not only useful to make image of the company but also to increase the network area to get in touch with leading companies in the market. As charity organization always organize charity event, where it invite all the biggest party to attend event with the prospective support to respective organization (Williamson, 2015).
Seasonal marketing

Seasonal marketing is a way to maximize profit by using the opportunity, as in season demand of seasonal product increases. Competition increases among competitors even with small business also due to its offer product at lower price regardless of quality of the product. This happens because of high opportunity in season as each business wants to turn that situation in favor of them. Seasonal product vary according to season such as in hot weather demand of cold drinks, ice creams, cotton fabric clothes and light food etc increases while in cold weather demand of sweater, hot things, tea and coffee increases (Khan, 2014). So to turn this opportunity in success Sainsbury should focus on several factors such as 
· Differentiate the product

· Make It Personal

· Placement of product

· Employ Multi-channel Integration

· Think Local 
Thus the numbers of strategies are mentioned above, which can benefit the Sainsbury company in different-different aspect of it. It is not possible to implement all the strategies simultaneously for any company as it incurs high cost to implement this kind of strategies. Thus, on the basis of several factors the specific strategy is used to make the situation fruitful (Kakabadse, 2014). Those factors which affect the decision of chosen of the right strategy are demand of the product, competitive environment, growth of the Sainsbury, liquidity of the Sainsbury, availability of the resources such as physical (machines, buildings etc), labor and human resource which consist of highly skilled manager who can handle introduction of the strategy for marketing etc.
Stakeholder analysis of Sainsbury

The stakeholders are those individuals who are involved in business activities. Stakeholders can be inside and outside of the organization such as customers, investors, shareholders, mangers, community, Government, suppliers, employees etc. Shareholders and investors are those stakeholders who provide fund for investment to the organizations (Weiss, 2014). Managers, employees and suppliers provide their input to an organization to operate the operational activities in efficient manner. So, if they are providing their input in form of raw material, fund and work to the Company then it’s obvious that they expect something in return. The expectations may be partnership or shares in company. 

Customers

Customers are the prime stakeholder of an organization. It is essential for the organizations to give priority to these stakeholders as the profitability of an organization depends on these stakeholders. The customers allow the company to achieve its goals and objectives in effective manner. Suppose if customers are not getting quality product then they will move to other competitors, which is not good indicator for the Company. Therefore, the customer should come on first place in the Company for healthy business operations. It is necessary for the organizations to fulfill customer’s expectations (Omar, 2018). Customer’s expectation from the company may:
· Value for money 

· Attractive customer service

· A variety of products

Suppliers

Suppliers are the backward part of an organization from where the organization gets raw material for production. Sainsbury maintains healthy relationship with its suppliers across the world to make available the raw material at reasonable price with quality (Massingham, 2017). This can be done only by fulfilling the expectation of the suppliers by fair price of the raw material and collaboration with the company.
Shareholders

Shareholders make available fund for an organization to run the business operations. The business operations can be introduction of new product or new project, improvement in existing strategies and other business activities that are essential to run the business operations in successful manner. In this concern, the shareholders are the pillars that provide financial support to the organization. Shareholders have right to participate in business activities and give their opinion in concern to the business operations (Roome, 2017). In recent research of Sainsbury at 06 February 2018, the Company had been notified by the following investors for their interests in three per cent or more of the Company’s shares: 
	Major shareholders
	Number of Ordinary Shares                                              
	% of voting rights



	Qatar Holdings LLC 
                                            
	481,746,132
	21.99 



	Black Rock, Inc.
	109,699,242


	5.01




Therefore, it is necessary for the organization to retain the shareholders by fulfilling their expectations. Most of the shareholders have expectation of high dividend from the company’s overall profitability based on their share quantity. Higher dividend will attract the potential shareholders to invest in the specific company. Therefore, it is essential for an organization to keep the shareholders satisfy by providing the expected dividend from its profit to retain them for long-term with the company (Merrill, 1983). For example, if Sainsbury reduces stock prices than the shareholders would be displeased as they will get lower dividend at the end of year. But, lowering prices will be helpful in improving the relationship with customers, which will lead to more customers. Hence, the spending on reduced costs would be recovered and the company's market share would be increased. In this concern, the company is maintaining harmony in welfare of each stakeholder to run the business operations in smooth way (Maynard, 2017).

Government
Government is also stakeholder of Sainsbury as it has set of rule and regulation for business activities and transaction, which impact on operational activities of the Sainsbury. In this way, government is also associated with the Company. It is necessary for Sainsbury to follow policy, rules and regulation imposed by regional government (Jenkins, 2015). Therefore, the company is continuously operating its business without facing any legal issue.
Employees

Employees are the wheel of Sainsbury Company. They are responsible for the productivity of Sainsbury. The satisfied employees will lead to higher organizational productivity. But, in case of employee dissatisfaction the productivity of the company will be influenced in genitive manner as the dissatisfied employees will not work with full efforts. Thus, it is the responsibility of the Company to make fully satisfied the employees and give them friendly environment at the workplace (Lancaster, 2017). Employees can be satisfied by fulfilling their need and implement employee appraisal programs such as reward on outstanding work, bonus, accommodation, decentralization management and increase in base pay on regular basis.
Communication analysis

For every organization, it is important to conduct effective communication with their stakeholders. Since stakeholders are the one who can give exact feedback to the associated organization to maintain reputation in the market. In this concern, the organizations must have effective way of communication to increase the market share and growth in efficient manner (Parrott, 2017). Apart from this, communication media plays an essential role to attract the potential stakeholders. The major ways of communication are discussed as below:
Websites and online media
In today’s technical world, online source is easily accessible by people through which they get knowledge about what happening in world. Therefore, it is an effective way of communication among the stakeholders to get their feedback in efficient manner. The online platform increases spread awareness of the brand around the world. This is done by using pop up notification in social media apps, one or two minute ad before starting any video on YouTube etc.

In this way, the online source can be used to spread awareness about a specific product and communicate with the potential customers (Ramanathan, 2017). Company’s website also plays vital role in increasing liquidity for the Company. The investors will analyze the company’s performance through respective website to check Company’s performance, value, vision and revenue before taking investment decision. Therefore, it is essential for an organization to maintain its website in proper way to attract potential stakeholder/shareholders to make investment (Subramanian, 2017).
Annual General Meeting
Annual General Meeting is referred as AGM, which is formal meeting and held once in a year. The AGM is a way to communicate with shareholders in effective way as it is instant way of communication. Therefore, there is no need to wait for response. In AGM all the shareholders are invited to attend meeting. This meeting is organized to discuss on financial report, company’s performance, any raised issue, new product and strategy to compete against the competitors for development for further expansion (Park, 2017). Thus, it is a useful strategy to discuss on innovative strategies, which can change market scenario of the company. In this meeting, the participated shareholders will be free to give their opinions to resolve their issues and doubt regarding the company. However, the drawback of AGM is proxy decision making, which may arise in the absence of any shareholder. In this concern, the management must take any business decision after discussion with each shareholder.  
Conclusion
After researching number of marketing strategies for the development of the Sainsbury Company, segmentation marketing is the best strategy for a long period. According to executed time and demand of the product, company has to choose different types of strategies to make the business operations profitable. It is also analyzed that the company cannot stand in market with same marketing strategies for longer period. Therefore, it is necessary for a company to do research on the market to know the position of its product and get response from the customers on existing marketing strategies. After knowing all the factors, the company can go for implementation of new innovative strategy in successful manner. Apart from these strategies, communication media plays a vital role in attracting the stakeholders. 
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