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Introduction

Founded in 1869 Sainsbury's boasts a position among leading British supermarket
chains by running more than 1,400 stores across the country. The organisation
maintains an established position because its stores deliver premium groceries along
with household goods and financial services. The company offers three major brands
known as Argos and Habitat and Tu Clothing because it continues to strive for
extensive consumer accessibility at affordable prices. As digital transformation
increases in priority Sainsbury’s achieved online shopping coordination with physical
stores to deliver modern customer experience requirements (Buil, De Chernatony and
Hem, 2022). The central declaration of Sainsbury's brand identity is "Live well for less"
since it connects directly to customers who care about price, quality and convenience.
The company demonstrates innovative market adaptability through its business
expansion across multiple sectors which demonstrates its capacity to address
changing customer preferences. Today, firms invest substantial resources to develop
names with a favourable image. Among other advantages, a positive image facilitates
business expansion through brand extensions. Thus, product introductions with the
same brand name are able to leverage the brand image, brand awareness and, on
the whole, brand equity obtained in the established markets (Cavusgil and Zou, 2020).
The proposed Sainsbury’s Travel & Leisure brand extension would combine all travel
and leisure services into a single booking platform for customers. Sainsbury’s plans to
expand through a brand extension that will make the company a lifestyle-focused
brand by entering the travel services market worth more than £49 billion within UK
borders in 2023. This report evaluates the strategic worth of extending Sainsbury's
brand operations by studying market segments along with target demographics while

using strategic positioning methods and detailed marketing mix strategies.



Brand Extension

Brand-extension strategies enhance the success chances of new products, even
though they expose the brand image to dilution risks. Organizations frequently follow
brand-extension strategies, trying to leverage current brand associations. Sainsbury’s
Travel & Leisure functions as a proposed service-based brand expansion which lets
customers organise and schedule detailed travel experiences, including flights
together with hotel stays, in addition to combined packages and leisure activities
through Sainsbury’s brand access (Bridges, Keller and Sood, 2020). Through the
Sainsbury’s website and mobile application, users can access this one-stop travel
planning extension, and select in-store kiosks will also offer access to it. Sainsbury’s
achieves competitive prices with member deals and Nectar points redemption by
establishing strategic partnerships with travel aggregators and airlines, together with
hospitality providers.

The proposed travel service extension fits Sainsbury’s fundamental brand identity
because it delivers easy access combined with affordable solutions and focused
customer care. Sainsbury’s travel expansion aligns with its business diversification
plan since consumers now prefer bundled services together with digital convenience
following pandemic disruptions. The data from Statista indicates that UK outbound
travel expenditure surpassed £58 billion in 2023 because customers hunt for
comprehensive booking platforms (Martinez and De Chernatony, 2024). Sainsbury’s
can benefit from customer demand by providing travel convenience and by using its
trusted network and weekly customer base exceeding 18.5 million.

Sainsbury’s Travel & Leisure operates as an essential market innovation that merges
supermarket lifestyle solutions into the travel service market. The competition at Tesco
has cooperated with travel businesses, yet the company lacks a complete travel
experience available under its branded platform (Martinez, Polo and De Chernatony,
2020). By providing this connection, Sainsbury’s takes advantage of being first to
establish a unified process that guides customers from their daily shopping to their
future travel arrangements.

The growth is crucial since contemporary clients' lifestyles are changing. Modern
customers want companies that simplify life management and provide multi-category
services. Sainsbury's Travel & Leisure turns the food and home store into a life-

enhancing brand. The emotional connection between Sainsbury and leisure,
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relaxation, and discovery creates dedicated customers who go beyond basic
purchasing demands. With this addition, Sainsbury's encourages omnichannel
development. The booking mechanism worked in stores and online grocery checkout
systems. Seasonal promotions and reward programs allow Sainsbury's to provide
vacation packages that cross business touchpoints. Strategic alignment via
consumer-focused innovations and sustained brand distinctiveness make the

expansion a meaningful potential for Sainsbury's future growth.

STP for Sainsbury’s Travel & Leisure

STP in marketing stands for segmentation, targeting, and positioning. These three
basic steps dictate how marketers can identify the right customers, serve them the

right messaging, and give them the information they need for successful targeting.

Segmentation

Group your customers based
on geographic, demographic,
behavioral, psychographic
factors, etc.

STPMODEL

Targeting

Identify which segment to
target by evaluating their

commercial attractiveness

Figure 1: STP Model
Source: (Borden and Kotler, 2021)
Segmentation

To effectively reach and serve its target audience, Sainsbury’s Travel & Leisure adopts
a multidimensional segmentation approach, recognising the diversity of customer

preferences in the travel and leisure market.



Demographically, the primary focus is on individuals aged between 25 and 55 years.
The travel market attracts mainly young professionals, together with dual-income
families and early retirees, because these groups demonstrate steady income
alongside a strong interest in travel. Statistics from the UK Office for National Statistics
demonstrate that individuals between 30 and 49 years old make up the biggest group
of travellers who spend money overseas, thus establishing their business potential
(Borden and Kotler, 2021).

Geographically, the service delivery will begin in UK metropolitan areas as well as
suburban locations, which match existing Sainsbury’s digital and physical
infrastructure. Areas that use internet technology extensively, along with mobile
devices, are crucial for building an effective tech-based travel booking system,
according to the findings from the geographic regions.

From a psychographic perspective, Sainsbury’s targets customers with a modern,
convenience-driven lifestyle. Such consumers seek brands that provide seamless
service and digital connectivity and reward companies that combine time-saving
benefits with good value (Borden and Kotler, 2021). The mix of family time and
aspirational experiences, together with work-life balance interest,s makes these
consumers welcome bundled travel packages.

Behaviorally, through segmentation strategies, the company addresses individuals
who often travel and take seasonal getaways. It also seeking convenient solutions
and financial advantages with loyalty programmes. Sainsbury's should target frequent
consumers who will demonstrate positive behaviour if the business integrates its
Nectar points programme to offer discounts and vacation enhancements. The
incentives establish a direct connection that links normal shopping activities to

vacation purchase dreams.

Targeting

The Sainsbury’s marketing strategy targets three distinct segments to enhance
customer contact and relevance through a segmentation approach. Young
professionals between 25 and 35, along with couples who fit within this age range,
form Sainsbury’s initial target market. The digitally connected section of consumers
places importance on quick alterations and instant promotions, and first mobile-based

reservations and booking systems. The weekend getaway bundle,s along with city
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explorations and application-based bargain offers, will make Sainsbury’s successful
at obtaining these consumers (Malhotra, Sivakumar and Zhu, 2022). The flexibility,
along with the digital convenience of booking, attracts such customers who prefer
quick decision-making. People aged 30—45 with school-aged children compose the
second target demographic for the travel services. The segment chooses value and
reliable operations along with straightforward organisational capabilities. The
company aims to reach family segment customers through straightforward booking
systems while providing family packages combined with seasonal specials, along with
insurance and child-friendly locations. The combination of these services creates both
value perception and easier customer journey processes. Early retirees aged 50 and
above seek well-organised holidays such as cruises or cultural experiences during
their longer retirements (Gandy, 2020). The buyers view Sainsbury’s brand as
trustworthy and value its excellent customer service due to features which are intrinsic
to its existing identity. Through personalised loyalty-driven promotions targeted at its
18.5 million Nectar cardholders, Sainsbury's establishes stronger connections with all

identified customer segments.

Positioning

Sainsbury’s Travel & Leisure will present itself as "Your dependable travel partner
between groceries and vacations.” The positioning creates a connection between the
current retail identity of the company by enabling customers to pivot toward lifestyle
management as they seamlessly plan their travel through a dependable service
system.

Three interconnected dimensions form the competitive advantage of Sainsbury’s
Travel & Leisure. Sainsbury's integrated their customers' booking experiences so
users can schedule vacations during their normal grocery trips or throughout their
loyalty programme usage. Sainsbury's reputation for quality and service stands as its
main competitive advantage because it positions the company differently against
unknown online travel agencies (Gandy, 2020). The third aspect of value-driven
convenience presents tailored options that connect affordable solutions with easy

accessibility.



Brand Trust

A

TUI
©
» Value for
Budget Money
Unfamiliar OTA sites
aggregators ®
o

Figure 2: Visual Representation of the Positioning (Positioning Map)

The business positioning appears as a two-dimensional chart which illustrates its
position. On the X-axis (Value for Money) and Y-axis (Brand Trust), Sainsbury’s
Travel & Leisure occupies the top-right quadrant, differentiating itself from budget
online travel agencies (low trust, high value) and premium services like TUI (high trust,

less price flexibility) (Simkin, 2023). Lesser-known aggregators fall into the bottom-left

guadrant.

This strategic placement positions Sainsbury’s beyond basic booking solutions

because customers perceive it as a dependable lifestyle brand providing great value,

which naturally appeals to current Sainsbury’s users.



Customer Personal Profile

Demographic:

Sophie

- Income: . — : :
Location: £60,000 Occupation: Education: arital Status:

Urban household Marketing Postgraduate Married with
(Manchester) RS Manager degree one child

Psychographic:

Buying Behaviour: Rational but loyal; values
bundled offers

Aspirations: Work-life balance through
curated travel experiences




Description

Sophie, who is a 35-year-old professional living in Manchester. Being married with a
child alongside her salary of £60,000 per year. As the marketing manager of her
company, Sophie demonstrates an important demographic profile by being highly
educated, together with stable work and solid financial stability. Working professionals
aged 30-50 are recognised as the most loyal holiday bookers by the ABTA's 2023
Travel Trends report; hence, this demographic constitutes a central market for leisure
travel.

Sophie makes behavioural choices based on her deep preference for simple access,
along with the ability to manage things through technology. Her buying ideals mirror
Sainsbury's because she prefers firms that simplify her everyday operations and
reward repeat consumers. Since she uses Nectar points, she chooses travel
arrangements that combine payment flexibility and allowing point usage to avoid
switching service providers. Sophie rationally arranges her purchases yet feels
strongly connected to family-oriented and personalised products. Sophie strives for
balance and enrichment. She buys travel to improve family health. Sophie chooses
Sainsbury's vacation & Leisure for its trusted retail experiences and meaningful

vacation experiences.

Marketing Mix Strategy

Product, Price Place, Promotion, People, Process, and Physical evidence are the 7
Ps of marketing mix. The same mix can also be considered for online marketing mix
as well. Below we are discussing each P and how it contributes to effective marketing

strategies.

10



PROMOTION PROCESS
o. .2 |
w | PEOPLE

PRODUCT

| = e
1" The 7 Ps of Marketing

PLACE PHYSICAL
EVIDENCE

Figure 3: 7 Ps of Marketing Source: (Singh et al., 2012)
Product

The first P, Product, refers to the goods or services that a business offers its
customers. In other words, the product is the physical or intangible offering that a
business sells to its customers. Sainsbury’s Travel & Leisure provides a service-based
digital platform for customers to search and book their travel needs, including flights
and hotels and holiday destinations and leisure experiences. The core service
provides streamlined simplicity that integrates directly with Sainsbury’s operations.
Augmented features include personalised recommendations based on user data, as
well as Nectar point rewards and exclusive seasonal deals (Singh et al., 2012). The
platform provides customised vacation bundles across specific customer groups,
which include families seeking leisure time and adventure seekers, and those chasing
relaxation because consumers desire customised recommendations, and the platform

maximises relevance alongside convenience to build stronger brand loyalty.

Price

The Price element of the 7Ps covers the cost of goods or services. The price is the
amount of money that customers pay for a product. It is important to set a price that is
both competitive and profitable. The business will follow a value-based pricing
strategy, which combines competitive flexibility to gain the interest of middle-to-upper-
income families. Sainsbury’s will use dynamic pricing algorithms to control prices
based on demand patterns and summer/fall cycle,s together with loyalty programme

levels in the price-attentive leisure travel sector. Special perks will boost perceived
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value through the combination of double Nectar points after bookings and early
discount offers, and package deals. The data from Statista shows that 48% of UK
consumers prioritise price while choosing travel options for 2023 because they require
clear and competitive rates for their bookings (Simkin, 2023). The identified customer
segments will receive different levels of willingness-to-pay using basic premiums and

exclusive deal offerings.

Promotion

The Promotion element of the 7Ps pertains to the communication strategies employed
to make potential customers aware of and attracted to the product. To increase
customer awareness and purchase rates, Sainsbury's will use integrated marketing
communications. The corporation will use its whole client database to provide
personalized Christmas promos via email. Sainsbury's wants to link shopping to
Christmas planning by deploying digital displays and mailing promotional fliers. Social
media ads, Search Engine Marketing, and influencer campaigns will reach younger
markets (Cavusgil and Zou, 2020). Customer urgency will result from "Summer
Escapes” and "Winter Wonderland Deals" marketing. Sainsbury's insurance and
banking promotions partner with Holidaypro.com to boost consumer value and fit the
company's lifestyle image.

Place

The Place element of the 7Ps refers to the distribution channels of the business. It can
be a physical store, an online store, or a combination of both. The goal of this P is to
make the products easily accessible to customers. The travel and leisure division of
Sainsbury’s utilises omnichannel distribution platforms for its services. Sainsbury’s
website and mobile app serve as the main booking platforms to ensure customers
access services twenty-four hours a day. The integration into Sainsbury’s mobile app
will enable customers to combine trip booking with their grocery order management
for added convenience. Travel service kiosks located at select flagship stores will offer
customers both face-to-face travel consultation with advisors and help for bookings
through physical presence points to establish reliability (Borden and Kotler, 2021).
Through 18.5 million Nectar members and local store outlets nationwide, Sainsbury's
will control digital and in-store connections to serve customers across different

shopping behaviours.
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Process

The Process element of the 7Ps refers to the procedures and steps involved in
delivering a product or service to the end-user. It is important to streamline the process
and make it as efficient as possible. Service delivery must offer basic answers quickly
and transparently. The booking procedure will only need five steps: searching,
customizing, selection, money processing, and booking verification. Automated FAQSs,
Al chatbots, and human customer assistance will streamline the process. Sainsbury's
will provide real-time reservation updates, let users control their itineraries, and enable
easy modifications and cancellations because consumers seek travel flexibility
(Malhotra, Sivakumar and Zhu, 2022). Flexible booking options were the top priority
for 70% of Expedia's 2023 study of travelers.

People

The people are the employees, customers, and other stakeholders who interact with
a business. It is important to create a positive and memorable experience for these
people. Clients' service impressions rely on staff performance. The curriculum teaches
travel advisors, customer service reps, and digital support workers reservation system
and relationship management abilities. The interactions service workers manage
influence consumer happiness. Thus, Sainsbury's employees must be trustworthy,
efficient, and customer-focused (Malhotra, Sivakumar and Zhu, 2022). Continuous
training and customer satisfaction-based pay will ensure service quality consistency
across all client interactions. Frontline staff members are authorized to handle minor
customer complaints and extend goodwill activities individually, improving their

response time and credibility.

Physical Evidence

Lastly, the Physical Evidence element of the 7Ps refers to the tangible aspects of a
product, including packaging, branding, and more. Digital services need real proof to
build trust with customers. A consistent professional branding across all online
platforms using Sainsbury's logos and color schemes will create consumer
confidence. Store-based travel kiosks will have modern interiors to provide clients a
trustworthy and high-quality image (Singh et al., 2012). Booking confirmations, travel
paperwork, and promotional materials follow a cohesive design to strengthen
Sainsbury's brand identification as a lifestyle solution provider. According to
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TripAdvisor, 79% of travelers base their decisions on social evidence, thus Sainsbury's
will prominently display customer reviews and testimonials on its booking sites to

attract new customers.
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Conclusion

The recent brand expansion of Sainsbury’s Travel & Leisure comes at a perfect time
since it fits with modern customer trends and the changing retail environment. The UK
travel market entry at £58 billion allows Sainsbury’s to maximise its current brand
power and trusted infrastructure to launch travel services that expand brand portfolio
opportunities. The brand extension establishes a seamless connection with its “Live
well for less” concept while adhering to rising market demand for integrated value-
based services under established branded platforms (Gandy, 2020). The outlined
segmentation and targeting, and positioning methods create a specific solution for
three market groups representing young professionals, families, and early retirees
because each segment shows strong requirements for dependable travel services.
The marketing mix approach's multi-channel locations, personalized pricing
structures, loyalty benefits, and fast delivery promote this brand position. Fresh
seasonal marketing and real-time, data-driven customization are essential for
Sainsbury's (Gandy, 2020). Long-term success requires consistent, high-quality
execution across digital and physical media. Partnerships with major travel operators
and dynamic product packaging will boost Sainsbury's Travel & Leisure's
competitiveness. Sainsbury's Travel & Leisure can boost consumer engagement
beyond retail by becoming a lifestyle destination. The brand acquires distinctive
positioning by expanding into other industries, which leads to sustained company

success via comprehensive customer value-based initiatives.
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