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Globalisation denotes the increasing process of internalisation of various markets regarding services as well as products, different modes of production, competition, corporations, various financial systems, industries, and technology. It might describe the increasing independence of the global economy, culture, as well as population that was caused by the cross-border trade in technology, people, product, information, and many others. Globalisation has a profound impact on the market strategy of the business organisation. Sainsbury's is a reputed company operating in the retail industry of the United Kingdom. Currently, the company holds the second position in the supermarket chains of the country. The present essay discusses the marketing directions of the company for the creation of customer value. At the same time, it discusses the impact of globalisation on the business of the company. 
[bookmark: _Toc67770409]Discussion
Hosseini and Shabani (2015) noted that the fast-moving marketing world needs a shift from an orientation towards the product to an orientation towards customers. Customer value is significant regarding the measurement of the worth of a product or a service compared to the possible alternatives available in the market. It denotes the feelings of the customer regarding the product compared to the price paid to the company.  For example, the customer starts regretting purchasing a product if they feel that the price of the product overweighs its benefits especially in times when the competitors of that particular brand offer a product of better or similar quality at a less price. A proper evaluation of the customer value and the way of its calculation helps in the reduction of friction with the experience of the customer. 
The companies use various strategies like the 4Ps, 7Ps, or 8Ps of marketing. Jain (2013) has pointed out that the basic reason regarding the utilisation of the marketing mix is to easily handle the procedure along with separation of the marketing process from other operations of the organisation. It could change the competitive position of the company. Sainsbury’s has given proper attention regarding the customer value for ensuring its profitability. The company has adopted a policy of 7Ps of marketing in this regard. The major 4Ps of marketing are product, price, place, and promotion. The other 3 Ps are people, physical, as well as the process.
As per Trimanto et al. (2016), the quality of the product as well the price have a major impact on the customer value. The company has a wide range of offering for the customers under the product strategy of the marketing mix. The company focuses on innovation regarding the products as well as quality management, the development of the new types of products, increasing the existing product range, and many others. Presently the company offers a vast array of 30, 000 products among which 20% are its brands. The quality of the products offered by the company is of great quality. 
The food products offered by Sainsbury’s vary in taste, and quality. The company offers a premium quality range of food products starting from ready-to-eat food items to bakery items, known as the “Taste the Different” range (Sainsbury’s, 2021). The range includes products such as Mafalda Corta, Linguine, Conchiglioni, and many others. It also offers an organic product range including food items that were grown organically and the consumers could get the natural flavour of the item while consuming the product that is known as “So Organic”. It includes semi-skimmed milk, whole milk, mature cheddar cheese, and many others (Sainsbury’s, 2021). The company offers various food items that are low in fat content and hence, desirable for many consumers known as the “Be Good To Yourself" range. This range comprises products such as soured cream, Houmous, Beef Lasagne, and many others (Sainsbury’s, 2021). The company also offers gluten-free food items for its health-conscious customers.  
Sainsbury’s has earned fame regarding clothing line, kitchen products, as well furnishing. The company has adopted the policy of biodegradable packaging, thus emphasising the environmental concerns. It sells various organic fruits belonging to its label in trays that are biodegradable. As a result, the customers reflect happiness regarding the products available in the market. Aluko and Knight (2017) observed that the early development regarding the identity of the brand has been critical for the survival of the company as it ensured Sainsbury’s for becoming successful as well as adding diversity into the range of products.  
Hinterhuber and Liozu (2014) noted that some companies focus innovation in pricing as much as the innovation regarding the products. The pricing strategy of Sainsbury’s focuses on providing value for money to its customers. The company emphasises the maintenance of the quality of its products ensuring the retention of the customers. The company follows a policy of competitive pricing for the market of the UK instead of the policy of price cutting. It uses the policy of price discrimination regarding the product positioning and obtains the premium price while positioning itself in the market. The products for the kids offered by the company are comparatively low despite their high quality. Hence, the products could offer value for money to the customers. (Picture referred to Appendix).
Sainsbury’s has approximately 600 supermarkets as well as more than 800 convenience stores (Sainsbury’s, 2021). Among such stores 45 provide a24 hours for 7 days service to their customers. On the other hand, the others are open up to midnight on Friday. The company also provides a home delivery regarding their products that could be placed online through a phone call or on their website. The company handled the process of distribution initially on its own. However, it decided to give the contract to its distribution to various specialists such as NFT and DHL after 1970 due to some friction with its drivers (Sainsbury’s, 2021). The company has 13 regional centres for distribution as well as 2 centres of national distribution.
Sainsbury’s has adopted the promotional strategy of above the line as well as below the line for drawing the attention of the customers and establishment of a great brand name. As per Bergkvist et al. (2016), many companies spent a considerable amount of money as a promotional strategy. Hence, Sainsbury’s also focused on the promotional strategy by celebrity endorsements such as celebrity chef Jamie Oliver or footballer David Beckham. The company broadcasts media like radio and television for communicating the image of its corporate culture. Sainsbury's focuses on sales promotion, packaging, as well as database marketing. 
The company launched the 'Nectar reward card' for the enhancement of its sales and the establishment of customer loyalty (Sainsbury’s, 2021). The reward card helps the customers of the company for earning points on their every purchase at the company store. The customers could redeem the points earned in their next purchase. The process helps the company in creating a great database regarding their development and maintenance of the customer database. Thus, they could send great offers to the segment of the targeted customers. At the same time, it offers a voucher scheme for its younger audience called “Active Kids” (Sainsbury’s, 2021). The company has undertaken a few social and environmental activities that help to enhance its brand image. 
Sainsbury’s has well-trained experts that have great knowledge regarding customer behaviour. The company gives first preference to its customers and understands the impact of the skilled employees. Hence, it provides proper training to the customers for the fulfillment of the organisational goals. Karim et al. (2012) revealed that training helps the company in the acquisition of skills, knowledge, as well as information for the employees of the company. Sainsbury’s has launched its Level 2 Craft skills Apprenticeship for the bakers as well as fishmongers. The new college established by the company provides leadership training to its team leaders and Store Managers. 
The customers of the present-day prefer shopping through the online mode for saving their time. Further, the outbreak of the pandemic resulted in the enhancement of the safety concern among the people of the UK. Mathews et al. (2016) noted that owing to the growth of software, increase in the sales of smartphones, and the advancement of the internet, online shopping has become easy for customers. Sainsbury’s process of online shopping is highly convenient for consumers. The company has made significant changes in the pricing as well as the delivery section that enhanced the numbers of orders and played a crucial role in enhancing the loyalty of the customers. It has established a great strategy regarding the marketing of its products and selection of the location for its new stores.  The physical evidence strategy of the company involves various types of store design for different stores emphasising the requirements of the customers. 
Sainsbury’s adopt various social initiatives that enhanced its image among the customers. Makopoulou et al. (2013) revealed that the company adopted an IPE for the improvement of the standard of physical education in the schools. It improved the confidence as well as the competence of the students regarding their own skills. It also enabled the younger generation of disabled people for leading an active life through an exclusive experience. The company supported the UN’s policy of ending poverty and creating sustainable development. As a result, the customer satisfaction of the company increased. 
Sainsbury’s aims at providing the best retailing services to the customer and motivates its employees regarding a better performance (Sainsbury’s, 2021). The Ansoff Matrix is a useful tool regarding the market expansion of a company. The four strategies related to the matrix are market penetration, product development, market development, as well as diversification. The strategy related to product development is associated with the development of a new product for catering to the existing market. It involves considerable research and development by the company with the expansion in the product range of the company. This strategy is applied when the companies have a great understanding of the existing market and are capable of providing innovative solutions for meeting its requirements. Hence, Sainsbury's has invested in the research and development of the new products for catering to the requirements of its existing market of the UK. 
Globalisation is the procedure of interconnecting the different territories that are geographically apart due to the hugely enhanced trade as well as exchange between cultures. As a result of globalisation, all parts of the supply chain are getting tied to the notions of an international market. Following the observations of Potrafke (2015), it could be stated that without the advancement of technology globalisation could not have been possible. Globalisation has been responsible for the creation of a transformative and disruptive future for businessmen as well as their employees. It offers access to the bigger markets and ensuring a comparative advantage. 
The companies that do not have international stores could be affected by the impact of globalisation. For example, such companies could get access to sources such as inexpensive raw materials. As a result, the company might get an advantage regarding cost competition. Global sourcing denotes the seeking of the cheapest ingredients from various parts of the globe. As per Jain et al. (2014), global sourcing has increased over the last decade. Sainsbury’s also depends on global sourcing that would be discussed later. 
Sainsbury’s opened Shaw’s in the USA and acquired Star Markets there (Sainsbury’s Archive, 2021). The company secured a profit of 128.9 million USD in the market of the country. The contribution of Star Markets was 7.6 million USD in the total profit of the company. However, the company faced a serious drop in sales in the market of the UK at the same time. On the contrary, the chief competitors of the company in the UK such as Asda, as well as Tesco PLC witnessed considerable growth. However, the company sold Shaw's, to Albertsons in March 2004.  
Direction (2015) pointed out that Sainsbury's decided to launch a business venture in the market of Egypt as a stepping stone regarding its further expansion in the gulf area. The company sent 64 staff from its headquarters in the country regarding the business and set up a joint venture with Edge, a famous retail group in the country. It opened more than 70 stores in the country and enhanced the stake up to 80.1% in the latter half of 1999. The company was motivated for the business expansion of the country due to the big market size, the availability of hardworking labours, as well as the positive relation between the governments of the two countries. 
Sainsbury’s opened the first supermarket in the country in 2000 and over 100 supermarkets in the area by the end of the same year. Egypt experienced commendable economic growth at that time after a long period of stagnation and became a target of the global retailers. Most of the population of that country is comprised of the middle class as well as the youth. However, Direction (2015) noted that the company's dream of expansion faded in the country with recurrent losses in consecutive years. The company's venture failed in the country as a result of the ignorance of the socio-cultural differences between the UK and Egypt. It was the wrong adoption of “place”, one of the key features of the 4Ps of marketing on the part of the company. At the same time, the wrong segmentation regarding the products as well as a wrong understanding of the demographics led to the failure of the company’s business. 
As per the power index matrix presented by Hofstede, the UK and Egypt had great differences regarding power distance, individualism, as well as uncertainty avoidance.  While the UK has a low power distance, Egypt has a high power distance.  It means that the UK emphasise more on the organisational structure with a flat and decentralised outlook. On the other hand, it could be noted on the basis of the observations of Bassiouny (2016), that Egypt focuses on the culture accepting inequity, bureaucracy, and respect regarding authority and position. At the same time, there was a great difference between the dimension regarding masculinity and femininity in those two cultures.
Following the observations of Bassiouny (2016), it could be stated that Egypt scores fewer marks in the masculinity index while the UK scored a high score in the same category. The leaders coming from a highly masculine country such as the UK shows more aggression, competitiveness, and assertive attitude. On the other hand, a country such as Egypt focuses more on the welfare of the people than material success and a nurturing attitude. 
The UK and Egypt reflected massive differences regarding the factor of uncertainty factor. Egypt is a country that showed a greater preference regarding the avoidance of uncertainty. Therefore, the employees coming from that country might reveal panic or stress regarding an unstructured condition. On the other hand, the employees coming from the UK could warm-heartedly accept changes and do not generally panic in a situation that was never faced by them in the past. The society of Egypt reveals a collectivist feature while the UK reflects an individualistic society. Following the observations of Bassiouny (2016), it could be stated that Egypt has a greater commitment to a family, group, or relationship. On the other hand, the UK places more importance on the achievement of the personal goals of an individual. Sainsbury’s could not analyse these differences between the two countries that led to its failure in Egypt. The company needs to consider these attributes regarding its expansion in the future. 
Brexit or Great Britain's exit from the European Union is one of the major concerns for the business organisations of the UK. Sainsbury's is concerned with the factor as Northern Ireland has decided to stay with the EU. It denotes that a particular portion of food items arriving in that area from the rest of the UK would be checked. The EU has determined strict regulations regarding the products having an animal origin such as milk, eggs, fish, as well as meat. Under the new circumstances, these products need to pass by a border control post with thorough paperwork and physical inspection of goods (BBC, 2020). The products need a Health certificate before their export in those countries. It might add some extra costs for Sainsbury's and the company is fearing a restriction regarding some products in the market of that country. Thus, Brexit’s impact on the global economy would also affect the economic scenario of the company. 
Sainsbury's works closely with the cultivators, suppliers, as well as growers both in the United Kingdom and at the global level. The company ensures its customers regarding the best quality of the product as it has deep knowledge of the process of procurement of the product. The company sources more than 12,000 of its branded goods from approximately 70 countries of the world (Sainsbury’s, 2021). It emphasises the ethical and sustainable production of goods in all those countries. It believes in improving the lives of others and handles the changes regarding the climate by enhancing the quality of the products and securing the product's future. 
Sainsbury's emphasise the reflection of the diversity of the communities it serves in the company, especially at the management level. The company's recruitment policy signifies its commitment towards training and the development of the colleagues, providing fair and equal treatment to everyone while they come for work. The company considers the significance of an inclusive workplace offering opportunities for employment to the members of the company’s community (Sainsbury's, 2021). The company has a few hardworking individuals that are incredibly passionate regarding their work and respects the components of cultural diversity in the workplace. Three of the employees of the organisation were recognised by the Financial Times among the 100 leaders from an ethnic minority group. It acknowledged the excellent achievement of the business community from the ethnic minority group both in the UK as well as the international level.
The biggest competitors of Sainsbury’s are Tesco PLC as well as Asda in the market of the UK. Sainsbury’s witnessed a massive decline in the fiscal year of 2016. However, the company became capable of recovering in the next year and its sales were improved. The company's sales witnessed stagnation in 2018 (Staista, 2021). The sales of the company fell in 2019 by almost 2% and the company received tough competition from small companies such as Morrisons and Aldi. Asda claimed the second position in the retail supermarket sector of the UK at the same time (Picture referred to Appendix). However, the company secured growth in 2020 and it secured more than 200 million British pounds after paying tax (Statista, 2021). 
Tesco PLC operates in 13 countries at present while Asda operates only in the market of the UK. However, Sainsbury’s needs to emphasise more on its global suppliers in order to continue to a policy of competitive price for attracting its customers. Gupta et al. (2021) noted the increased interest in optimisation of pricing as well as decisions regarding sourcing under supplier competition with disruption of supply. Competitive pricing would help the business of the company in regulating the competition by retaining the customers and market share to Asda or Tesco. At the same time, the company needs to encourage global talent to work for it and enhance profitability and sustainable growth. 
The COVID 19 pandemic had a major impact on the business on a global scale. Sainsbury's adopted several policies regarding its global suppliers at the time of the outbreak of the pandemic. The perception of the customers altered due to the pandemic and they put more focus on the safety issues related to the products. The company understood that the change in the behaviour of the consumers might have a negative impact on its global suppliers. The suppliers were left with a large stock of products that the company ordered before the advent of the pandemic (Sainsbury's, 2021). Hence, it decided to contact them as well as discuss the orders for understanding the importance of the situation. The company agreed for receiving the major part of the order it had given to them. 
[bookmark: _Toc67770410]Conclusion 
The above discussion reflects that Sainsbury’s has become successful in providing value for its customers by the adoption of the 7Ps of marketing. The company focuses on providing a vast array of products to the customers. At the same time, the company offers a competitive price strategy to the customers, celebrity endorsement, training the employees, online shopping, and many others. Globalisation has left a deep impact on the business of the company. The company does not have any international stores. However, the company was affected by the process of globalisation due to the import of raw materials from various countries across the world. The company focuses on cultural diversity in its premises that make it a wonderful workplace. Brexit as well as the outbreak of the COVID 19 pandemic had a negative impact on the business of the company. The company could consider an expansion in the global market despite the failure of its previous ventures in the USA and Egypt. 
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Appendix 
Figure 1
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Sainsbury's retail sales 2008-2020
(Source: Statista, 2021).
Figure 2
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Sainsbury's performance: customer evaluation UK 2015
(Statista, 2021)
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