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Introduction

Marketing is one of the major operational activities for a business. Any business, whether it is selling goods and services, needs to promote its products in order to aware of the consumers and attract them towards them. Marketing can be regarded as a promotional activity that talks about new and unique things about the products and services of a business. Not only sales but also other operational activities such as production, logistics and others also depend on the success of the marketing activities of a business organisation. A major goal of marketing is to create value for the business in front of the customers. In the market, the consumers generally prefer those business organisations’ products and services, which have been able to create a high value for them. That is why an organisation must look after the value creation towards consumers. In order to do that, the organisation must know about the recent trends in the market, requirements of the customers, their culture and emotion. All of these factors are very important for creating appropriate content for marketing. A business organisation always looks after creating content which not only says positive things about the goods and services of the company but also does not harm the emotion and culture of the customers. This is a unique way of creating value and awareness.
With the evolution of the internet and the adoption of modern technologies, different media and processes are developed for marketing. Retail organisations like Sainsbury’s are using these to gain an advantage in the marketing activities. Digital marketing is becoming highly famous these days along with social media marketing and influencer marketing. The purpose of this assignment is to analyse the role of marketing and stakeholders in a business by researching their impacts in Sainsbury's.



Consumer value creation and role of marketing

The following section will focus on the role of marketing in creating value for a business in front of its consumers. Generally, the primary role of marketing is to increase the sales for a company, aware the population about its new products and services, increase the reputation of the brand by creating values and making the brand more choosable. 
Marketing's role in business

Marketing has several important roles in a business belonging to the retail industry or any other.
     Making the consumers aware- One primary role of marketing in any business is to make the consumers aware of the new products or services of the business. A business organisation not only tries to promote its products within the existing market but also promotes them into the new markets in order to expand its business. Sainsbury’s is one of the largest retail organisations in the UK and currently the company's sourcing more than 12000 products of its brands into nearly 70 countries (Sainsbury's UK, 2021). Therefore, the marketing activities of this company play a huge role not only to inform the consumers of these countries about the new products of the company but also it spreads the promotion globally.  
      Fulfilling the requirements of the consumers- Another role of marketing is to fulfil the requirement of the consumers belonging to the pre-existing market of the business. This is an important part that increases the influence of any brand (Ramanathan, Subramanian and Parrott, 2017). Since Sainsbury’s is a UK-based organisation, it primarily looks after fulfilling all the requirements of the consumers of the UK. This increases the influence of the brand globally.
     Expanding the market- Business expansion is a major role of marketing. A business always tries to grow and expand its markets in order to become profitable and successful. This can only be possible if it is recognised by a large number of consumers worldwide. The marketing department of a business uses several mass communications tools like advertising, event marketing, digital marketing, social media marketing, influencer marketing, sales promotion, public relations programmers and several others in order to develop a good image of the brand in front of the public (Team, 2021). This creates the demand which helps in the expansion of the business. Sainsbury’s not only using the traditional modes of marketing but also has a huge presence on the internet as well as on social media. In 2020, the Christmas advertising campaign of Sainsbury’s featured Gravy Song and a themed phone call between family members was ranked as it lifted the interest of the consumers by 216% (Langford, 2021). This ensured a worldwide recognition of the brand as well as its expansion into the new countries.
    Improving product offerings-  Another important role of marketing is to improve the current product or service offering in order to match the recent trends of the market. In this case, the marketers of an organisation focus on creating utility so that the products or services can satisfy the demands of the consumers. Sainsbury’s has a well-developed product strategy that focuses on developing different ranges of premium quality products for the consumers (Kovanovienė, Romeika and Baumung, 2021). The company emphasizes organic food products which are trending in the demands of health-conscious consumers. This role of marketing also covers its packaging since it makes the products more attractive to the consumers. Sainsbury's is currently emphasising biodegradable packaging made from recycled materials. It not only increased the level of CSR activities of the company but also increased the reputation of the brand which enhances the effect of its marketing and increased the utility of its products.
 
Creating values through marketing 

Marketing consists of promotional activities of a brand and hence its primary objective is to create or increase brand value. There are several ways in which marketing can create the value of a brand in front of its customers. These are-
     Ensuring a seamless user experience- Brand value can be created or increased with positive marketing. The main benefit of creating value in front of customers is to earn their brand loyalty (Sani, 2021). Brand loyalty of a consumer can be earned by showing the positive influence of the products of the brand in the daily life of the consumer. Being a retail organisation primarily focusing on food products, Sainsbury’s using their approach towards organic food and eco-friendly packaging has enhanced the good image of the brand in front of the customers. Moreover, the social media presence of the company has increased the quality of the user experience for the brand on platforms like Facebook, YouTube and others.
     Creating individual customer value- The relationship between a brand and a customer is truly in a sense a two ways communication street. Sainsbury as a diverse marketplace essentially offers their customers a different kind of experience and other brand attractions. Sainsbury is initiated with well-structured customer responsiveness and customer-based marketing. This becomes an essential step for the brand or company to hold on to upon customers.
     Ensuring trust and protection- Nowadays, the impact of digital technology is more and people do not have any trust over the brands or companies. General issues about online payments, security lapses from email database breaches are the reasons for not trusting brands. Sainsbury essentially does their best job to protect its customers and ensure them time to time about acquiring security measures. With proper use of trusted affiliations, displaying testimonials of the customers, listing contact information, Sainsbury ensures better protection for their customers.
     Increasing mass communication- With social media platforms like Facebook, YouTube, Twitter, it becomes easy for companies to contact or connect with their customers. Public interaction is very much important in this field. Sainsbury’s most importantly never loosens the grip of holding on to customers. Sainsbury comes with greater customer services and facilities. It functionally utilizes the important aspects of mass communication and in turn, engages its customers with proper responses and information.



Stakeholder engagement and their influence on business

Stakeholder engagement in Sainsbury’s

Sainsbury deals with a variety of stakeholders. Anybody who has invested money in Sainsbury or is somehow connected to the company can be termed as stakeholders. Sainsbury’s stakeholder consists of employees, managers, owners, suppliers, customers, shareholders, government and the local community. These stakeholders of Sainsbury can be divided into two categories: Internal Stakeholders and External Stakeholders.
Internal Stakeholders of Sainsbury 
Employees: As of 2020, Sainsbury has 1,11,900 employees working in their company. These employees are the primary internal stakeholder of Sainsbury. Sainsbury's employees contribute a significant amount of work and time investment for the company. They play a vital role in defining the tactics, strategy, and operation of Sainsbury. Sainsbury continues to hire new employees and train them properly, to achieve their strategic goal. The employees are the face of Sainsbury and are the key element in the success of the company.
Managers: Managers have a considerable role in deciding the strategy of Sainsbury. They not only hold an important position in decision-making for Sainsbury's operation but also are responsible for the decisions made (Kujala, Lämsä and Riivari, 2017). They act as a connecting link between the board of directors, shareholders, and the company itself. The ability of the managers determines the current growth rate of Sainsbury.
Owners: Sainsbury Supermarket Ltd owned by J Sainsbury Plc is the second-largest supermarket chain in the UK and holds a 16% share in the supermarket sector. J Sainsbury Plc often makes important decisions regarding both internal and external stakeholders.  
       External Stakeholders of Sainsbury
Suppliers: Sainsbury's 30,000 products in their store are supplied from Britain and 70 other countries. Sainsbury has faith in "sourcing with integrity" and this is fulfilled by forming partnerships with social and environmental standards (Maddaloni and Davis, 2018). Sainsbury is also among the funder members of the Ethical Trading Initiative (ETI). This not only shows the company’s commitment to its customers but also the company values its supplier a lot. 
Customers: Customers are very significant and are the end-users of Sainsbury's products. The company has a customer base that is spread out across the borders, due to its online purchasing facility. The interest of Sainsbury's customers is to get fine quality products at a cheaper price from Sainsbury.
Shareholders: Sainsbury's shareholders' list includes Qatar Holdings LLC, Schroders's plc, BlackRock, Inc., Pzena Investment Management, Inc, and VESA Equity Investment S.a.r.l. These shareholders of Sainsbury are responsible for the impact that the company has and have an important role in forming strategy. They are the ones who provide capital for Sainsbury, which the company uses to open new outlets and to expand the business. The downfall in sales revenue or market share may result in replacing the CEO by the shareholders.
Government: Sainsbury is a UK-based company and therefore the UK government holds a firm stake in the success of the company (Sainsbury's, 2021). The UK government can be considered a primary stakeholder of Sainsbury, considering the profit reasons involved. The regulatory oversights on the accounting procedure, legal concerns, and ethical practices are being handled properly by Sainsbury. The overall gross domestic product (GDP) provided by the company benefits the government.
Local Community: Sainsbury, is a supermarket chain, is very much dependent on the local community. The people involved in or who live near Sainsbury form the local community. Sainsbury seems to have a good influence on the local community by providing jobs, a place where the people from the local community can shop, a cafe where they can hang out, and others. Sainsbury relies on local trade and therefore the people from the local community form the primary customer base for the company.

Impact of stakeholders on marketing activities of Sainsbury’s 
Impact of the Internal Stakeholders 

Employees: Employees are the backbones of Sainsbury as they are the one who is responsible for serving the customers. On the stakeholder’s chain, employees come second as Sainsbury cannot serve its customer if it does not have prepared and capable staff who are happy to interact with the customers. Hence, employees form an essential factor that can affect the marketing activities of the company.
Managers: Managers at Sainsbury are responsible for several things. Managers are liable for customer satisfaction by establishing certain performance standards for Sainsbury. Managers at Sainsbury keep the track of the company’s goal and see how the company is doing in the supermarket sector of the business (Hein et al.,2017). In this way managers at Sainsbury can have a great impact on its marketing activities.
Owners: J Sainsbury Plc, the owner company of Sainsbury, have a strong authority to decide which course the company will take in near future. The owner along with the shareholders takes all the important decisions for Sainsbury and therefore they have a huge impact on Sainsbury's performance.

Impact of External Stakeholders 

Customers: In the stakeholders' priority list, customers are at the top of the food chain as they allow the business to work and grow. Customers give the revenue and the cash flow to Sainsbury that it needs to run the business and ultimately earn a profit.  Customers can have a great impact on the marketing activities of a company by switching to a competitor's product when they think they are not getting quality service from Sainsbury.
Shareholders: The decision-making power of shareholders at Sainsbury is equivalent to the amount of share that they hold in the company.  If the shareholder stops providing capital to the company, Sainsbury will no longer be able to open new outlets and expand their business.
Suppliers: The suppliers are of great significance at Sainsbury to run their business smoothly. There are essential skills that Sainsbury lacks such as the ability to get fresh products such as milk and bananas. The company is fully dependent on the suppliers for these products (Pollock et al., 2017). It needs to maintain a cordial relationship with the suppliers to continue its business. Therefore, suppliers can severely impact Sainsbury's marketing activities if they stop providing the company with these products.
Local Community: The local community can impact the business of Sainsbury, based on the perception of the people of the community about the company. The activists and leaders of the community also hold Sainsbury accountable for its responsibility towards society and the environment. A poor relationship between the local community and Sainsbury can have a negative impact on the marketing activities of it.
Government: The government of the United Kingdom is an important stakeholder at Sainsbury, as they collect taxes from the company and also make rules and regulations that the company must abide by (Sinclair, 2011). The government of the UK can hugely impact the business activities of Sainsbury as the company comes under the jurisdiction of the United Kingdom.

Conclusion 
 It can be concluded from the above essay that marketing plays a significant role in the growth of any organization. Sainsbury, a UK-based company uses modern technologies, digital media, and processes for its marketing activities to increase consumer awareness, improving product offerings, and expanding the market. Marketing activities help to increase the brand value by providing a seamless experience for the customer, by increasing the customer's faith in the brand, and by providing a better communication system among the different stakeholders. Like any other organization, Sainsbury also has a wide range of stakeholders. Sainsbury's stakeholders include employees, customers, suppliers, shareholders, owners, the local community, and the government. They all have different kinds of impact on the operation of business by Sainsbury. Therefore, one can say that the stakeholders are an integral part of Sainsbury and they can impact the marketing activities of the company.
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