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This report will analyze environmental marketing in Sainsburys, taking into account external influences, along with an analysis of the internal environment and the role that marketing plays in the organization. The methods used to analyze internal and external factors in business are situational analysis. In this case, PESTEL, Porter's five forces and SWOT analyzes were used. They show where their strengths are as competitors in the retail market and also what their weaknesses are. It also helps to transform weaknesses into strengths. The use of STP analyzes gives an idea of what their clients represent, what age category they prefer more in which regions they live. Using Sainsbury’s 7P Analysis would help understand the company’s related marketing mix to attract, retain and win new customers. Also, the marketing tool the company uses for its future growth plans is called Ansoff Matrix.
[bookmark: _Toc60704842]II. Company overview
One of the leading supermarket chains in Britain, founded in 1869, is Sainsbury’s. One of the UK's leading retail supermarkets in 2015, the company had an annual revenue of £ 23,775 million (Sajid et al. 2015). The move that solidified its position in the industry until 1991, before it almost collapsed, turned out to be the self-service approach to shopping in supermarkets in the UK, which the company introduced in its early days (Emerson 2006). To improve the company's efficiency is required, softening the strategic plans for which it is a challenge. For example, to expand the company, and to gain significant market share, its competitor Tesco, challenged with its revival (Wrigley 2014 ). With regard to the implementation of the strategic plan, the uncertainty of leadership jeopardizes the efforts for continuity. Therefore, the analysis of the internal and external environment of the company would promote an understanding of its operations (Fernie, Fernie, & Moore 2015).
[bookmark: _Toc60704843]III. Situational Analysis
Methods used to analyze internal and external factors in business are called situational analyzes. To assess your competitors and to assess the state of your business, to determine your potential customers and to assess the projected growth, and allows you to use market research. All this is done by situational analysis.
[bookmark: _Toc60704844]1.PESTEL
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Political and Legal Factors
Brexit is without a doubt the biggest political factor affecting Sainsbury’s at the moment. Imports of products are expected to increase, for the clear reason that the UK will not be part of the EU after 01/01/2021. Due to the inevitable increase in product prices, there is a high probability that a large number of customers will go to competitors who offer cheaper wholesale alternatives. It is too early to predict what the impact of Brexit will be, most likely to be unfavorable for Sainsbury. Another political factor is the relationship between Britain and Qatar, and how they will continue in the future. One of the largest shareholders in the organization is the Sovereign Wealth Fund of Qatar. A decline in market shares can be reached by misunderstandings between the two countries. This is also a situation that can be reached by the consequences of Brexit (www.marketingtutor.net).
The debt ratio has a direct impact on customer attitudes and business conditions on the government and consumers in the UK, which in turn is very high. Sainsbury's in such a situation must keep its business running continuously in these market conditions(Carel, 2008).
The company is exposed to various types of political systemic risks because it operates in more than twelve countries. The company must assess the political stability of the countries in which it operates, as well as analyze the level of corruption in the working regions, to achieve success in the retail sector, which is so dynamic in different countries to diversify the risk of political situation. An examination of preferred trading partners should be carried out, as well as an analysis of government and bureaucratic intervention in the retail sector.
In the different countries where the company does business, their legal limitations need to be analyzed. The stability of the company must also be assessed, which in turn must ensure that it can protect its interests and rights. Before entering new markets, it is vital for the company to carefully analyze the advantages and disadvantages as well as their scope. With this activity, the organization is faced with the risk of potential theft of its business secrets (IBIS World, 2018). The organization must ensure legal stability in the industry in order to have advantages over all competitors. Wage laws must be apply thoroughly, and any contract concluded on the market must be legitimately enclosed (Larsen et al., 2017). They must be especially careful with the protection of data and intellectual property.

Economic Factors
Two of the elements of economic factors that have a significant impact on Sainsbury are high inflation and unemployment (Wood, 2012). With the constant increase in oil prices, the prices of the products are expected to rise as well. This will lead to the company having to look for alternative means of transport so that there is no loss of customers with lower incomes. Due to high food prices and rising unemployment, which in turn leads to lower food production, demand for Sainsbury products is declining(www.marketingtutor.net). Emerging markets are a good solution for expanding Sainsbury's business. To this end, the level of inflation, the interest rate, the savings rate and the determination of aggregate demand for the economic cycle, together with aggregate investment and the exchange rate, must be assessed. To properly forecast the organization's line of growth in the industry, the company must use the economic indicators of the industry, the rate and growth of inflation, along with the date of the costs of buyers. Factors of economic importance that need to be carefully analyzed in the supermarket industry are the stability of the Australian currency, together with the exchange rate, the quality of infrastructure, the cost of labor, unlimited income and the unemployment rate (CHEN et al., 2017; IBIS World, 2018).

Social Factors
This is the way in which society and culture influence the business organization, and more specifically the environment, in the retail of electronics and consumers. How well Sainsbury’s marketers understand the consumer in a particular market when designing a marketing message for consumers in the retail industry is influenced by shared consumer beliefs and attitudes (www.mbaskool.com). The level of the general population, the attitude of the consumer to the goods of the consumer supermarkets, and the entrepreneurial spirit of the society are the socio-cultural factors that must be taken into account by the leaders of the organizations. The places where could be seen and bought, all products in one place, in today's fast-paced world, are preferred by customers. With the introduction of non-food products, Sainsbury's took advantage of this strategy. The increase in the number of women working at Sainsbury's is another social factor that has led to a reduction in the production of home-cooked meals(Griffin, 2011). Sainsbury's marketing theme is “Cook and Save”. With it, products that are easy to cook are promoted. Fast food products in its stores contribute to a large part of the brand's revenue. However, the trends for a healthier diet that are entering the UK are beginning to shift demand to healthier products, which, however, are not on the list of fast food products.There is a need for urgent changes in the fast-food menu in order for the brand to remain relevant in the current socio-cultural climate. The inclusion of salads and organic foods will be of great importance. This change in consumer behavior is strongly present in every major fast-food brand in the UK.

Technological Factors
To ensure continued profits, retailers are under pressure to cut costs. Data for employees, customers and sales, in 3 separate chapters. This is how Sainsbury generates data. Andy Day in 2016, who in six months created a function for a data lab "with a mandate to innovate on the edge". He was the first appointed Chief Data Officer at Sainsbury. The digital journey gives the trader guidance, through analytical insights, on how he should manage his customers, arrange the goods in the stores and appreciate their products.

Environmental
Recycling and reduction of waste received in the process of work - Through internal administrative actions and collaboration with partners, Sainsbury seeks to decrease resource losses in its functional activities. In order to reduce food and beverage waste in the United Kingdom by 20%, and the greenhouse gas intensity of consuming food and beverages by 20%, through specific deadlines, Courtauld 2025 was signed for this purpose, which was launched in March 2016. To decrease packaging and food waste in its stores, it also works together with the Waste and Resources Action Program (WRAP). In addition, to address the socio-economic attitude of its business, Sainsbury’s supplies unused food to charities.
Decreasing carbon diffusion - Sainsbury’s has agreed with the aim for the decreasing of its functional carbon diffusion by 30% without limit from Financial Year 2016 and 65% relative to 2005. The use of refrigerated gas in trucks and optimized transport are innovations that are being implemented. The trader also received a reduction in water consumption of 29% in the financial year 2016 compared to 2005 levels.
Crucial sustainability plan - In various environmental activities and which makes people live healthier, J Sainsbury plc. is interested and takes an active part in them. Provide customers with healthier food baskets, light alcoholic wines and more. Organize various environmental events such as positive waste, packaging, carbon, water, etc. makes people live healthier.

[bookmark: _Toc60704845]2.Porter’s Five Forces
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In order to find effective sources of competitive advantage, an analysis of the structure of the industry must be made (Porter, 1985). herefore, the researcher uses Porter's strength analysis to analyze Sainsbury's competitive environment. The Porter’s five forces analysis of the retail giant Sainsbury’s in UK helps in understanding the competitive environment of the company along with understanding the strength of the different forces and the enabling parameters which influence Sainsbury’s decisions. The five forces along with their strengths are:


	Porter’s Five Forces
	Power
	Description & Reasons

	Bargaining Power of Buyers
	Medium
	The bargaining power of the buyers for the Sainsbury’s is Medium. There are several reasons for the same. As of the Nov’2020 report. The market share of Sainsbury’s in the organized retail sector of UK is almost 40% and that is huge considering the presence of the other competitors who are also large and aggressive. While the switching costs of the customers are quite less due to the less differentiated products present across the different competitors, but in order to make the customers powerful they need to be low in number and also, they need to be organized. None is the case for Sainsbury’s and thereby analysts argue that the bargaining power of the buyers of the company is on the lower side (Statista, 2020). This is only compensated by the fact that the switching costs of the buyers are low. The combined forces make the bargaining power of the buyers of Sainsbury’s medium.

	Bargaining Power of Suppliers
	Low
	As of 2020, the company sells more than 30,000 products being sourced from more than 17,000 farmers and sourced through 2,000 suppliers. The suppliers are also responsible for supplying the different types of office essentials along with the focused supplies of raw materials and other essentials required for running the business. Due to the presence of so many suppliers, the Sainsbury’s has a strong power of pick & choose the number and the type of customers along with also rejecting the bad quality of products & raw materials. This makes the bargaining power of the suppliers low (Stateofflux.co.uk, 2020). The sheer scale of operations makes it essential for the company to work with multiple suppliers for the same raw materials, products & essentials. This results in redundancy and the company thus could bargain more with the suppliers for the best products at the reasonable or competitive prices (Sainsbury's, 2020). This makes the power of the suppliers low for bargaining.

	Threat of New Entrants
	Low
	The threat of new entrants for the UK Organized retail & grocery sector is very low. The different types of major retail players and so also the mid-level players operating in the region are highly invested in the or infrastructure. Hence it I very difficult for any new entrant to come with so much deep pocket and with so much case. Even the large players in this specific sector spends heavily in R&D and that is why they have so many new & innovative offerings along with strong customer engagement channels, so many suppliers and huge space areas for different products to be displayed and sold (Kaur, 2020). Thus, the new entrants would not be able to enter the market easily due to the incumbent positions and strong foothold of the existing companies in this sector. Even the new entrants would not be able to sustain for such a long time with so much low margin in profits as they would not be able to breakeven. The regulatory compliances and need for customer transparency would also add to their woes (Davey, 2020). All these make the threat of the new entrants low for Sainsbury’s.

	Rivalry Among the Competitors
	High
	As of 2020, the different types of competitors of Sainsbury’s include Tesco, ASDA, ALDI, Morrisons, Farmfoods being the majors. The organized supermarket, retail & grocery sector of the country covers more than 75% of the market share of the country. This adds to the competitive forces. The competitors are very active in their operating regions and they respond actively to the different types of responses or moves or initiatives by the other competitors in the region (Haydock & Smith, 2019). While most of the grocery and retail supermarkets operate on the context of the price advantage, the discount retailers try to cut down on the profit margins of the others and thereby sometimes result in loss for themselves in many cases. This makes the power of the rivalry among the competitors very high (Sainsburysmagazine.co.uk, 2020).

	Threat of the Substitutes
	Medium
	The threat from the substitutes for the company Sainsbury’s is medium due to the combined effect of the company across different parameters. At one hand, the company is not being able to lower the switching costs of the customers, as the offerings, services, products and the other things are almost the same in the other small or medium retail stores or groceries of the country along with its competitors. But on the other hand, Sainsbury’s have more than 15 million customers visiting each week and that adds to the strength of the company in terms of catering to the customers and to maintain a good repute with the customers (Kaur, 2020). Even the substitutes and innovative offerings differentiate it from its substitute rivals like that of local retailers or groceries. The combined effect thus makes this power somewhat medium (Statista, 2020).



Table: Porter’s Five Forces analysis for Sainsbury’s
Note: The power is being divided as Low, Medium and High as per the inter-influences and inter-dependencies of the varied parameters inside each one of the forces.
[bookmark: _Toc60704846]3.SWOT
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To understand the position of the organization in relation to its operating environment, a special tool called SWOT analysis is used. Internal strengths and weaknesses, as well as external opportunities and threats within the organization are evaluated SWOT analysis. The resources, opportunities, core competencies and competitive advantages inherent in the organization are identified by internal analysis. Market opportunities and threats, competitors' resources, the industrial environment and the general environment are identified by external analysis. Griffin (2011) states that to show how the company allocates its resources in all its operations to achieve its goals, the SWOT analysis is particularly useful. An assessment of the capabilities and strengths of the organization is given by the SWOT analysis. It also assesses the opportunities that the organization must overcome obstacles and fears more easily in its operational environment. In this case, the focus of the strengths and weaknesses of the organization is internal, while the external forces for the organization are opportunities and threats. To better understand the competitive position of an organization in the market, it turns out that SWOT analysis is very useful for this (Regoff and Bezos, 2007). A wide range of products and services, including food, clothing, household utensils and toys, stationery, cooking utensils, financial services and general merchandise, are offered by J Sainsbury Plc, together with its subsidiaries and joint ventures. One of the main strengths of the company, which creates a huge market share, is the variety of products and services. Some of Sainsbury’s other key strengths include a well-established retail network, excellent advertising and marketing strategy, an experienced and dedicated employee base, and self-branded products.
1. Strengths
Sainsbury's has much strength that allows it to thrive in the market as one of the leading companies in its industry. Strengths also help not only to penetrate new markets, but also to protect the market share of existing markets. The strengths it possesses that are known to be successful are the identified resources or capabilities of the organization (Brennan, 2009). Sainsbury’s diverse and unconnected business units allow it to minimize risks. These are situations where there is a danger of loss in one of the units in the business and this could threaten the poor performance of the other units (Carel, 2008). According to Jones (2008), diversification alone is not enough to minimize risks. A good and quality choice of investments based on informed market analysis must be made.
· Stable brand name 
During the many years of market penetration, Sainsbury has built a very strong brand name. This fact is very well emphasized by the SWOT analysis. If the organization wants to expand into new product categories, this portfolio of brands can be extremely useful.
· Strong market interest and diversified business  
The list of Sainsbury so far includes more than 1,200 supermarkets, shops and online stores, which are currently one of the strongest side of the organization. Offering its products to Sainsbury’s, Argos and Habitat brands, it once again shows that it is also one of the largest retailers of clothing and household goods in the United Kingdom. In addition, together with various other organizations, they have property companies, and offer a range of quality banking and insurance products to various segmented customers. In the United Kingdom, most of the large supermarket chains are struggling to maintain their existing market share. For this reason, Sainsbury stands out from its competitors as the company that receives significant sales and customer loyalty, with a market share of 16.9%, moving to 2nd place in the kingdom.
· Constant profitability with a strong balance 
Overall, Sainsbury has reduced its debt from 912 million for the 2019 financial year to £ 267 million by the end of 2020. Gross profit £301 million. For 2019/20 Financial year – Special dividend of 7.3p to be paid the entire year instead definitive dividend.  For customers and employees protections from Covid-19, retail costs of £290 million was partly compensated by £230million relief of the business rate.The company has shown its continued profitability and return to shareholders with payments in fiscal 2019/20 at 10.2 pence per share (www.about.sainsburys.co.uk).
· Different food offer, with exceptional quality 
Sainsbury offers over 3,000 branded foods in the segment, including ready meals, gourmet bakeries and more. They are a major part of the business, which is highly valued by customers. According to a study by HPI Brand & Communications, customers consistently appreciate Sainsbury's food quality over their peers. Deliciously Free From - An allergen-free range was launched in 2016 as an innovative and highly sought-after product. Offering value to customers in different segments - On the go - an assortment of breakfast, lunch, and snacks (about.sainsburys.co.uk). 

Reducing by 13% the sugar content of its cereals and more than three tonnes of salt in canned beef without changing the taste, Sainsbury’s shows concern for the health of its customers. Innovators in the production of gluten-free bread and bread with vegetables.
· With its diversity of employees, Sainsbury is a great workplace 
So far, there are more than 115,000 employees in Sainsbury. In the YOU CAN scheme, more than 275,000 people were hired in 2008, a testament to the diversity and inclusion of new people in the company. Sainsbury strives to be a leader in creating jobs suitable for people with disabilities, and is also a member of the Stonewall’s Diversity Champions program.

2. Weaknesses
Sainsbury's did not take full advantage of the opportunity to grow and maintain market share leadership, although it is one of the oldest supermarkets in the UK that started operating before Tesco and ASDA. New and promising strategies are a fact, but it took a long time to reach to change. In 2004, the company suffered losses and made drastic changes in its management. 
· Market working in unison 
One of Sainsbury's main weaknesses is its unwillingness to try to prove itself in the foreign market, as its other competitors in this field do.Not fully understanding the trends and operating environment compared to domestic competitors, Sainsbury's has not done enough to invest internationally, especially in China. Thompson (2012) said investors are disappointed with the small number of retail stores compared to over 100 of Tesco at Chinamight. The fear of disappointing potential investors, who expect new income if expanded, is also a factor that stops Sainsbury from entering foreign territories.
· Low margin of the food business
Although large volumes due to food demand ensure that the segment is profitable. Low margins, especially in the food segment, are a major problem for retailers like Sainsbury’s. However, the scenario may change in a short period of time with small structural changes. For the overall business of the group, the risk comes from the low margin, which is a weakness.

3. Opportunities

· Online collaboration to expand the global market
Through online attendance and collaboration, Sainsbury can grow its business abroad. Through online shopping and a large hidden market, China is one of the largest consumers of British products. Through a partnership with local online retailer Alibaba, Sainsbury’s plans to sell about 100 products in China. Demand for British products is expected to be high in markets such as India with local retailer Flipkart, a low investment strategy with a high success rate. The results of the economy and the availability of food are best seen in the inflation rate, which varies between 4 to 6%. These percentages come from food prices, which have a huge impact on inflation (Wood, 2012).

· Variegation and up growth of Sainsbury’s bank
An important component of Sainsbury's business is financial services. The acquisition of Argos and Habitat in fiscal 2016 was through effective financing from Sainsbury’s Bank. As of fiscal 2016, both Sainsbury's Bank and Argos Financial Services have 1.8 million active customers. A new platform for ATMs and mortgage offerings has also been launched by the Bank. As the banking division renews the supply of services with the launch of new insurance and credit products, and digital solutions. There is huge potential for growth. The integration of Argos Financial Services into Sainsbury’s Bank also facilitated enhanced interaction.
· Channels for future growth - online stores
To maintain its market share, Sainsbury must invest in online retail and grocery stores, which will be the future drivers of the company's growth and needs. To pursue the multi-product, multi-channel strategy, the strategic plan is to acquire the Home Retail Group. To strengthen its store segment, Sainsbury's is negotiating for further purchases such as Nisa. By opening 250 Argos Digital stores in Sainsbury supermarkets, where customers can order online, either be delivered to an address or come to pick it up from the store.
· Supporting customer insights with technological analysis
To ensure sustainable profits, Sainsbury’s is under pressure to cut costs. Retailers receive guidance on how they should manage customers on the digital journey by optimizing product placements. Retailers receive guidance on how they should manage customers through the digital journey by optimizing product placements. To ensure sustainable profits, Sainsbury's is under pressure to reduce costs. The data it generates is in three groups: customers, employees and sales data. Creating a data pool environment that produces over 300 transactions per second is one of the most important moments in this implementation. Through this implementation, much can be understood about customer behavior and pricing strategy. Sainsbury’s, in order to pursue the most effective strategy, must adopt this approach to testing and learning from predictive analytics.

4. Threats

· Competition
In terms of price, competition coming from large companies in the business can compromise the company's profitability and market share. Carrefour, Wal-mart and Tesco have similar business activities in China (Wachman, 2010).
· Brexit – impact on the prices
Brexit could have a significant impact on Sainsbury's sales and revenues if raw materials are to be imported from Europe and exported there. In principle, this will be felt in the supply chain, but most of all it will affect sales. Also, the conversion into British pounds will affect imports and until there is uncertainty about the final terms of the transaction, British pounds may decrease further.
· Increase of the competition in the grocery and retail section	
Sainsbury's could lose market share if it does not innovate, with the entry of new players, especially in the segment of online retail, such as Tesco, ASDA, ALDI, LIDL, Morrison.Sainsbury with only 16.9% market share in The UK, while Tesco has over 28%, finds it difficult for Sainsbury to overtake Tesco at all times. Cutting about 1,000 jobs at headquarters in August 2017 as part of its cost-saving plan. In the challenging environment in which the company finds itself, it must make difficult decisions. Sometimes this disadvantage can affect stakeholders.
[bookmark: _Toc60704847]4. Advantages and disadvantages of SWOT analysis
SWOT analysis plays an important role in the formulation and selection of strategies.
      Advantages of SWOT Analysis 
Although it includes a large subjective element, it is a strong tool. Protecting against internal weaknesses and external threats, a successful business builds on its strengths and corrects its weaknesses. In strategic planning SWOT analysis helps in the following way –
       a) Strategic planning information comes entirely from it.
       b) Upbuilds the strengths of the organization.
       c) SWOT  turns its weaknesses into strengths.
       d) Maximizes his reaction to his potential.
       e) Surmount the threats to the organization.
       f) In strategic planning helps to plan the goals of the company.
       g) Marking future plans using past and present data.
To accurately compare the resources and capabilities of the company with the competitive environment in which the company operates, SWOT analysis provides the information needed for this (phdessay.com).
       Disadvantages of SWOT Analysis
       а) Factors without weights - The SWOT analysis shows four specific lists of strengths and weaknesses, opportunities and threats. However, a mechanism for ranking the significance of one factor over another is not provided by this type of analysis. For this reason, it is difficult to determine to what extent a factor has an impact on the goal (smallbusiness.chron.com).
      b) Unclarity - Strength, weakness, opportunity or threat, these are the classifications of the SWOT analysis to each problem characteristic. In principle, each of the four attributes has only one influence on the analysed problem. However, sometimes one of these factors can be both weakness and strength. For example, a well-designed store on a main shopping street can be easily found and thus increase its sales, but at the same time a store on a main street has a high rent and costs, which can reduce profits (smallbusiness.chron.com).
      c) Emotion-based analysis - Business decisions must be based on dependable, appropriate, and worthy of comparison data in order to considerably affect the company's productivity. However, SWOT data collection and analysis is a subjective process that reverberates the preferences of data collectors. In addition, the data used in the SWOT analysis is rapidly becoming obsolete (smallbusiness.chron.com).
[bookmark: _Toc60704848]IV. Strategies
[bookmark: _Toc60704849]   5. Segmentations, Targeting and Position (STP)
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Segmentation, Targeting & positioning refers to a broad framework of market segmentation by the help of which Sainsbury’s strategies would be analysed and would be viewed in light of the information present across the secondary sources.
         5.1 Segmentations
The process of dividing a broad customer base into subgroups of users, consisting of existing and potential customers and identifying market segments is the actual process of market segmentation. Applicable to almost any type of market. Common characteristics such as common needs, common interests, similar lifestyles or even similar demographic profiles are usually considered by researchers in market segmentation(www.um.edu.mt).Sainsbury’s being one the largest retailers in UK, the company competes with the different types of retailers large, medium and small in order top provide goods & services. While the company was diverting its attention from other retail and essential items, but the quarterly results have stated clearly that the company would now be narrowing down its business and concentrate only towards serving the food items which have an approximate range of 1500 types of products in the portfolio of Sainsbury’s (Kaur, 2020). The company is now more focused towards the offline stores development which is evident from its latest marketing strategies and investments in infrastructure developments while its digital spending also suggest that the company is clearly segmenting its digital offerings in order to attract the target market through multi-channels experience & engagement ways.
· Geographic segmentation
Variables such as climate, terrain, natural resources and population density, among other geographical variables, can be considered as a geographical segmentation approach. One or more of these variables can differentiate customers from one region to the next, therefore markets can to be divided into regions. As a major geographical segment, the organization uses the UK region. The company seeks to establish itself as a mid-level brand, only from a behavioral point of view. Based on the concept of best value for money, an idea emerges here to capture market share. (www.um.edu.mt).
· Demographic segmentation 
Dividing the market into groups that can be determined conditionally on physical and actual data is called demographic segmentation. Age, gender, income, occupation, marital status, family size, race, religion and nationality can be included in demographic variables. Because demographic variables are relatively easy to measure, this is a popular segmentation method(www.um.edu.mt). The larger segment of the repertoire of retail outlets visited by Sainsbury’s main buyer, According to the IGD Report (2017), are convenience stores. More than 50% of Sainsbury's customers are between the ages of 25-40. The rest of the demographic profile includes customers of all ages. The products in the store are aimed at the mass people belonging to different economic sections.

· Psychographic segmentation
Market division according to personality traits, values, motives, interests and lifestyle is used for psychographic segmentation. The psychographic dimension can be combined with other market division variables, or used on its own. When the behavior of the purchase is compared with the personality or lifestyle of the buyers, then the psychographic variables are used(www.um.edu.mt).

   5.2 Targeting
This is the 2nd logical stage after the segmentation of the company is being done in the 1st stage of the broad marketing framework of STP. Analysing this stage of the company it is evident that the company is mainly focused towards procuring & collating the goods for the customers who are either the households or the individuals (www.about.sainsburys.co.uk, 2020). The type of offerings and the display at the different stores makes it evident. The company is also involved in retail fuel stations business catering to the individuals. The targeting strategy of the company is also evident of its latest acquisition closure of Argos through which it also incurred a loss from the closure of the stores in the quarter that ended in September. However, before pandemic the company’s main target was that of the households and mainly the mothers or the women of the family who make major decisions with respect to food items and consumption items of the different customers. However, the pandemic has forced everyone to work from home and thereby the company has slightly changed its targeting towards the households and the individuals in the home who are working from home and are fearing to go out into the open. The change is evident in the different advertisements and the marketing campaigns of the company through multiple channels of engagement.

   5.3 Positioning
The positioning strategy of Sainsbury’s is now focused towards three aspects Value, Quality & convenience. The latest quarterly report of the company ending in September 2020 states that the digital revenue has increased by more than 100% in this quarter mainly due to the customers shopping more through online mode and also due to the rapid adoption of customers (www.about.sainsburys.co.uk, 2020). Hence, convenience remains one of the major forces which drives its positioning among the customers. The quality is ensured through its advertisements of 200 fresh products. Their promotions of chop chop and deliver facilities is also reflected in their multi-channel promotional strategies. They are also positioning themselves as one of the lowest value delivery retailers. Through their focused approach of addressing only the food segment, the company is trying to consolidate its offerings and thereby trying to bring in synergy in their business (Statista, 2020). The alignment with the vision, mission and goals of the company being one of the major drivers which has also led to the acquisition of Argos in recent times. The company has also announced in its quarterly reports that the company would be focusing on reducing the prices of their different food products. This will help the customers to come back to customers whom they have lost due to the coming up of the discount retailers. Their recent positioning statements also states the different levels of commitment from their sides in order to make the lives of the people working with them and also for their customers better. Their focus towards reducing the carbon footprint is also reflected through their Net Zero 2040 aims (www.about.sainsburys.co.uk, 2020).

[image: ]
Fig: Positioning of Sainsbury’s
However, being a major player in the UK retail & grocery sector its STP remains somewhat similar to its rivals with some unique value propositions and offerings. Hence, the company constantly tries to change its promotions, strategies and customer engagement ways in order to showcase their innovative ways, care for the customers and the care for their own personnel (J Sainsbury plc (JSAIY), 2020). With the help of the same, the company is being able to segment their customers perfectly and thereby target them suitably through multi-channels and finally to position themselves as value delivery discount retailers of UK. Their positioning for the environment is also reflected through their Net Zero statement which suitably support’s the company’s claims of supporting their customers, society and the environment.
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The 7P analysis of Sainsbury’s would help in understand the related marketing mix of the company in order to attract, retain and gain new customers. The data discussed and analysed would include some of the generic as well as some of the specific moves of the company in 2020.
        6.1 Product - Sainsbury’s has more than 2000 different products in its portfolio which ranges from fruits and vegetables being outsourced from different farmers, along with fresh fish and meat, to frozen products and chilled products. The company is also responsible for several dairy products coupled with bakery products. The company also has one section of wine, beer and spirits along with beauty and healthcare products of the varied brands. Household, baby products and pet products also form a portion of its product portfolio. However, in the quarter ended September 2020, the company is focusing towards bringing down the range to only 1500 products with 200+ fresh products and product range would only include food products. It has also started promoting its products & selling more of the same products through its digital channels. Sainsbury ensures that all the products are reliable and of good quality, and hence a majority of the product brands are Sainsbury-owned. Also known as the customer-based equity model (CBBE), this is Kelly’s Brand Equity model. 
        6.2 Price - While Sainsbury’s is one of the major retailers in UK, but it faces stiff competition from the local market players as well as from the large retailers. However, in recent times the company has stated that it will shift its strategies to supply only food products. This step is being taken by the company to reduce the prices of the products even further in order to bring out its own brand of products so that it could compete with the competitors and discount retailers.
        6.3 Place - The Company has started its operation in 1869 and as of 2020, the company operates more than 600 supermarkets in conjunction with more than 800 convenience stores. At present the company has also acquired Argos, although some of the stores of Argos have been closed. Apart from the offline stores the company has also started selling its products through the digital channels and Sainsbury’s App and website. The company has another channel of selling its products to the other resellers/retailers & wholesalers who then sell the products of the company to the end customers (Sainsbury's Website, 2019).
        6.4 Promotion - The Company is very active in its promotional mix. The company not only pursues offline promotions but also collaborates & partners with many marketing agencies to bring out their unique value propositions to the customers (J Sainsbury plc (JSAIY), 2020). The company has also been successful in deploying social media strategies to attract & retain customers.
        6.5 People - The people roles at the company varies from a wide range of products & services. Starting from the senior leadership in the corporate offices the company’s people profile ranges from the store managers to regional managers to people working in the stores to people working with supplier’s or working with R&D department (www.about.sainsburys.co.uk, 2020).
        6.6 Physical evidence - When it comes to the physical presence of the company, the company sells its own branded products through packages which have distinct colors and definite product placements in the shelves of the sores, supermarkets and the resellers. The online website of the company along with the mobile app (Mobile App of Sainsbury's, 2020) is also user friendly and gives greater feel-good factor to the customers, as they are being able to see the physical products with distinct color & packaging.
       6.7 Process – The processes of the company are very good streamlines. For its deliveries to the online customers, the company has partnered and are still partnering with many of the different delivery partners. The company’s process of retailers and stores informing them of the stock outs & demand is also streamlined and this helps the company to address the requirement & the needs of the customers at all times (McCoid, 2020). Through the feedback across the physical stores, mobile app and website the company is deploying more & more research into their core processes so that they could optimize their processes for effective results (Haydock & Smith, 2019).
[bookmark: _Toc60704852]  7. Conclusion
To take advantage of the competitive advantage of emerging markets, a company must first develop a policy that seeks to expand its various regions. Striving to improve shopping spree in physical and online stores Second, the company needs to develop policies and structures. Its main goal is for its revenue to exceed that of its main competitor Tesco. That is why the expansion of its activity in new markets and the increase of its revenues speaks for itself. To attract more customers to its stores, it is important to focus on customer satisfaction, which in turn would increase sales. Sainsbury's is gaining a competitive advantage in the British retail industry by creating identified policy and structure strategies.
[bookmark: _Toc60704853]  8. Recommendation
[bookmark: _Toc60704854]        8.1 The Ansoff Matrix and company 
     [image: C:\Users\GAS2\Desktop\Ansoff's Matrix.png]
The marketing tool the company uses for its future growth plans is called the Ansoff Matrix. There are four main growth strategies for the companies that the Ansoff Matrix uses. These are: market penetration, market development, product development and diversification.
· Market Penetration 
This strategy is inherent in companies that sell products that are already on the market. Of the four strategies, this is the strategy with the least risk. By increasing market sales, this strategy helps increase the company's market share. When Tesco and Asda competed, Sainsbury adopted this strategy for growth in the industry.They reduced the cost of many products, and began to adopt new competitive pricing strategies.To increase its sales Sainsbury began to increase its pace of advertising and sales promotion. To its loyal customers, the company began to offer incentives for loyalty. Tesco did not greatly affect Sainsbury's revenue, the company greatly increased profit margins using loyalty incentives (Sanusi, 2014).
· Product Development
Through this strategy, which is a growth strategy, the company has the opportunity to present a completely new product, or to renew new tastes or new versions of existing products so far. After Tesco introduced Tesco Metro, Sainsbury adopted a product development strategy. Sainsbury Central was introduced by Sainsbury. Given the distance shoppers who have to travel weekly for groceries Sainsbury opened these stores. With the opening of provincial shops, it helps customers instead of traveling to cities to shop nearby. Southeast, which is their strong market, they have developed it on a large scale (Sanusi, 2014).
· Market Development
The strategy that deals with market expansion is Market Development by Ansoff matrix. It deals with the development and increase of sales in new markets. Expanding the market according to psychological segments or targeting different markets in new territories with new customers. The main goal of the company was to conquer international markets like its competitor Tesco. Sainsbury's chance, above all, is to concentrate on conquering Southeast Asia or the Chinese market (Sanusi, 2014).
· Diversification
The fourth of Ansoff's matrix called Diversification is the riskier strategy. Its job is to monitor the launch of a new product on the market where it has not been worked on so far. First of all, the company must study the needs of the market and consumers before approving this strategy at all. In the company's R&D department, the investment will be increased. At the beginning of the business development, the company was fully concentrated in a grocery store, but at a later stage began the production of clothing. The company also operates in the financial market, providing insurance and credit cards. However, the company is still not expanding into international markets, but only within the United Kingdom (Sanusi, 2014).


[bookmark: _Toc60704855]References:
Advantages & Disadvantages of SWOT Analysis – Available online: https://smallbusiness.chron.com/advantages-amp-disadvantages-swot-analysis-41398.html [Accessed 28/12/2020]
Brennan, K. (2009) A Guide to the Business Analysis Body of Knowledge, (Babok Guide), Version 2.0,Toronto: Institute of business analysis,
Camilleri, M. A. (2018). Market Segmentation, Targeting and Positioning. In Travel Marketing,Tourism Economics and the Airline Product (Chapter 4, pp. 69-83).            Springer, Cham, Switzerland. Available online:  https://www.um.edu.mt/library/oar/bitstream/123456789/21433/5/Market%20Segmentation%20Targeting%20and%20Positioning.pdf [Accessed 28/12/2020]
Carel, L. (2008) ETFs For the Long Run: What They Are, How They Work, and Simple Strategies Investing,New York: John Wiley and Sons.
CHEN, Y., 2017. Estimation of Stock Price: A Case Study of Sainsbury’s Limited. DEStech Transactions on Social Science, Education and Human Science, (msie).
Davey, J., 2020. UK food retailers hand back $2.4 billion in property tax relief. [Online] Available at: https://www.reuters.com/article/us-sainsbury-s-business-rates-idUSKBN28D1DC [Accessed 28/12/2020].
Emerson, G 2006, Sainsbury’s: The Record Years, 1950-1992, Haggerston Press, Sussex.
Fernie, J, Fernie, S & Moore, C 2015, Principles of retailing, Routledge, London.
Griffin, R. W. (2011) Fundamentals of management, New York: Cengage Learning
Haydock, J. & Smith, T., 2019. No magic dust: The relationship between the national and local assessments in Sainsbury’s/Asda. Journal of Competition Law & Economics, 15(4), pp. 538-558.
IBIS World, 2018. Supermarkets and Grocery Stores - Australia Market Research Report. [online] Available at: < https://www.ibisworld.com.au/industry-trends/market-research-reports/retail-trade/food-retailing/supermarkets-grocery-stores.html>                        [Accessed 22/12/2020].
Jones, C. L. (2008) The Intelligent Portfolio: Practical Wisdom on Personal Investing from financial engineers, New York: John Wiley and Sons
J Sainsbury Plc.- Strategy Updates -https://www.about.sainsburys.co.uk/~/media/Files/S/Sainsburys/documents/reports-and-presentations/2020/rns_interim_results_2020-21.pdf [Accessed 26/12/2020]
J Sainsbury plc (JSAIY), 2020. J Sainsbury Plc: The Reality Is Different From The Perception. [Online] Available at: https://seekingalpha.com/article/4392910-j-sainsbury-plc-reality-is-different-from-perception [Accessed 28/12/2020].
Kaur, M., 2020. Sainsbury's Christmas 2020 opening and closing times for stores across the UK. [Online] Available at: https://www.mirror.co.uk/money/shopping-deals/sainsburys-christmas-2020-opening-closing-23112050 [Accessed 28/12/2020].
Larsen, A.I., 2017. DELL Technologies (Bachelor's thesis, BI Norwegian Business School). Sainsbury’s Plc., 2017. Annual Report and Financial Statement. [pdf]: https://www.about.sainsburys.co.uk/~/media/Files/S/Sainsburys/documents/reports-and-presentations/2017/annual-report-and-financial-statements-2017.pdf [Accessed 21/12/2020]
McCoid, S., 2020. Sainsbury's 'may run out of some items' but warn customers not to panic buy. [Online]  Available at: https://www.liverpoolecho.co.uk/news/uk-world-news/sainsburys-may-run-out-items-19495744 [Accessed 21/12/2020]
Mobile App of Sainsbury's, 2020. Sainsbury's Groceries. [Online] Available at: https://play.google.com/store/apps/details?id=com.sainsburys.gol&hl=en_IN&gl=US#:~:text=You%20can%20now%20do%20your,your%20chosen%20date%20and%20time.     [Accessed 21/12/2020]
PESTLE Analysis of Sainsbury’s - https://www.marketingtutor.net/pestle-analysis-of-sainsburys/  [Accessed 21/12/2020]
Porter, M. (1985), Competitive Advantage: Creating and Sustaining Superior Performance, (Location: The Free Press)
Regoff, E. G. & Bezos, J. (2007) Bankable business plans,New York: Rowhouse Publishing.
Sainsbury's Website, 2019. Sainsbury’s wholesale ambitions move ahead with Australian deal. [Online] Available at: https://www.about.sainsburys.co.uk/news/latest-news/2019/11112019-sainsburys-wholesale-ambitions-move-ahead-with-australian-deal [Accessed 22/12/2020]
Sainsbury’s PESTLE Analysis - https://www.mbaskool.com/pestle-analysis/companies/17990-sainsburys.html [Accessed 22/12/2020]
Sainsbury's, 2020. Key figures. [Online] Available at: https://www.about.sainsburys.co.uk/suppliers [Accessed 22/12/2020]
Sainsburysmagazine.co.uk, 2020. Competitions and offers. [Online] Available at: https://www.sainsburysmagazine.co.uk/win [Accessed 26/12/2020]
Sanusi, S. 2014. Strategic analysis of Sainsbury plc. [Online], Available at: https://www.academia.edu/35204980/Strategic-Analysis [Accessed 26/12/2020]
Sajid, M, Rehman, J, Hanif, A, Sajid, F & Sajid, A 2015, ‘A Successful Family Business in UK: Case Study of Seven Days Store’, International Journal of Innovation and Applied Studies, vol.12, no.3, pp.685-89.
Strategic report 2017 - Further enhance our differentiated food proposition - https://about.sainsburys.co.uk/~/media/Files/S/Sainsburys/pdf downloads/sainsburys-ar-2017-priority-1[Accessed 26/12/2020]
SWOT Analysis and Advantages of SWOT  https://phdessay.com/swot-analysis-and-advantages-of-swot/ [Accessed 26/12/2020]
Thompson, J. (2012) “Sainsbury’s steps cautiously into China”, The Independent, Online 06 May 2012, http://www.independent.co.uk/news/business/news/sainsburys-steps-cautiously-into-china-7717472.html  [Accessed 26/12/2020]
Wachman, R. (2010) “Sainsbury’s explores idea of branching into China”, The Guardian, Online 26 September 2010, http://www.guardian.co.uk/business/2010/sep/26/sainsburys-explores-china-stores, [Accessed 28/12/2020]
Wood, Z. (2012), “Food price rises starting to slow”,The Guardian, and Online 8 May2012http://www.guardian.co.uk/business/2012/may/08/food-price-rises slowing [Accessed 22/12/2020]
Wrigley, N 2014, Store Choice, Store Location and Market Analysis, Routledge, Oxford.






2


image2.jpeg
PESTEL

ANALYSIS
@





image3.jpeg
Porter's five forces

| Threatof / Bargaining power
\_ newentrants . ofsuppliers

Porter's five
forces

. Threatof / Bargaining power
| substitutes . ofcustomers |

" Competitive
rivalry





image4.jpeg
Sainsbury’s SWOT Analysis





image5.jpeg
Segmentatuon

U0 Targeting





image6.png
Save to z .
Invest S oy )

o
businssand lowerour Ve Lowercasts o

costs o be more fficent .





image7.jpeg




image8.png
Ansoff’s Matrix

Existing product

New product

Existing Market penetration Productdevelopment

market Increase sales to the New product developed for
existing market existing markets
Penetrate more deeply
into the existing market

New market | Marketdevelopment Diversification

Existing products sold to
new markets

New products sold in new
markets





image1.jpeg




