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[bookmark: _Toc101806967]Introduction
Marketing can be defined by the activities or sets of process and institutions useful for creating, delivering, communicating as well as exchanging different offerings having values for the buyers or customers, society, partners or clients. In other words, marketing is also expressed to be the overall practice of enhancing or improving the consideration, awareness, preferences, purchases, for the products/services via consumer driven advantages and benefits, packaging, advertising, promotions, pricing and placement. Following report will be based on Sainsbury’ one of the retail giants that operates across the supermarket sector in United Kingdom (UK). 
The report will conduct a detailed environment analysis to identify both the internal as well as external environment that impacts the operations of business in the market. In addition, the overall role of marketing within the context of the selected organisation has also been discussed in the report. 
[bookmark: _Toc101806968](a) Conducting an environment analysis
[bookmark: _Toc101806969]Understanding the external environment 
In order to conduct a detailed analysis and assessment of the external environment for the selected organisation Sainsbury in the UK retail supermarket sector the following frameworks can be effectively considered;
PESTLE analysis
The external factors impacting the operations of Sainsbury in UK, have been discussed as below;
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                                                           Fig: PESTLE analysis
Political factors
· The political system/environment in UK is very much stable which directly results in offering safe environment for Sainsbury to be able to conduct the respective business activities effectively. However, with UK leaving the European Union (EU), through Brexit, it has created some situations of uncertainties for Sainsbury in the market. This effective involves challenges in importing of products from the EU nations to UK. This can lead to increased operational costs and product prices. In addition, there may be even shortage of workforce as people from EU may not wish to be working in UK under new immigration rules and guidelines, impacting the business operations directly (Mahfouz, et al, 2019).  
Economic factors
· The overall rise in fuel prices, can directly increase the overall transportation costs making transportation expensive and thereby impacting the price or cost of doing business in the market. This may ultimately be manifested in form of low margin of profit or higher price tags for the products delivered to consumers. In both of the cases, the overall profitability can be reduced (Minford, 2019). 
· In addition, the rising salary expectations can also have a direct impact or influence over the profits of Sainsbury, especially if the salaries of the huge workforce are expected to be increased.  The fierce competition in market, can often result in price wars among the competitors, which will forcefully restrict Sainsbury to make unreasonably good profits. The economy of the market has improved post the COVID 19 lockdowns which has potential of improving sales for Sainsbury in the market (Cai, et al, 2021). 
Social factors
· The preferences/choices of the customers are seen to be changing with time. The high diversity of population crates several market/customer segments for Sainsbury to target with large portfolio of the products/services. There has been an increased trend of the consumers in UK towards the shift in healthy eating choices especially in the context of healthy dietary needs. This made it important for Sainsbury to be capable of adjusting and adapting the products as per the shifts in demands of the consumers in the market. 
· Consumers in the market have been to be becoming conscious about the sourcing of the products effectively. This has leveraged the importance of fair trade for Sainsbury. It is important for Sainsbury to ensure that the products have been ethically sourced and traded fairly so that fair product prices can be guaranteed to the consumers or buyers. Fair trade practices are also important to improve positive brand recognition and perception among the customers (Hasan, et al, 2020). 
Technological factors
New age technologies have changed the face of retail supermarket sector. Some of the impacts of the technological factors can be briefly outlined below;
· Technologies such as artificial intelligence (AI) and big data can be effectively used by Sainsbury for predicting the current as well as future patterns and trends in the market, thereby adjusting the strategies accurately so that max profits can be generated. The use of AI can also be useful in automation across the supply chain and stores delivering better support to customers, by online support systems, automated billing and others. 
· Digital platforms of social media also offer Sainsbury with the option of innovating the advertisements and promotions so that the brand identity and visibility can be improved in the supermarket sector. The use of augmented reality (AR), can also be incorporated for improving the service experiences for buyers of Sainsbury which is important to differentiate the services when compared to the existing competitions. 
· In addition, due to advancements in technology and use of smartphones, online shopping has become popular in UK. This has made it important for Sainsbury to focus on further developing the e commerce platform and develop future mobile applications, creating more convenience for the customers/buyers (Dolega, et al, 2021). 
Legal factors 
There are some key protocols and regulations or legislations that must be followed by Sainsbury while doing business in UK. These can include Health and Safety at Work Act (HSWA), Employment Act, Equality Act and others. In addition, the rights of the workers are protected by demands of the trade unions, which is very much active in UK. Therefore, good relations must also be established with the respective trade unions in UK. 
Environmental factors 
· It is important for Sainsbury to be capable of reducing the carbon footprint of the business activities such as transportation and logistics. Therefore, strategies must also be developed to maintain as well as manage greener supply chains reducing the harmful impacts over environment. Sainsbury also contributes towards minimizing of plastic wastes through recycling and reducing the overall environmental strain. 
· Sainsbury also contributes to the social and community welfare through donations and contributions to the charities (Ayoub, et al,  2020). I
Porter’s five forces analysis 
The competitive forces within the industry have been identified as below;
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                             Fig: Porter’s five forces (source: Adelakun, 2020)
Bargaining power of suppliers (low force of impact)
Considering the UK supermarket sector, the presence of large number of suppliers both at the local as well as international levels, makes the supplier power or strength quite low in the market. Sainsbury has a large supplier network to select from with low costs of switching suppliers. Therefore, better deals can be negotiated by Sainsbury with the suppliers (Sarisa, 2021). 
Bargaining power of buyers (high force high impact)
The buyer demands in the demand directly drives the prices and products within the context of the supermarket sector in UK. Therefore, businesses such as Sainsbury needs or requires to cater to customer demands largely and prevent buyers to switch brands which can be easily done considering the wide portfolio of products made available by various brands in the market. 
Threat of the substitutes (low force low impact)
The substitutes in the market include, independent stores, corner shops or convenience stores. Such small businesses possess very low or little threats to the brands such as Sainsbury already enjoying a competitive market position (Woo, 2018) 
Threats of new entrants (low force low impact)
The new entrants are faced with different entry barriers such as networking, distribution, market expertise and others, making it significantly difficult for them to compete with the leading brands such as Sainsbury and others. 
Competitive rivalry (high force high impact)
The competition in the market is vert strong and fierce. Sainsbury faces a constant threat from the rivals such as Tesco, ASDA, Aldi, Morrisons, Wal-Mart and others already competing against each other to gain a superior position in market (Amountzias, 2020).  
[bookmark: _Toc101806970]Understanding the internal environment 
The internal environment of Sainsbury can be identified by SWOT analysis;
	Strengths 
· Good brand image and positive customer feedbacks
· Good presence over social media and digital platforms 
· Wide product portfolio covering almost all segments which the customers wish to buy or need. 
	Weaknesses 
· Lower prices reduce the profit margin 
· Increase in operating costs post Brexit and COVID 19 environment 
· Consumers easily switch brands with low brand loyalty 

	Opportunities 
· Use technology to deliver 24x7 support for customers so that sales can be improved 
· Diversification into new product variants to improve the revenue stream
· Capability of international business expansions especially in the emerging Asian markets 
	Threats 
· COVID 19 has brought negative effects and challenges for Sainsbury’s business 
· Very high competition is faced from the retail giants including Tesco, ASDA, Aldi, Morrisons, Wal-Mart and others
· Sainsbury has faced some serious controversies such as avoiding VAT scheme, dairy price fixings, ethical and environmental issues and others which can impact the business reputation (Fengyi, 2021). 



[bookmark: _Toc101806971]Role of marketing within the organisation 
In context of the selected organisation of Sainsbury’s operating within UK supermarket’s sector, marketing is considered to be playing the following roles in the respective organisation;
· The first key role played by marketing is defining and managing the brand of Sainsbury’s. This is very much important and necessary in context of enabling Sainsbury to improve the brand visibility and recognition, in a tough and competitive market (Rangaswamy, et al, 2020). 
· Through effective marketing, it is possible for Sainsbury, to be able to proactively identify and determine the products/services, for focusing over the course related to the sales cycles along with producing the communication and materials for getting word to the market. 
· Market research which constitutes an essential part of marketing, directly helps Sainsbury in context of predicting as well as identifying the exact market trends and demands of the consumers in market. This is important from the perspective of introducing products or innovate the marketing activities develop the marketing or brand message which can generate a wider brand appeal among the buyer segments targeted in the respective market (Nezamova and Olentsova, 2020). 
· Marketing can also effectively help Sainsbury to encourage the customers in getting engaged with the brand regularly. This is very important for Sainsbury to develop long term relations with customers, satisfy them and transfer this to customer loyalty in the future. 
· Innovating marketing activities is also useful for separating or differentiating Sainsbury from the competition that exists in the respective market. 
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For propagating future success or growth in the UK supermarket sector, it is important for Sainsbury to focus on having a clear strategy of digital marketing. The digital marketing channels can be effectively used for conveying the brand message to the buyers in the market include the following;
· Social media: The use of the social media channels such as Twitter, Instagram, You Tube and others can be effectively done for connecting with wide sets of audiences with the potential of turning them into actual customers through developing a virtual feel and appeal of the brand (Saura, 2021). 
· Search Engine Optimization (SEO): Through SEO, Sainsbury can orientate its website to be ranked highest among the others considering a browser’s search engine result page (SERP), enabling Sainsbury in receiving more and more traffic to the websites This further enhances the overall visibility of the brand in the respective marketplace effectively. 
· Google analytics: Google analytics must be used by the company to identify the overall traffic to the respective website. This is important in the perspective of enabling the overall evaluation of the values of search engine optimization (SEO) for the respective business (Herhausen, et al, 2020.). 
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