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[bookmark: _Toc92734901]Introduction 
Covid-19, a virus has resulted in a pandemic that led to the loss of human lives as well as the downturn of the economy. The overall economy of the United Kingdom shrank by 19.8% in the quarter of April to June of the year 2020. After June, Lockdown started all over the United Kingdom resulting in no output other than the IT sector which continued operations from home. Hospitality sectors saw a record drop in their turnovers due to closures and a reduction in travel (Savina, 2021). The one category of business that recorded growth was online shopping. Retailers recorded a huge dip in their growth as the customers moved online. The companies which started online portals were in profit and the ones that still relied on customers returning to the shops were disheartened.
Sainsbury's is a company which were the leader of the FMCG market from 1869 when they opened their doors for the first time. In the time of the pandemic, they too chose to move towards online portals which operated and even now operate along with their retail stores (Sadchenko and Vorotniuk, 2021). Thus, this report aims to critically analyse and evaluate the impact that Covid-19 had on Sainsbury's.
[bookmark: _Toc92734902]Discussion
[bookmark: _Toc92734903]SWOT analysis Of Sainsbury 
SWOT analysis is a way to analyse the Strength, Weaknesses, Opportunities and Threats of an organisation. Today, the author is going to provide an in-depth and critically analysed SWOT report of Sainsbury's. 
Strengths
·      Sainsbury's is one of the biggest supermarket chains in the United Kingdom with a legacy of 200 years.
·      Sainsbury's have good branding and great marketing and advertisements all over the United Kingdom. 
·      Sainsbury's has just 20% of its label products. All other products are not on the company label as the investors hugely trust the company.
·      Sainsbury's have 100,000 skilled employees who are well trained to join the workforce by an amazing leadership team.
·     Sainsbury's have a great customer relationship management team who are committed to serving the best service to the customers.
·      Sainsbury's is a listed company on the London Stock Exchange (Bizarrias et al., 2020). Thus, people can very easily and more free trade in their stocks and shares.
Weakness
· Sainsbury's spends a lot more on training the employees than its competitors.
· Due to the pandemic, there is a huge increase in the cost of raw materials and Sainsbury's too had to increase their prices of the items resulting in a decrease in sales.
· Sainsbury's is having a tough time venturing out of the FMCG segment like its competitors.
Opportunities
· Sainsbury's should start the usage of machines that helps in self-checkout which will be a 24-hour service.
· Sainsbury's have invested in an online platform and launched a new sales channel. This will help them in the future as Online shopping is the future.
Threats
· Due to the pandemic, many stores of Sainsbury's have ended all over the United Kingdom. People have less money and they are spending less resulting in fewer sales (Grubor and Jakša, 2018).
· New and modern technologies used by the competitors especially the niche-focused ones are hampering the sales of Sainsbury's.
[bookmark: _Toc92734904]PESTLE analysis 
PESTLE analysis is a tool to keep track of the external factors which have a huge impact on Organisations. PESTLE means Political, Economic, Social, Technological and Environmental. How these factors externally affect the companies are discussed below.
Political
·  Brexit Deal: In the year 2016, the United Kingdom did a deal and voted to leave the European Union. This deal was applied from 1st January 2020 and came into force from 1st May 2020. This deal will have grave consequences in the FMCG markets (Bolton, Chapman and Mills, 2019). Sainsbury's being a leader in FMCG will face the heat too. After leaving the European Union the supermarkets in the United Kingdom will find it extremely difficult to import different products from abroad affordably. This means that the cost increment will pass the end customers who will have to buy foods and groceries at high prices.
Economic
· Covid-19 Pandemic: Covid-19 not only hampered the life of the people but also brought down the entire growth of the economy in shambles. The businesses suffered to a huge extent. Due to the pandemic, the sales of Sainsbury's too got hampered. Many stores across the United Kingdom died down (Illiashenko et al., 2019). The turnover figures dropped to a huge extent. However, Sainsbury's started operating online also, yet the retail sales need to be grown to get them their profits back.
Social
· Movement of Fairtrade: Customers are becoming conscious of where their food comes from, and this is known as the Fair Trade Movement. This movement is about paying extra for goods so that farmers remain in profit but indirectly hampers the products kept on aisles of supermarkets.
Technological
· Online Shopping: Online Shopping has hampered the retail trade a lot. The customers have moved from retail shopping to online shopping. Sainsbury's also has started an online portal and gained enough leverage through eCommerce. Though their retail shops have hampered their online portal is gaining a presence in the market.
Legal
· Sugar-Tax: Introduction of Sugar Tax led to the stopping of Sainsbury's to promote High Fat, Higher Sugar and Salted Food to any children below the age of 16. The products now also need authorisation from competent authorities. Then only Sainsbury's can do the promotion.
Environmental
· Plastic-Waste: Sainsbury's have a great contribution to the crisis of Plastic Waste. They pack the products in single-use plastics thereby giving more strain on the environment than anyone can handle. Sainsbury's should look for various ways to deal with these humongous Plastic wastes.
[bookmark: _Toc92734905]Porter's 5 forces analysis 
Porter's Five Forces is a tool through which the competitiveness of a company is measured. The five forces are the New Entrance Potentiality, Threat of the Substitute Products, Bargaining Power of the Customers, Bargaining Power of the Suppliers and the Rivalry of the Competitors in the Industry (Juaneda-Ayensa et al., 2019). The forces which determine the competitiveness of Sainsbury's are discussed below.
· New Entrance Potentiality: The threat to Sainsbury's regarding new entrants is low. The reason for the lower threat from new entrants is because of the barriers which exist in the entrance in the food retail market. Organised Retail is essentially done within the sectors which have huge capital and are quite sophisticated. Retail and FMCG is a very advanced sector in the western countries and very little scope is left for new entrants.
· Substitute Threats: The threat to Sainsbury's regarding Substitutes is moderate. FMCG or the food industry is a necessity for the customers, either in developed nations or developing countries. The retail sector is bringing in innovations in products and also business which are alternatives to make the customer shopping experience very smooth and pleasurable. The only threat is that a supermarket can jump over another one in terms of profit.
· Bargaining Power Of Customers: The threat to Sainsbury's regarding the bargaining power of customers is moderate. Previously before the recession which came after covid-19, the bargaining power of buyers was not given so much attention by big companies like Sainsbury's but after the pandemic because of the many numbers of competitors engaged in the sale of the products which are the same, the loyalty of consumers and their voice is given credential (Hole, Pawar and Khedkar, 2019). Thus, customer power increased considerably overnight.
· Bargaining Power Of The Suppliers: This threat is low for Sainsbury's regarding the bargaining power of suppliers. The suppliers of the big markets like Sainsbury's are loyal because of the supermarkets do not sell their products, they will be at loss. Their sales will get hugely affected if big supermarkets refuse to carry on their products further to the customers.
· Competitive Rivalry: The threat to Sainsbury's in regards to the competitive rivalry is high. The retail sector is a crowded one. Many more non-FMCG companies are venturing into retail food products thereby increasing the competition more. Sainsbury's has a market share of about 14.9% which is way behind Tesco. Various other companies like Tesco, Morrisons and Asda have various competitive advantages over Sainsbury's.
[bookmark: _Toc92734906]Impact of Covid 19 
Covid 19 had affected the entire world very dastardly. The company Sainsbury had affected and had a great downfall in the pandemic situation. Moreover, Sainsbury had dipped into an annual loss of £261m in therefore booming the sales of groceries during the time of pandemic and the covid 19 situation (Bartik et al., 2020). Through these scenarios in the entire world, the company Sainsbury had affected the profitability of half pounds in billions. It is observed that not only Sainsbury is affected by this covid 19 but all the other businesses in the world are therefore affected. The company, therefore, appeared as the company was not able to export their products and as a result, the company Sainburt suffered losses. Moreover, those items which are perishable and not exported within the due time are all damaged and there also they have suffered from huge losses (Seetharaman, 2020). The company had to shut down and all the staff and the workers of the company had lost their jobs and through these, the company was impacted by the dangerous virus. Apart from all these through the vast spread of covid 19, the supply chains of the company had not worked and due to this the company had to face several challenges and issues in the global market. 
[bookmark: _Toc92734907]STP analysis of Sainsbury 
STP model is a tool through which a company identifies its valuable customers and develops various products which suit those customers. The STP model stands for Segmentation of the Market, Targeting the Customers and Position of the Offering of the Company. The author is going to discuss the STP model of Sainsbury's in the below paragraphs.
     Sainsbury's as a firm needs to develop an approach to be more visible in the market. Thus, it is important to identify and analyse the Organisation's current strategy of marketing with the help of the STP Model. 
· Segmentation: Segmentation is the most essential element for the development of the market. The main idea of Sainsbury's Marketing Strategy is geographical as well as the segmentation of behaviour. Sainsbury's uses the region of the United Kingdom in geographical segmentation. In the form of behavioural segmentation the company always aims for pushing its organisation as a middle tier brand, the catch here is capturing the market based on the value for money concept (DeLong and Elbeck, 2018). It is recommended to Sainsbury's further use its geographical positions to expand its sustainability in the business. As after covid-19, the business operations are quite low key, their approach of expansion to online platforms will bring them profits. This geographical segmentation can be used by selling certain things which are specific to certain geographies and it will help in the growth of their business. Sainsbury's have got many benefits in segmenting the market. The benefits include improved customer service, improved sales and also profits. 
· Targeting: Sainsbury's mean target among the customer especially in a unit of a family is the mother. The company uses 4p's or the marketing mix for the promotion of the product and its price. The company always ensures that the products it sells are of good quality, as the company is in the retail and food sector, it has always promoted eating healthy food. The main target of the company by promoting these foods is the mother who always ensures that everyone in the family eats healthy. Their websites also target teenagers as they sell toys also and even various things for entertainment. All the products have been priced pocket-friendly before the covid-19, but after this pandemic, some prices have been increased. But as compared to Tesco and Asda, the prices of Sainsbury's are very low (Matic et al., 2019). The company was always involved in various awareness campaigns of prices where they have educated the customers on price changes in the market or about any other discounts. The company always makes sure that its products of various target groups are available very easily and the consumers are getting the products when they are in need. The company does many promotion activities to capture the target groups. They use various vouchers and coupons as marketing strategies for promotions which helps in the retention of the customers and also in the increase of sales.
· Positioning: Positioning means how the company or an organisation is being perceived in the sector of the market. The main notion of the positioning of an organisation is the point of view of the price tag of the company. If the company charges higher than the other companies in the same sector it will receive fewer customers than the other companies. Sainsbury's always targets a market that is quality-centric and its price always ranges between medium to high. The firm or the organisation or company uses this strategy of promotion to the position of creating value for the customers. This strategy is aimed at the development of an organisation and also aims to connect with the customers. 
[bookmark: _Toc92734908]Marketing mix of Sainsbury 
The marketing mix of Sainsbury, therefore, investigates the brand with the framework of marketing mix which mainly covers the 4P’s of marketing. These marketing strategies assist the company in achieving its targets and goals of the market. 
· Product- The strategy over the product on the market demand, Sainsbury had great offerings towards the customers. Moreover, in quality management and innovation, the company primarily look over the development of the new products and also, therefore, intensifies the existing product range (Thabit and Raewf, 2018). The products of Sainsbury are sold in a wide variety of products in the market. Therefore, an integral part of the firm thus defines the product of Sainsbury. The product strategy mainly defines how the organisation and achieve the product to the road map. The product strategy is therefore distinguished in comparative, differentiation and segmentation. Therefore with the help of these three strategies the products of the company Sainsbury grow very electricity and also help their products to standby at the right targeting audiences in the market.
· Price- The pricing strategy is also an important factor or strategy of all businesses and companies. Hither in the Sainsbury company the pricing strategy places a vital role. Moreover, the pricing strategy is thus based upon supplying the consumers and the audiences with the core value of money. Along with this the company also provides and also maintains the quality of the services and products in ensuring the retention of the customers (Do and Vu, 2020). On the other hand, the company Sainsbury maintains the ruthless policy of pricing instead of cutting the pricing policy. Therefore in the later part, the pricing policy supplies again in the market for running in a short time. Moreover, Sainsbury uses the pricing policy or pricing strategy is thus discrimination in the positioning of the products of the company. Also, this obtained and attains a premium and surcharge price as the pricing of the product position the product of the company in the high ended market demand. Sainsbury also ranges with various kids and the basic products at a very low price and also are excellent in the quality and therefore providing the money value. Therefore this entirely covers the strategy of pricing in the Sainsbury company as the marketing mix and also thus the annual revenue of the Sainsbury brand is about more than $25 billion.
· Place and distribution strategy- The Sainsbury company has a great marketing mix strategy and also a place and distribution strategy. The company has more than 500 supermarkets and almost 700 convenience stores. From all these stores, some of the stores operate all day throughout that is 24*7. Thus, in addition to this the company Sainsbury also go forward and deliver the products to their delivery places and also the products are delivered to their customer destination. Moreover, the Sainsbury company initially handled the distribution strategy on its own. The company provides innovative ideas for its place strategy. The company had opened different outlets in various parts of the world and therefore the customer could buy goods and services to the nearest possible outlets. 
· Promotion strategy- The promotion strategy is the cruellest part of any business pr company to flaunt its products and therefore to earn profit from it. Therefore this is the last marketing mix of Sainsbury to showcase its marketing strategy. The strategy of promotion is all about how to target the customers and the audience at large. The company Sainsbury uses different media of promotional strategies to carry out the message to the customers and also persuade the consumers to buy those services and goods. The promotional strategies which the company has used since the very beginning of the marketing mix strategies are through advertisement, TV channels, newspaper, radio and many more (Garabinovic and Papic, 2018). Apart from these the company Sainsbury have also put forward innovative ideas to make its products and services in the market with huge demand. Therefore the company hired celebrities such as David Beckham,  Jamie Oliver and Daniel Sturridge to showcase their products in advertisements, in newspapers and through television. From this strategy on the marketing mix, Sainsbury had a hold and also generated over £1.12 billion with sales and £41 million with the campaign on advertisement along with Jamie Oliver. Apart from all these the company also promotion sales regularly to therefore induce the consumers to buy its services and the products. It often uses promotional offers and cut over the prices. Moreover, Sainsbury uses different social media sites to showcase and flaunt its products and therefore through these also these products are seen by the audiences. Therefore during the situation of covid 19, the advertisements, online portal, social media are the most beneficial way to foster the products services of the business and therefore through these only the people who are locked inside their home purchase those things. 
[bookmark: _Toc92734909]Conclusion 
Covid-19 pandemic created such havoc throughout the world that it is felt in every corner of society. From education to business no one is there who was left from the flames of this monster. Businesses throughout the world felt a huge impact because of the covid-19 virus. The organisations had issues like safety, cash problems, liquidity, starting of operations and also government programmes. Thus, it is to be concluded that impact is elaborately discussed in this report through the use of SWOT analysis, Pestle analysis, Porter's five forces analysis, STP analysis and also the marketing mix of the company and the impact of covid-19 on the company.
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