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Introduction:
Brooks (2013) opines that value is the most significant concept of marketing that is looked upon by every business organisation that attempts to utilise the principles of marking for achieving their intended results. Marketing managers experienced marketing professionals and business managers look at how businesses could enhance the value that it could offer to the customers. Brooks (2013) has noticed that once the value offered to the customers is high, it leads to a higher perception of satisfaction for the customers which brings in benefits for the organisation. 
The paper studies the nature of creation and exchange of value for businesses and studies the influence of stakeholders in creation and exchange of value. 



[bookmark: _Toc68520404]Task – 1:
[bookmark: _Toc68520405]1. Write an individual essay providing a critical analysis and evaluation of the following: the role of marketing in creating value for customers
The first section of the paper studies the role of marketing in creating value for customers and looks into different approaches of value creation and exchange adopted by business organisations. The paper also specifically studies the application of strategies and approaches used in Sainsbury.
[bookmark: _Toc68520406]a. Advantages of marketing to consumers: 
Marketing brings in certain benefits for the consumers as well, as it benefit the business organisation. Some of the advantages of marketing from the perspective of the consumers are:
[image: ][image: ][image: ]Awareness of products and services:                          


Chemers (2014) says marketing brings out the different products and services offered by different companies and helps customers become aware of the different products offered by different companies. Sainsbury uses a series of advertisements across different media platforms which tell the customers about the products, its features and therefore, helps customers become more informed about the products, its quality, features so that they could make informed purchase decisions.
Informed purchased decisions:
[image: ][image: ]The purchasing decision is an important step for the customers and so, customers look at gain adequate information about the products and prices through different sources before making a decision. Chemers (2014) says Sainsbury understands that the decision making process for groceries is much simpler than other higher end products and so, Sainsbury keeps its information simple and relevant. Information like pricing, quality and unique features is conveyed to the customers for their decision making. 




[image: ][image: ]Higher levels of satisfaction:

The purpose of a purchase of the consumers is to enhance their level of satisfaction. So, customer perceives their satisfaction against the price that they have paid for the product. If the price is higher than perceived satisfaction, it means that customers are dissatisfied. This is why Sainsbury offers affordable prices for its products and works towards improved product quality. Other marketing techniques like wide scale distribution, online purchase and customer services add to the levels of satisfaction perceived by the customers. 
[bookmark: _Toc68520407]b. Marketing concept:
The marketing concept, as defined by Chemers (2014) is the core strategic inclination of an organisation that helps them to create its products and services and satisfy the needs of the consumers. 
Societal Marketing concept:
Societal Marketing concept develops an approach to marketing where the priority lies is marketing decisions that looks after the needs of the customers, the organisation and also the long term needs of the larger society. 
[image: ][image: ]Wood et.al (2013) looks at societal marketing as an approach that adds a dimension of socially important marketing choices for an organisation. The concerns of the society are addressed through the production and marketing choices of the organisation. Sainsbury’s focus lies in the area of environmental concerns that affect the long-term well-being of the society. The organisation has developed a carbon college that looks after the carbon footprint of the company and aims to reduce it to contribute towards environmental preservation. Sainsbury uses electric vehicles for distribution, increasing the use of renewable energy to power its stores and working on a sustainability program to source its materials from sustainable farming practices. 

[bookmark: _Toc68520408]c. Consumer Decision making process: 
An important part of Sainsbury’s process of understanding the value needed by the customers is the study of the consumers’ decision making process. 
Awareness:
Awareness is the first stage in the process of purchase and here, the customers understand their need and look for a certain product that could help them satisfy their needs. McShane et.al (2018) observes Sainsbury uses detailed market research to understand the different needs of the customers which form a crucial part of its product decisions. Thus, organisations like Sainsbury look to align their product ideas with the needs of the customers to offer higher value to the customers. 
Research:
[image: ][image: ][image: ]Once customers become aware of their needs, they look for products through a process of research. This process helps consumers to look at the offerings of different companies and conducts a preliminary evaluation. Understanding this, Sainsbury offers different sources for product information; from mass media advertising to its own website so that customers could easily avail the information they need to make an informed choice. 
Consideration:
The consideration stage is where consumers look at the different alternatives and narrow down their search, coming closer to making their purchase decision. Dwivedi (2001) observes that at this stage, customers consider the wide value of products offered by Sainsbury, offers like discounts and other product bundles which offer more to the customer and therefore, present more value to the customers. 
Conversion: 
Conversion is the stage where the customers make their purchase. Sainsbury offers targeted promotions to customers who are looking to make a purchase through its detailed customer information systems. This allows the organisation to send offers and discounts directly to the customers to convert a potential lead into a sale.
Post-purchase evaluation:
After the purchase, customers look at evaluation of their choice and consider the value received from the product. Quality products lead to high satisfaction which brings in repeated purchase and helps organisations create a loyal base of customers.


[bookmark: _Toc68520409]d. Branding, advantages and value for customers: 
[image: ]Branding:

Weiner (2013) defines branding as an essential tool of marketing to create a positive impression about a product in the minds of the consumers. Brands like Sainsbury look to create a positive perception by associating different qualities to the brand. Sainsbury’s brand is perceived as quality and affordable products. Along with the association of qualities, brands use a series of tangible aspects like logo, colour layout, packaging to give the products a unique look to attract customers. Branding brings in several advantages for an organisation and helps in the exchange of value between the organisation and its consumers.

Create distinction from the competition: 
Branding helps create a distinction from the competitors. Schulman (2009) observes Sainsbury’s brand value is different from that of Asda and its packaging, logo and colour layout creates a distinction from other competitors like Tesco. This helps build a unique position for Sainsbury in the minds of the customers. The unique position creates recognition for the organisation. 

Connection with the consumers:
Since branding looks to directly appeal to the individual preference sand tastes of the customer sand looks to directly associate with the perceptions of the customers, it helps build  connect with the organisation. Some customers who are naturally receptive to a certain brand could help establish a long term relationship with the organisation on the basis of their brands. 
[bookmark: _Toc68520410][image: ]e. The Ansoff matrix: 
The Ansoff matrix is the tool used by businesses to design their product portfolio and determine their approach for offering products and services on the markets of their operations. The matrix creates four possible approaches for business to achieve their growth through alternations of their products and markets. 
Product development:
Schulman (2009) says the product development approach adopts an approach of developing new products for the same market. The approach attempts to develop new products for the existing markets.  Organisations like Sainsbury use the product development approach to offer new products for different market segments and hence, attract more customers and sales. Sainsbury’s introduction of the organic food segment catered to the growing need of health conscious consumers and helped increase Sainsbury’s sales in its existing markets. 
Market penetration: 
Weiner (2013) observes the market penetration strategy is used in existing markets where the organisation attempts to increase its sales by attracting more customers through promotional activities, without changing its products. The approach focuses on the exiting market and the existing products. Sainsbury uses this approach quite often to increase sales. Sales promotional offers like discounts, product bundles and free gifts can help attract customers to increase the sales. 
Market development:
Weiner (2013) observes the market development strategy uses existing products but for new market. This approach includes the strategy of market expansion and so, if Sainsbury expands its operations to new markets, it would be selling its existing products. The approach bases its strategies on targeting new customers with existing products. Sainsbury has been using the approach quite elaborately as it sells similar products across UK and Europe. 
When companies engage in market development, it also benefits the consumers. Consumers get more options to choose from as international companies enter the domestic markets and this creates more competition, thereby, improving product quality and reducing the prices in the market. 
Diversification:
Diversification approach brings in the strategy of developing new products and services for new markets. It includes the development of new products which require larger risks and efforts. Sainsbury dies not follow the diversification approach but competitors like Tesco have diversified into other product segments like electronics. Consumers are able to get more alternatives in the market that reduces the bargaining power of existing consumers. This helps in increasing the bargaining power of the consumers and helps in lowering the prices in the market due to increasing competition. 

[bookmark: _Toc68520411]f. Customer Relationship Management and its role in value creation: 
Customer relationship management (CRM), as defined by Wood et.al (2013) as the process through which an organisation look to build long term relationship with the customers and create an engagement with the customers through the application of different technique. These techniques include interactions over chats, automated notification systems, customer data management and improved customer services.  The focus of relationship management helps organisations build a rapport with the customers and this enables the following benefits: 

Improved communication:
Improved communication between the customers and the organisation helps the organisation understand the needs of the customers with greater detail. Dwivedi (2001) observes that it not only helps the organisation offer better value and solutions to individual customers, but offers a wider view on the preference and needs of the customers, which informs the larger process of product ideas for the organisation and hence, helps businesses to offer improved value to the customers. 
Customer retention:
Customer retention is an important aspect in today’s market environment because of the intensity of the market competition. Organisations could offer purchase incentives and solutions to the customers and engage with the customers for post sales services. Hence, this could help retain customers and generate more sales for other products offered by the organisation. 
Increase in long term engagement and loyalty:
CRM focuses on not just delivering sales in the short term but emphasises on long term e engagement with the customers. Automated messaging, chats and conversations between the organisation and the customers help create a long term relationship. This helps the organisation to offer better value to the customers and build a long term relation as customers receive increased satisfaction. 
[bookmark: _Toc68520412]2. Write an individual essay providing a critical analysis and evaluation of the following: stakeholder engagement and their impact on marketing activities
[bookmark: _Toc68520413]a. Stakeholder: 
A stakeholder, as defined by Dwivedi (2001), is an individual or group that has interests over the performance and results of a business organisation.  This interest comes in the way of retunes and so, stakeholders offer contributions to earn their returns. Businesses organisations have many stakeholders and classify them on the basis of internal and external stakeholders. 
[bookmark: _Toc68520414]b. internal and external stakeholders
Internal stakeholders as defined by Wood et.al (2013) are individuals or groups within a business organisation with a stake and interest in the operations of the business. Internal stakeholders can be in the form of the management, employees, board of directors, who are directly associated to the operations of the organisation. 
McShane et.al (2018) says external stakeholders originate outside of the organisational operations and its structures but have a strong interest in the operations of the organisation. External stakeholders include customers, investors, suppliers, government and the society. Organisations have lesser control over external stakeholders but they can influence the operations of the company, forcing the business to adapt to the changes in the needs and requirements of the stakeholder.
[bookmark: _Toc68520415]c. Communication and engagement with stakeholders: 
The process of communication and engagement are essential strategic directions for a business organisation and so, the paper has observed that Sainsbury uses the Mandelow’s matrix to assess their nature of engagement with the stakeholders. Sainsbury uses the matrix to classify stakeholders on the basis of their influence and their interest with the organisation.
Monitor: 
Smaller financial institutions and some social groups have little influence or interest in the organisation. This is why; Sainsbury does not give much importance to them and adopts a process of only monitoring them. Monitoring would help evaluate if there is a change in their behaviour or response. 
Keep Informed: 
Suppliers, financial institutions and few social organisations have little power to influence the organisation, but they have the interest levels to pay attention to the operation of Sainsbury. This is why the organisation adopts a process of keeping them informed to keep their interest levels unchanged. 
Keep Satisfied: 
Schulman (2009) observes government, social institutions and investors fall under the category of stakeholder with high power and influence but low interest. The organisation attempts to satisfy their needs to maintain the status quo. 
Manage Closely: 
Internal stakeholders like the management, certain investors, and employees have high influence and high interests and so, Sainsbury gives them enough platforms to treat them as important players in the business.

[bookmark: _Toc68520416]d. Influence of stakeholders on marketing activities:
The stakeholders have a significant degree of influence the marketing activities of an organisation. This section highlights those influences for different internal and external stakeholders. 
Customers:
Schulman (2009) observes that customers’ needs, preferences and behavioural traits form the backbone of a marketing plan and marketing strategy. The organisations look to understand the needs and preferences of the customers through the process of marketing formation which are used in making marketing decisions. Thus, the effectiveness of marketing strategies depends largely on how businesses are able to understand the customers and the market conditions. 
Government and Society:
Marketing strategies and plans need to abide by government regulations and policies on different activities like advertising and promotions, product and product standards and also the employees’ rights. The organisation also remains mindful of societal needs and expectations including focusing on social standards of ethics. 
Employees: 
Brooks (2013) observes organisations like Sainsbury have to work in a healthy balance with the employees to ensure effective operations and aimed at achieving efficiency. For this, the organisation looks to offer processes for suitably rewarding employees for their performance and providing opportunities to share ideas and views. 
Competitors:
In an intensely competitive market like the UK retails sector, competitors depend on one another for different approaches like pricing and products. Sainsbury studies the prices of its competitors to shape their own prices. There is significant level of inter-dependence between the competitors in the retail sector due to the presence of handful of sellers in the market. 


[bookmark: _Toc68520417]Conclusion:
The paper concludes its observation on the processes adopted by business to exchange value with the consumers and has also evaluated the practices and approaches used by Sainsbury across its different activities. The paper presents its agreement with the practices of Sainsbury and understands that the organisation has been successful as it has been able to effectively execute different processes and techniques of marketing. The paper does not recommend changes for the making approaches of Sainsbury and expresses its opinion that Sainsbury should continue to adopt similar approaches in the foreseeable future. 
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