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[bookmark: _Toc143700187]1.0 Introduction
Sainsbury's or Sainsbury Plc is a British multi-channel retailer. The firm is headquartered in London, UK. It was established in 1869. It primarily operates in the United Kingdom and Ireland. It has around 171,000 employees across the UK and Ireland (Sainsbury's, 2023). The firm offers diverse products, including groceries, clothing, electrical appliances, homewares, financial services, and general merchandise. It operates with above 800 convenience stores and 600 supermarkets as well as has an online retail platform. Habitat, Argos, Tu, Sainsbury's Bank, and Nectar are some major brands of Sainsbury's (Sainsbury's, 2023). Sainsbury's focuses on offering a convenient shopping experience to customers along with quality food items at competitive prices. Diverse types of fresh vegetables, fruits, juices, meats, dairy, eggs, fish, frozen foods, baby products, pet supplies, and alcoholic beverages can be purchased from Sainsbury's stores (GlobalData, 2023). Sainsbury's offers credit cards, insurance, travel money, and loans through Sainsbury’s Bank. 
Although the firm has performed well in the post-covid19 era, inflation and other crises have significantly affected sales over the year. Fluctuating external environment is the main reason for decreased sales. The report would clarify various forces and factors, which are influencing the external business environment. Besides, threats and opportunities related to these external factors will be thoroughly evaluated. Moreover, effective methods and strategies will be suggested, which could be employed by Sainsbury's to navigate its path to success by capitalising on these opportunities and overcoming threats.
[bookmark: _Toc143700188]2.0 External Environment Analysis of Sainsbury’s 
Diverse forces influence changes in the marketing environment and encourage or compel organisations to adopt innovative business strategies (Wijethilake and Upadhaya, 2020). When organisations fail to understand these forces and their impact on business operations, they could not make essential adjustments. Such scenarios affect business processes, as well as marketing efforts, which eventually decrease customer satisfaction and brand image. In the context of Sainsbury’s, the external environment is examined using two different models namely PESTLE analysis and Porter's Five-force Analysis to provide valuable in-depth insights. These theoretical frameworks will help Sainsbury’s to develop realistic marketing strategies and business policies to handle the relevant challenges. 
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Figure 1: Pestel analysis
(Source: Self-created)
PESTLE involves 6 drivers or forces, which are political, economic, sociocultural, legal, environmental, and technological factors. 
Political
Government regulations: Sainsbury's operates in the retail industry as well as the financial sector. Thus, the firm is bound to follow diverse local to international regulations and laws related to these sectors, specifically applicable in the UK and Ireland. These regulations encompass employment laws, food safety standards, environmental laws, and workplace safety regulations. Any kind of modifications to these regulations can influence Sainsbury’s day-to-day activities, which could be a major threat (Benghezal and Izadi, 2022). If Sainsbury plc could not understand and implement changes quickly, it could face lawsuits as well as legal penalties, which would also tarnish brand reputation. 
Taxation policies: The tax policies established by the UK government impact Sainsbury’s financial performance and profitability significantly (Benghezal and Izadi, 2022). Alterations in corporate tax rates, business levies, VAT, or other tax mechanisms could affect Sainsbury’s pricing strategies and operating costs.
Trade policies: The trade policies of the UK have significantly changed following Brexit, which involves changes in tariffs, export and import regulations, and supply chain dynamics. Sainsbury’s imports various branded food and non-food products from 70 different nations (Sainsbury’s, 2023). Any kind of changes in tariff structures and trade agreements would impact the sale prices of Sainsbury’s goods and its profitability. Thus, trade policies could create both threats and opportunities for the firm. 
Political stability: The stability of the political environment in the UK along with other countries from which Sainsbury’s imports products is critical. If any kinds of political conflict or instability occur in these nations, the entire supply chain would be disrupted, which cause delays as well as would increase the cost of goods. 
Government initiatives: Government-led initiatives, such as the promotion of healthy eating habits and reduction of plastic waste would impact Sainsbury’s operations. Although Sainsbury’s is already launched plans to reduce plastic packaging and promote diverse healthy foods, strict governmental pressure could create challenges (Benghezal and Izadi, 2022). For example, facilitating major alterations of the packaging or product portfolios in a short time could affect inventory and sales.
Economic
Interest rates, inflation, and exchange rates: Rising inflation and fluctuating exchange and interest rates within the UK and the global market could impact Sainsbury’s operations in various ways. Global economic crisis, rising fuel costs, and various other factors could influence these fiscal rates (Nyangarika et al. 2019). For instance, rising interest rates would increase the financial liability of Sainsbury's. Besides, a fall in the pound value can increase import costs, which would make the imported products more expensive, and thus, sales and profit margins would be declined. On the other hand, higher inflation could decrease purchasing power of customers and reduce sales. 
Unemployment rates: The level of unemployment in the UK can directly influence the spending patterns of consumers. During the second quarter of 2023, the UK experienced different unemployment rates across its regions. The highest rate was observed in Wales at 4.8 percent, followed by 4.2% in England, 4% in Scotland, and 2.7% in Northern Ireland (Clark, 2023). It implies people of Northern Ireland have higher spending power in the current scenario. Elevated unemployment rates can reduce the spending of consumers, which would eventually decrease Sainsbury’s sales.
Fierce competition: Several well-known supermarket chains, including Tesco, Lidl, Morrisons, Asda, Waitrose, Aldi, etc. compete in the UK market, which attracts Sainsbury's customers and affects sales (Kanakaratne et al. 2020). Besides, the UK also has various local food stores and specialty shops offering diverse types of food, which intensified the competitive landscape. Continuous innovation of products and services can help Sainsbury's to deal with these rivals and maintain reasonable profits.

Socio-cultural
Shifting consumer habits and preferences: Consumer shopping trends change regularly, which act as both threat and an opportunity to organisations (Ceyhan, 2019). For instance, the convenience of online shopping has encouraged Sainsbury's to launch online stores. Similarly, increasing preference for ready-made meals and varieties need to be responded to boost sales   
Sustainable consumption and health trends: Consumer preferences are highly influenced by increasing health consciousness. Most consumers look for healthy food based on their dietary choices (JOSE, 2022). For example, they might prefer gluten-free, organic, vegan, or other specialised products with low-calorie options. Besides, preferences for sustainable and ethically sourced products have increased. Thus, environmental responsibility and ethical expectations need to be aligned with the supply chain to meet consumer preferences. The product range of Sainsbury's also needs to be enhanced. 
Demographic changes: Demographic shifts in the UK, such as a growing elderly population and increasing cultural diversity could influence the product offerings of Sainsbury's (Kanakaratne et al. 2020). For example, individuals from other ethnicities might prefer different international foods and products while elderly individuals could demand certain healthy or local products. Thus, Sainsbury plc needs to identify the demographic shifts and take necessary actions. 
Brand attitudes of consumers: Perceptions of consumers and their loyalty influence sales of a brand (Ceyhan, 2019). Any changes in these perceptions or sentiments could impact the overall performance of an organisation. For instance, CSR practices, public relations problems, or other major organisational activities could affect the brand image of Sainsbury’s.  
Technological
E-commerce: The online shopping trend has significantly influenced the retail industry including supermarket chains like Sainsbury's (Argyropoulou et al. 2023). Thus, Sainsbury plc has integrated user-friendly websites and applications to offer an efficient, seamless shopping experience to customers. It also involves ensuring effective home delivery, and other digital click-and-collect services.
Digital payment methods: The popularity of contactless, digital payment methods has increased across the global market, which also impacted Sainsbury's operations. The firm needs to ensure that contactless cards, mobile wallets, and other trustworthy digital payment options are available to meet up customer needs.   
Supply chain automation: Automation of the supply chain improves the efficiency of supply chain management through integrated data analytics features (Argyropoulou et al. 2023). Sainsbury's can optimise inventory levels, reduce waste, and swiftly respond to demand shifts with automation technologies.
Data analytics: Data analytics is widely used by retail firms to examine and understand customer preferences and behaviour (Kabiraj and Joghee, 2023). Sainsbury’s can use bigdata analytics and artificial intelligence (AI)-powered tools to improve marketing efforts, introduce personalised offers, and streamline overall operations. Besides, machine learning (ML) and AI algorithms backed by bigdata analytics could effectively forecast sales patterns, as well as resolve logistical and inventory issues.  
IoT: Sainsbury’s could integrate IoT to improve the monitoring of the supply chain. RFID, GPS tracking, and other relevant technologies could be used to track and manage stock levels (Nwankwo, 2023). IoT devices like smartphones could control these technologies and gather relevant data, which could improve Sainsbury’s supply chain and operations effectively.     
Environmental
Sustainability initiatives: Global communities as well as UK consumers have prioritised reducing carbon emissions, sustainable sourcing, and waste reduction practices. In this context, Sainsbury's is working to become Net Zero by 2035 throughout its operations (J Sainsbury plc, 2023). Besides, it has implemented effective waste management strategies to minimise food waste and operational costs.
Climate change: Changing climate and weather can affect the production and perseveration of fresh produce. Besides, drastic weather changes including storms, heavy rainfall or snowfall, and other natural disasters could influence Sainsbury's supply chains. Thus, Sainsbury's needs to create an adaptable and resilient supply chain to avoid these issues effectively.
Packaging: Plastic packaging can affect the environment significantly. Thus, Sainsbury's has planned to reduce plastic packaging by almost half by 2025 by utilising compostable or recyclable packaging materials. 
Legal
The laws and regulations are directly influenced by political factors. Most laws influencing the market environment of Sainsbury's are already discussed. Data protection laws and competition laws are some other major regulations, which could impact Sainsbury's. GDPR is the primary data protection law in the European market, while some explicit privacy laws could impact its operations locally. 
[bookmark: _Toc143700190]2.2 Porter's Five-force Analysis 
Threat regarding new entrants: Fresh market entrants typically bring novel products and innovative business approaches to pressurise existing retailers (Am et al. 2020). Sainsbury’s would also face competitive pressure whenever a new retailer enters the market. The firm needs to reduce product prices and fresh value propositions for attracting and retaining customers. Moreover, Sainsbury’s also needed to minimise operational costs to maintain a reasonable profit margin. If the firm could not manage these challenges, it would lose its competitive advantage. The threat related to this force is moderate or low, as new entrants need to conduct thorough market research to capture the market, which also requires significant investment.   
Bargaining authority of suppliers: Most retailers source their raw materials from multiple suppliers. Sainsbury’s also adopted this sourcing model for procuring materials. However, suppliers having dominant positions often do not bargain for prices, which would reduce the profit margins of Sainsbury Plc. Besides, large and powerful suppliers in the market exercise their negotiating power to increase material prices and force retail firms to purchase raw materials or products at higher prices (Rodkaew, 2019). Thus, the high bargaining power of suppliers tends to diminish the overall profitability of the retailers like Sainsbury's. Supplier’s bargaining authority is moderate for Sainsbury’s.
Bargaining authority of buyers: Buyers typically have many demands such as quality products, and excellent service within the lowest possible prices (Cakranegara et al. 2022). Thus, consumers impose significant pressure on Sainsbury plc and reduce long-term profitability. Besides, such expectations of buyers often increase challenges for organisations in maintaining customer retention rates. Sainsbury has a smaller customer base compared to most of its rivals. Thus, these customers have greater bargaining power and often expect diverse offers and discounts, which affect the operational profits of the firm. The threat from force is high in all scenarios. 
Threat of novel substitutes: It is a major threat for all retailers. If a specific new service or product satisfies customer needs differently compared to existing products, it attracts customers (Darmawan, 2019). Thus, sales and profitability of the brand would decrease significantly. For example, Tesco or other retailers in the UK market might introduce an alternative meat product to move customers away from Sainsbury’s meat items. The threat of substitute products and services increases when they provide unique value propositions compared to existing industry offerings. For Sainsbury’s, the threat from new substitutes is high.      
Rivalry among existing players: Intense rivalry among existing players in an industry often compels each rival to adopt a low-pricing strategy to attract and retain customers (Hasbullah, 2022). However, the approach diminishes the profitability of all organisations and thus, decreases the overall industry’s profit margin. Sainsbury has several prominent rivals like Tesco, Asda, etc., which affects its long-term profitability alongside its rivals.    
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Sainsbury’s, the second largest UK-based supermarket chain (after Tesco) employs strategic market segmentation to tailor its offerings and marketing efforts effectively. Examining current segmentation and targeting strategies would help to improve marketing campaigns and attain a competitive edge.  
[bookmark: _Toc143700192]3.1 Market Segmentation
Sainsbury’s utilises the UK market in various segments based on psychographics, demographics, and behavioural factors. It classifies the multicultural UK population into distinct segments, which helps it to target customer groups effectively.
Demographics: Sainsbury’s serves customers across different age groups, income levels, and household sizes (Kanakaratne et al. 2020). It caters to families, professionals, and individuals. Typically, the overall customer base is aged between 15 and 80 years, which involves diverse characteristics. 
Psychographics: Sainsbury’s considers consumers' lifestyle preferences, values, and shopping behaviours or preferences. For example, it recognises the growing interest in health-conscious food and eco-friendly choices (Wijethilake and Upadhaya, 2020). These values and preferences help to introduce certain products and develop effective marketing campaigns. 
Behavioural factors: The firm thoroughly evaluates purchase patterns, brand loyalty, and frequency of shopping visits based on in-store and online purchases of customers (Argyropoulou et al. 2023). This data helps Sainsbury’s to identify customer needs and preferences.
[bookmark: _Toc143700193]3.2 Target market 
Sainsbury’s primary market is families, especially mothers, as they are often the key decision-makers for household groceries and shopping. Sainsbury’s understands the importance of convenience and quality in family shopping. 
Secondary target markets include professionals and individuals of various age groups seeking diverse products, including groceries, clothing, and household items.
Further, Sainsbury’s has increased its focus on addressing the demands of health-conscious and environmentally-conscious consumers. The firm offers a range of organic, vegan, and sustainable food products and other ethically sourced items to meet the needs of these customer groups. 
Sainsbury Plc uses psychographic and behavioural targeting strategies to attract and persuade customers. Besides, demographic preferences are also considered during marketing and promotions. Sainsbury uses competitive fair pricing to draw customers. Although the firm is using such diverse strategies, external environmental factors are often affecting its market performance. Thus, improved targeting and positioning strategies are recommended along with a marketing mix, which would boost brand awareness and customer base. 
[bookmark: _Toc143700194]4.0 Future recommendations
It is recommended that Sainsbury should develop innovative multichannel marketing strategies to boost brand awareness across physical and digital channels. The marketing team should develop innovative and appealing videos, taglines, and value propositions to influence the target market. The recommended marketing plan involves diverse steps or categories, which are clarified below.    
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Psychographic targeting: Sainsbury's should emphasise providing diverse organic, gluten-free, and low-sugar, products to health-conscious consumers (JOSE, 2022). Besides, Sainsbury's should highlight its commitment to sustainability, such as reduced plastic packaging, recycling initiatives, and support for local organic produce, which will help to target eco-conscious consumers effectively. Omichannel marketing efforts should focus on promoting the nutritional value, health benefits, and sustainability aspects of these products. Further, Sainsbury's should promote its online shopping options, ready-made meal solutions, and click-and-collect services. Besides, the convenience of quick delivery and online payments can be emphasised during marketing campaigns. Thus, Sainsbury's could target and attract busy professionals, the aged population, and other convenience seekers effectively. Further, promoting the diversity of international brands and their competitive prices will target the multicultural population of the UK.     
Behavioural targeting: Sainsbury's should enhance considering individual shopping habits and preferences of customers, which will help to offer personalised discounts, and product recommendations, and develop innovative promotions (Cakranegara et al. 2022). The targeting approach would improve the online user experience and customer retention. Besides, Sainsbury's should recognise seasonal shopping patterns in specific market segments or the entire UK market to offer relevant products and dynamic offers. For example, it could promote specific products during specific holidays or events, which would enhance customer satisfaction and overall sales.
[bookmark: _Toc143700196]4.2 Positioning strategies
Sainsbury's could use both adaptive and sustainability positioning to improve the effectiveness of positioning.
Adaptive positioning: This positioning strategy focus on adjusting the brand image, product offerings, or marketing approach of an enterprise based on changing market conditions, competitive pressures, or consumer preferences. Sainsbury's could adopt diverse strategies to boost its resilience in the evolving external environment. For instance, it could prioritise the integration of diverse latest technologies such as AI, ML, blockchain, etc. to improve supply chain performance. Data analytics could be used more effectively to identify and meet consumer demands by offering economic prices and excellent service experience (Kabiraj and Joghee, 2023). 
Sustainability positioning: Sainsbury's has implemented diverse sustainability principles to position itself as a sustainable brand. For example, the firm is committed to reduce its carbon emissions and plastic and food waste (Jones and Comfort, 2020). Besides, it educates customers about sustainability through its product labelling and marketing campaigns, which encourage shoppers to adopt eco-friendly lifestyles and product choices. Sainsbury's should intensify its sustainability positioning to boost it brand image.
[bookmark: _Toc143700197]4.3 Marketing mix (4Ps)
It is a fundamental marketing framework, which focuses on 4 dimensions of marketing. Sainsbury's should make certain adjustments to improve the effectiveness of marketing campaigns. 
Product: Sainsbury's holds a diverse product portfolio, which attracts diverse customer groups. It should implement strong quality control measures according to food safety laws and other regulations to ensure the freshness and quality of its offerings (Dessureault, 2019). Sainsbury's should promote innovation or regular intervals based on changing consumer preferences. It should examine customer feedback and competitor strategies using data analytics to initiate effective innovation. Thus, Sainsbury's can introduce new products and services and expand its product range, which will also boost potential customer base and sales.
Price: Sainsbury's adopts a competitive pricing strategy to offer value for money to its customers. It should regularly review and adjust its prices based on inflation, recession, and diverse geopolitical trends. Thus, it can offer diverse products at reasonable prices and retain customers. However, Sainsbury's should consider its reasonable profit margin while setting prices of products. Further, it should provide lucrative offers and discounts during seasonal sales and special events, which would encourage customers to purchase products from Sainsbury's retail and online stores (Guyt and Gijsbrechts, 2020). Marketing professionals should develop innovative loyalty programs to offer a strong customer experience. Such strategies would help Sainsbury's to control the bargaining power of customers and retain them for the long term. Thus, Sainsbury's can remain competitive in the market and maintain stable growth. 
Place: Sainsbury's operates with and 600 supermarkets and 800 convenience stores across the UK and Ireland (Sainsbury's, 2023). All these stores are conveniently located, which attracts customers from the neighbourhood, which helps to maintain reasonable sales. Considering online shopping trends, Sainsbury's should improve its digital infrastructure and add diverse products to the shopping catalog alongside groceries. The convenience of online shopping would increase the frequency of sales and also might increase the customer base. In the meantime, Sainsbury's should boost the efficiency of the supply chain by integrating RFID, GPS, AI, and other technologies to improve inventory management and minimise delivery delays (Nwankwo, 2023).
Promotion: Sainsbury's typically runs various advertising campaigns on TV, radio, and online platforms to promote its products and brand. It should prioritise digital marketing through social media, as most customers nowadays use social media (Ceyhan, 2019). Sainsbury's has around 1.67M followers on Facebook, 333K followers on Instagram, and 593K followers on Twitter. The firm should post appealing images and videos to influence customers. Besides, celebrity endorsements and social media influencers could be used to promote Sainsbury's products. Content marketing, e-commerce sites, SEO, email marketing, and mobile apps should also be used for promotions, which would help to reach a wider audience (Kabiraj and Joghee, 2023). Further, in-store displays and shelf tags should be used effectively to place products in an organised manner. Thus, in-store customers can explore special offers and new arrivals effectively, which would boost sales. 


[bookmark: _Toc143700198]5.0 Conclusion
It is concluded understanding the external environment is vital to develop and adjust business strategies, especially marketing strategies. Sainsbury's could use psychographic and behavioural targeting in the multichannel marketing environment to boost its brand awareness. Sainsbury's can boost the effectiveness of its sustainability positioning and adaptive positioning to attract diverse shoppers. These positioning strategies would help Sainsbury's to differentiate its products and services based on external market forces. Thus, it can build and enhance its brand reputation in an evolving retail landscape. Sainsbury's should carefully manage the 4Ps marketing mix to create a comprehensive marketing strategy to meet diverse customer needs and maximise its market presence in the competitive UK environment.
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