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[bookmark: _Toc60619977]Introduction
Due to the interplay of technical innovations in marketing and competition management that shape the strategies of the world's most successful companies, “relationship marketing” has become increasingly important in the last decade of this century (Jobber and Ellis-CHadwick, 2016). By meeting customer expectations, at a high level and providing a positive customer experience, or adding value to their products or services from the first to the last interaction with the company, it is critical to the success of organizations. The satisfaction of each step separately is determined by the single points of contact of the company and consumers. This requires a competitive approach because it reflects the overall experience of the client's journey from end to end. Excellent services from the beginning to the end of the client's journey must provide them with strategies and solutions so as not to get lost in their Journey (Maechler, Neher and Park, 2016). In order to assess whether the expectations of current and potential shareholders, especially customers, have been met, against the background of this report, an assessment of the touchpoints of the customers and of the customers journey of Sainsburys Company, is made. The current promotional strategies will be analyzed, as well as the recommendations of the potential communication strategies, such as attachment to the implemented marketing strategies of the company. Based on Keller's equity model, the company's brand equity and its brand building strategies will be assessed.                                Sainsbury’s was founded in 1869 by John James and Mary Ann Sainsbury. In 1922, it became the largest food retailer in Britain. It was most successful in the 1980s. It is the UK's longest-running major food retailer. To be the customer's first choice for food shopping, providing high quality products, value for money and excellent service, these are the principles and values of the founder, which guide strongly today, as well as in the beginning.
[bookmark: _Toc60619978]Communication
The methods by which the organization interacts with its various audiences are a process of marketing communications management. For their identified stakeholder groups, before even evaluating and influencing responses, organizations seek to develop and present messages by understanding the audience's communication environment. Audiences are encouraged to offer positive and behavioral responses by conveying messages that are of significant value.
[bookmark: _Toc60619979]The Shannon and Wearer macro-model of the communication 
A linear communication model that provides a framework for analyzing the way messages are sent and received is the Shannon and Weaver model. The way to explain how messages can be mixed and misinterpreted in Communication in a linear way from sender to recipient is the concept that the mathematical theory of communication, in Shannon Weaver's model follows with the following steps:
1. Between the set of possible messages that can be a combination of any form of written or spoken, image or sound, the origin of information selects the desirable message.
2. Encoder is the other name of the transmitter, who changes the message into a signal.
3. The connection of communication with the message - the thing that is sent and received.
4. The path along which the message passes from the transmitter to the receiver is the communication channel.
5. Also known as a decoder, the receiver is the reverse transmitter that changes the signal back into the message.
6. The purpose of the transmitted message is the destination.
7. Anything that causes a distortion or error in the transmitted signal is called noise.
The process of communication between source and destination is what this model wants to show. Discrete or continuous is the message that is created by the source. Lossy (1999) said, symbol by symbol the message is produced from a discrete source. According to certain probabilities, and consecutive symbols he will choose, the specific symbols in question from previous elections. When a person chooses a message, the information is a measure of the freedom of choice of the person referred to by Weaver (1949). Between two alternatives that one has to choose in a given situation, one of them, the information related to that situation is unity. The concept of information does not apply to individual messages. The unit formation shows the amount of freedom of choice when one has to choose - a message that is considered a single amount.
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Figure: Shannon and Wearer macro-model of the communication
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Integrated Marketing Communication (IMC) is aimed towards integrating and coordinating multiple communication channels to deliver a single consistent message to end users (Cateora & Graham, 2014). Sainsbury makes extensive use of IMC strategy to deliver its core message, as indicated by the company’s slogan: “Live well for Less” (Sainsbury Annual Report, 2019). The objective of IMC by Sainsbury is to emphasise on the high-quality life, assisted by high quality products, which are available for ‘lesser’ cost. It also emphasises the cost-leadership strategy which Sainsbury pursues within its markets.  The elements within the IMC mix of Sainsbury are illustrated below:

   
Figure: IMC mix of Sainsbury

Print media is one of the most popular and commonly used IMC mix of Sainsbury. Regular advertisements in popular newspapers like the Telegraph, or the Daily Herald etc. and popular magazines in the UK helps Sainsbury have a wide reach and penetration. Added to this, Sainsbury also publishes its own dedicated magazine, titled, ‘Sainsbury Magazine’ which contains a wide range of recipes, cooking tips, expert cooking advice from celebrity chefs and their interviews, and latest food trends in the UK (Sainsbury Annual Report, 2019).
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Figure: Print Ads by Sainsbury (newsworks.org, 2020)
Television Ads are another popular IMC tool utilised by Sainsbury, and are mostly launched to boost sales during Christmas or new year. For instance, the television Ad titled ‘Every Bit of Christmas’ aired in 2017, was a karaoke-themed ad, featuring diverse people from the UK, singing about the Christmas traditions, from Brussel sprouts to the classics (sainsburys.co.uk, 2020). The Ad showcased the ways in which Sainsbury impacts the daily life of people in the UK. The song was written by rapper and comedian Doc Brown and featured celebrities like Ricky Tomlinson, and was an instant hit in the UK. The YouTube version of the Ad garnered around 4 million views.
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Sainsbury ‘Every Bit of Christmas’ advertisement Source: (YouTube, 2017)
Next, Sainsbury is known to actively deploy Social media strategy to engage with customers. Sainsbury uses Twitter as a platform to announce new offers, discounts, or sales, provide customers with new recipes etc. The figure below illustrates the same:
[image: ]
Figure: Twitter handle of Sainsbury (Twitter, 2020)
Twitter is also deployed to respond to customer queries, handle customer complaints, and engage for higher customer satisfaction. It is used to run campaigns to engage with customers to motivate them to share the content with their colleagues and friends, provide comments, use various coupon codes, etc. as announced on the platform. 
Sales promotions have also been one of the core IMC mix within the low-cost strategy of Sainsbury. Some of the prominent models have been ‘Buy 1 get 1 Free’. Or ‘Half-price’ offers, £1 offers, buy 2 for £2 etc. which are mostly launched as in-store promotional events. The figure below illustrates the same:
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Figure: Sales promotions by Sainsbury through discounts and combo offers 

Sainsbury also strongly pursues public relations as a strategic tool within IMC. Renowned footballer David Beckham was the brand ambassador for Sainsbury from 2011 to 2014, and helped promote the ‘Active Kids programme’ for the brand (Wilson, 2015). Under this program, the company strongly advocated the need for active, lifestyle and healthy food for young children. Recently, Liverpool striker Daniel Sturridge, replaced David Beckham to become the new face of Sainsbury.
I. Current promotional concepts by Sainsbury
Sales promotions by Sainsbury serve as short-term incentives to boost customer intention to purchase, or stimulate immediate sales (Aghazadeh, 2015). For retailers like Sainsbury, current sales promotions are aligned with the ongoing external market in which they operate. For instance, the Covid-19 pandemic, and the mandatory lockdowns have radically impacted the foot falls at the physical outlets. This has resulted in a radical shift towards digital strategy for operations, fulfilment, as well as marketing and promotions (sainsburys.co.uk, 2020). The company launched and advertised the SmartShop mobile app, to facilitate a contactless buying and checkout for consumers. There was a reduction in the traditional marketing communication, like billboards, banners, or external signage etc. On the other data, the company’s digital media strategy received a major boost in this period  (sainsburys.co.uk, 2020). Internet-based banners are being used to promote the new offers, and motivate customers to download and use the Smartshop app. The app allows customers to scan and bag the products, while they visit the stores, and hence reduces the queuing or the physical time spent in the stores.
                     [image: ]
Figure: Digital promotions for SmartShop mobile app (Sainsbury, 2020)
Smartshop app prioritises social distancing and promotes contactless shopping, and hence was an instant hit during Covid-19, accounting to one-third of the total purchases. 
The digital push has also impacted the nature of television Ads by Sainsbury. For instance, most of the recent TV Ads are focused to promote online buying. These Ads highlight that Sainsbury is offering Zero-fee deliveries, for orders above £50 through online buying (Heath, 2020). The average order size for online orders has doubled since March, particularly propelled by social distancing requirements. Grocery sales now account to 15% of total sales, as against 8% in 2019 (WARC, 2020). There is a major boost in the click-and-collect orders, particularly boosted by the online promotions and discount coupons (Sainsbury Annual Report, 2019). Sainsbury also uses huge-discounting strategy as a means of temporarily boosting sales. In October 2020, the company slashed down the prices for more than 300 own-label products by around 30% (Calnan, 2020). Most of these products were described as ‘family favourites’ and includes, frozen food items, fresh meat, fish, and other grocery products. Homewares and electricals were discounted up to 25% in the same period (sainsburys.co.uk, 2020). Promotional sales with high discounts are usually linked to boost seasonal demand during Christmas, New Year, Thanksgiving, or other festivities (Sainsbury Annual Report, 2019).
II. Recommendation of promotional strategies for IMC of Sainsburys
Sainsbury adopts an Above-the-Line (ATL) strategy as a part of its investment on traditional promotions. Above-the-Line strategy refers to usage of media which has a wider reach or exposure, unlike, a Below-the-line strategy which is more targeted to specific customers (Armstrong & Kotler, 2017). ATL strategy is untargeted, which means that the message is generally to inform the mass customers, rather than focus on a specific target group. The objective of ATL marketing is to inform the customer to raise their awareness (Gilligan & Wilson, 2018). Sainsbury adopts outdoor media advertising as a the dominant ATL strategy. 
Outdoor advertising by Sainsbury is undertaken in numerous forms, like, billboard advertising, point of sale advertising, or Vehicle advertising. Billboards help Sainsbury to broadcast their message to a large number of people, as they are mostly placed in busy areas, railway stations, shopping areas, high streets etc. (WARC, 2017). They allow for high number of views and impressions, and unlike TV Ads, are not restricted by time. The figure below illustrates the common forms of Billboard advertising by Sainsbury, wherein the company tries to raise customer awareness on the pricing or products.
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Figure: Billboards usage by Sainsbury (behance.net, 2020)
Other popular form of traditional promotion by Sainsbury is through point-of-sale advertising or promotions. Point-of-Sales (POS) advertising refers to the advertisement at the place where the products or services are bought (Aghazadeh, 2015). Sainsbury uses it hypermarkets for POS advertising. The advantage offered by this method is that it helps to influence user buying behaviour right at the moment of purchase. Plastic modular displays or suspension shelf signs increase the chances of the offer to be noticed by the customers (WARC, 2017). Since the customers are already in the store buying something, these displays serve as a clever Ad. There is a better chance that they customers would add something new to their basket as often the purchases in food and beverages are unplanned and impulsive in nature (Cateora & Graham, 2014). The figure below illustrates a POS promotion by Sainsbury:
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Figure: Point-of-Sales (POS) promotions by Sainsbury (thegrocer.co.uk, 2020)

Another traditional promotional strategy of Sainsbury is through usage of vehicle-based advertising. Vehicles allow for the high flexibility or mobility to deliver the message across the region. They are usually cheaper as compared to other mass media formats like, newspapers and magazine Ads, and have a good visibility (thegrocer.co.uk, 2020). They tend to provide high area coverage within a limited budget and have more longevity as an advertising tool. This form of advertising is considered as a non-intrusive form, as the customer notices the Ad, without getting disturbed, thereby avoiding an in-your-face approach (Aghazadeh, 2015). There is an additional advantage that the wraps or posters can be frequently changed to reflect new Ads or promotions for Sainsbury. The figure below illustrates the usage of vehicles for promotions by the firm.

[image: ]
Figure: Vehicle-based traditional promotion by Sainsbury (solomoncommercials.co.uk, 2020)
My recommendations to the management are, to put computer monitors with a touch screen where the customer can quickly find the product, they are looking for, whether it is there and on which row and shelf it can be found. Computers should be designed to be able to read the mood of customers and even give them not only guidance but also recommendations on what to buy, or if the product is not in the store to recommend what they can replace it. Also in larger stores to have a children's corner so that children can have fun there while their parents shop more relaxed. This also gives a precondition for increasing sales due to the fact that it can be considered more calmly. In the time we live with Covid-19, more online sales options should be considered, with faster delivery and quality of the products.
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Establishing the way in which brand value is created for a brand is the purpose of the brand's equity models. An in-depth look at the concept of brand value and how to evaluate it is offered by each of the brand's equity models. To design marketing strategies at different stages, the brand's equity models are used. The types of Brand Equity Models are four: Aaker Model, Keller’s Model, Brand Asset Valuator (BAV) Model, and Brandz Model. In this report, a Keller’s brand equity model will be discussed in detail.
[bookmark: _Toc60619982]Keller’s brand equity model 
Keller’s Brand Equity model is also known as the Customer-based brand equity (CBBE) model and is deployed to ensure that the suitable brand value is created based on how customers perceive the brand, or establish relationship with it (Jobber & Chadwick, 2020). The figure below illustrates the CBBE model as applied to Sainsbury in the UK.

Brand Identity
Brand identity or Salience represents how Sainsbury is perceived by the end customers or what do they think about the brand (Hollensen, 2012). Within the UK, Sainsbury has carved itself an image of a trusted retailer with low-cost offerings, which helps people save money, and make their lives better. This is also reinforced by the slogan of Sainsbury – “Live well for less” (Sainsbury Annual Report, 2019). 
Brand meaning
Brand meaning is about ‘Performance’ and ‘Imagery’. Performance denotes the details of the functionality, while imagery is how the brand meets the social or psychological needs (Hollensen, 2012). Performance of the brand indicates how well it satisfies the end customer needs, and does it perform as advertised. Below is the brand meaning of Sainsbury based on the performance criteria:
· Primary characteristics: Sainsbury has an extensive product portfolio, right from fresh food, groceries, apparel, beauty products etc. 
· Product reliability, serviceability, durability: Sainsbury ensures that all the products are reliable and of good quality, and hence a majority of the product brands are Sainsbury-owned.
· Service effectiveness: Sainsbury is known for a robust customer service management strategy. It actively uses the Twitter handle to help customers raise concerns, queries, and complaints on real-time. It ensures that the service staff is courteous, friendly, reliable, and responsive to customer needs (WARC, 2017)
· Pricing: Sainsbury adopts a cost leadership strategy and hence its pricing are either lower than or comparable to major retailers like, ASDA, Aldi, Morrison’s etc. 
Imagery of the brand indicates its social currency, or how the customers talk about the brand, or how it appears in the eyes of the customers. Below is the brand meaning of Sainsbury based on the imagery criteria:
· High convenience: Facilities for online ordering, Click-and-collect features, Smartshop app to facilitate contactless and hassle free buying (WARC, 2020).
· Highly Accessible: Sainsbury chain is the second largest in the UK, with 600 supermarkets and 800 convenience stores. It is present across most prominent locations, high streets, shopping areas etc. 
Brand response
Brand response indicates the judgments and feelings which people develop for the brand. Below is the brand response as applicable for Sainsbury in the UK. 
· Judgment:
· Extremely cheap: The cost-leadership strategy of Sainsbury helps it position as a destination to get daily use items at lowest possible costs (Aluko, 2017) 
· Great place to find everything I need: Extensiveness of the product portfolio helps Sainsbury meet a wide range of needs of customers  
· Feelings:
· Satisfied: Sainsbury satisfies the daily needs in terms of groceries, beauty and healthcare products, apparel, fresh food, etc. The service dimensions of highly efficient and responsive customer care, further add to end user satisfaction (Aluko, 2017) 
· Comfortable: Sainsbury also ensures that the merchandising is aligned with the buyer needs. The convenience stores are strategically equipped to meet the daily needs for fresh food, milk, fresh fruits, vegetables, etc. Supermarkets with Smartshop app enabled help to ensure minimum queue, contactless buying, with minimum time spent in the stores (WARC, 2020) 
Brand relationship
Brand relationship indicates high customer loyalty, such that the end customer starts resonating with the brand, with low or no consideration to other retailers (Charlotte & Mogens, 2016). Sainsbury has its Nectar Card Loyalty scheme in the UK, since 2002, and hence customers accumulate reward points for every purchase. They can utilise these points to get discounts on their next purchases.
Brand relationship
Brand relationship indicates high customer loyalty, such that the end customer starts resonating with the brand, with low or no consideration to other retailers (Charlotte & Mogens, 2016). Sainsbury has its Nectar Card Loyalty scheme in the UK, since 2002, and hence customers accumulate reward points for every purchase. They can utilise these points to get discounts on their next purchases.
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Keller’s brand equity model helps to observe a number of advantages for Sainsbury as a brand. Firstly, the brand identity of Sainsbury resonates well with the typical buyers in UK. The grocery retail sector within UK is a highly competitive sector, with major players like, Tesco, Aldi, Morrison, ASDA, Lidl etc. The brands tend to have similar offerings with little or no differentiation, and hence, cost-leadership identity of Sainsbury helps to retain the market share (Aluko, 2017). Second advantage for Sainsbury is in the form of brand relationships it has been able to build in the UK. Within the UK, 76% consumers have a preference to buy from a known or trusted retailer (IGD, 2020). Loyalty programs help Sainsbury to strengthen long-term customer relationship with repeat buying. Third advantage for Sainsbury is high brand meaning as a brand with high-performance. With a highly responsive and prompt customer service team, Sainsbury invests into efficient and professional staff who handle customer queries within a strictly defined turnaround time (Sainsbury Annual Report, 2019). This enables Sainsbury to build positive customer experience and promote a positive word of mouth for itself. 
The existing brand model for Sainsbury also has some dimensions which act as a disadvantage within the highly competitive retail market. Firstly, Sainsbury needs to continue building its capability within the digital space to boost its ‘brand resonance’ as a comfortable destination for shopping. The demographics of UK is such that 23.9% of the food and grocery spending is by people aged 65 years and above (KPMG, 2018). Existing players like Tesco have already been offering Click and collect and home delivery facilities in the UK. Tesco has been investing heavily on supply chain capabilities for delivery across UK. New facilities by Sainsbury, for click-and-collect, free home delivery above £50, etc. need to be strengthened further. There is a need to build a superior brand resonance as a ‘comfortable’ brand, as compared to competitors. The second dimension to improve upon is in terms of accessibility as compared to competitors. Aldi has around 874 stores in the UK, and is planning for an aggressive expansion to have 1200 stores by 2025 (IBIS, 2020). Tesco already has 3400 stores and is expanding into more regions. Sainsbury also needs to subsequent expansion to make it more accessible as compared to other players.
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1. Customer Journey
The customer's path, through points of contact, to his decision to buy an item is the customer's path in marketing. Usually, before making a decision to act, customers review a product or brand several times and then make the purchase. This process in marketing is known as touch points. The client's journey passes through these points of contact. The journey of customers in offline advertising is very difficult to understand where it comes from and how it came to the desire to go to the store and place an order. A leaflet or newspaper ad or a recommendation from family or friends is part of the potential reason for a customer to reach the store. These reasons can best be understood through research, but they are expensive to do. There are new approaches such as "Instore-Tracking" that tracks through "Beacons" or wifi-tracking, through which the buyer's path can be tracked, however in the store (en.ryte.com).
2. Customer Touchpoints
Every stage of the client's journey or every point of interaction with the client is the point of contact. Social media search engine results or generally everything related to online brand engagements, including the website are all digital touchpoints. Understanding the full range of digital touch points is more important than ever because more and more people are turning to their computers and phones to find information, products and services.
[bookmark: _Toc60619985] The Sainsbury’ customers’ touchpoints and customers Journey map
Customer journey map is a visual representation of the stages through which a prospective buyer goes through for the firm (Armstrong & Kotler, 2017). The objective of tracking the customer journey map is to identify the various pain points, the customer needs, and motivations at individual levels. It can help Sainsbury in fine-tuning the various touchpoints for maximum exposure and impact.
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Figure: Customer Journey Map and touchpoints for Sainsbury
· Problem awareness
As seen in the figure, the first stage is that of ‘Awareness’ in which Sainsbury aims to attract the attention of the audience, emphasize on its products and offerings, and inform about on-going discounts and offers. The touchpoints at this stage include the various mass media advertising formats like TV, print ads, Sainsbury magazines, and traditional outdoor advertising etc.
· Evaluation and Consideration
The second stage is that of ‘Consideration’. This is the stage in which the customers have begun to develop an initial interest in the products and offerings, and make put additional efforts to know more about the brand (Cateora & Graham, 2014). The touchpoints at this stage are in the form of blogs, websites, third party sites, landing pages, internet based banners etc. which help customers gain additional information on Sainsbury. Interested customers may follow Sainsbury on Twitter, and gain more details on new discounts, coupon codes, sales promotions, Christmas offers etc. This eventually enables higher consideration for Sainsbury’s products.
· Commitment / Purchase decision
The third stage is the actual purchase stage in which customers move from liking the products to owning them (Cateora & Graham, 2014). Sainsbury ensures that the touchpoints for this stage are easily located. With around 600 supermarkets and 800 convenience stores, Sainsbury is strategically located across major shopping destinations, train hubs, high streets, malls, etc. The Sainsbury website allows easy order booking and online payments. The Smart shop app is newly launched to facilitate convenient buying with minimum queuing and hassle free selection and payments. Facilities like click-and-collect and free delivery above £50, tend to ensure that customers can conveniently place orders and get fulfilment.
· Retention / post -purchases evaluation
The next stage is that of ‘Service’ which is both a pre-purchase as well as post-purchase point (Hollensen, 2012). The touchpoints available are in the form of the on-call customer support desk, the physical support desk in the stores, as well as social media platform. Predominantly, Twitter is used to support customers from 7 am to 11 pm, respond to their queries, record and track complaints, and acknowledge concerns.
· Advocacy
The last and final stage is that of advocacy or loyalty stage. This is a post-purchase stage wherein the objective is to ensure that overall buying and ownership experience is favourable. This stage enables Sainsbury to have a positive word-of-mouth, wherein people recommend Sainsbury to their peers and colleagues. Sainsbury sends newsletter to its customers informing about new offerings, providing extra coupon discounts for Christmas or new year etc. The purchase history may be utilised to recommend new products, or remind to renew or refill based on previous buying quantity. The Nectar card scheme is also a critical touchpoint at this stage as it enables Sainsbury to track its loyal customer base, provide reward points, promote repurchase, and positive word of mouth (WARC, 2020). 
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In order to see the world from the eyes of the audience, mapping the customers' journey gives an objective idea of this. There is no better way than to stand in the place of the customer, in the development of the brand. How shoppers get to the company's advertising, how easy or difficult they find the store and whether they get the attention they need. All this can be understood from the customer Journey map. 
       1. In many companies, departments work separately and do not share information with each other. Fragmented customer experience is often obtained from fragments in internal processes and is a problem. To see how all departments work together to meet customer needs, it is necessary to use a customer's journey map. Mapping the customers' journey not only creates a comprehensive view of any customer interaction but also brings together departments within the organization. Marketers and product managers can learn a lot from the interaction between customers and the customer support team. From providing better content at every step of the decision-making process to improving features. To ensure that always the right content is delivered, at the right time, to the right person, this is achieved on the basis of rich content information with unique customer data.
    2. Get in the footsteps of your customers, feel them - This will help you better understand how the customer thinks and feels. This in turn allows you to feel the customer's emotions on the way to making a purchase. This openness allows you to identify points of frustration, frustration or empathy on the part of the client. Sometimes these are the first steps to improving them.
   3. Maintain your marketing content strategy - The success of organizational content marketing is supported by mapping customer journey. Finally, the flow that each group of customers absorbs when making a purchase and in their behavior after the purchase is outlined. In this way, the painful points, barriers and smooth areas of each client's journey come to light and one can react to them in a timely manner. Very rarely, the customer's journey is linear, and these are the moments of judgment, decision-making, time of sale and after purchase. Because not every customer has an individual trip, to create relevant, personalized content, you will need a complete customer view - which includes demographics and behavior, as well as attitudes, values, desires, motivations. After making this customization to the customer, you can direct new and old-returning buyers to the organization's website.
  4. Making the experience smoother - For a smooth journey through the various stages of purchasing the product, all points of contact between customers and the company must be known in order to find the missing ones in time and to correct them. Missing interactions can be: Remove or add from the list in the email; Create a smooth, seamless and consistent shopping journey by identifying holes in your processes and filling them with effective points of contact, ect.
   5. Predicting customer reactions - The focus of the organization's marketers is on forecasting and influencing customer behaviour. A much better understanding of customers 'needs, desires, goals, emotions, and actions is understood by mapping customers' journey. Customer travel analysis is an important part of the end result, although it is not exclusively related to customer journey mapping, but should be kept in mind. A much more detailed understanding of customer needs, as well as insights for information in decision making, are obtained by combining behavioural data with marketing indicators.
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Taking into account promotional strategies, in particular IMC and customer contact points, this report analyzes the travel of Sainsbury customers. In order to improve its relationship marketing strategies, it could be said that Sainsburys makes full use of all available communication channels. In order to achieve a complete customer experience as part of the more general picture, namely from the beginning of the customer's journey to the end, it was found that the average social media as a touchpoint has room for improvement. The economic interests of shareholders can only be protected through this approach. Furthermore, it was clear that in order to meet the full range of current and future stakeholder expectations, this approach must be combined with CSR based on stakeholder theory that accepts legal ethics and responsibility.
[bookmark: _Toc60619988]Recommendation 
The level and effectiveness of cooperation with different stakeholders is what determines the success of each business entity. The channels used for communication vary depending on the type of stakeholders, as each group of stakeholders has different goals. To convey different messages to different types of stakeholders in the company, Sainsbury’s uses a communication strategy. Failure to take into account the fact that different stakeholders of the company are of different cultural backgrounds was established by this report, which found that most elements of Sainsbury's communication strategy, which includes Sainsbury's magazine, celebrity approvals and a number of other measures, do not take into account this. This means that Sainsbury stakeholders differ from each other based on beliefs, customs, values; language. This, in turn, found that these differences affected the communication messages sent by Sainsbury’s. A recommendation for the adoption of a new communication strategy was addressed to the management of Sainsbury. The changes in the current strategy mainly concern the cultural differences of the various stakeholders, and will not be much different from the current communication strategy that Sainsbury’s is pursuing in substance. Differences in values, customs, traditions, religion, language, etc., related to each individual stakeholder segment when communicating different messages with that segment, in other words, the new communication strategy in this report proposes guidance to Sainsbury's advice. to take into account cultural differences.
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