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Introduction

Global Marketing can be defined as the various process and strategies that are used by an organisation to reach out to customers and increase sales and revenue of the business beyond country borders (The Economic Times, 2022). This essay will discuss the marketing mix and the global business environment and its effects on the business of Sainsbury's. It is an organisation dealing with the retail industry and is headquartered in London, United Kingdom. The company has around 117,000 employees in UK and Ireland where it operates. Reporting an annual revenue of $41.1 billion in FY22 and a market capitalisation of $6.0 billion as of 25 July 2022, it is one of the major players in the retail industry of the UK (Global Data, 2022).
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Marketing Mix is the use of various tools, methods and strategies to analyse the market of a product and reach out to the customers for increasing the sale and revenues of the company. A good marketing mix can provide a company with various market-leading advantages that can help in capturing the maximum market share among its rivals and build a brand image which engages even more customers. A marketing Audit includes the marketing mix of the company, which identifies all the elements and factors that can influence the ideal market customers for the organisation. The marketing mix is important for a business’s short-term goal achievement and develop sales strategies. A business highly depends on the marketing mix outcomes to plan its marketing strategy and identify the most viable product for the target market and its core values. The best marketing mix will identify each variable and will adjust it to increase sales by being objective-focused. 
The customers buying behaviours are always changing giving the organisation sudden changes that impact sales and revenues. But emphasising the marketing mix and using its tools, helps the organisation in becoming more flexible towards these sudden changes and allows it to adapt to new trends faster and more effectively. The marketing mix consists of the four P's of marketing namely, Product, Price, Place and Promotion. Evaluation of these four elements gives the outcome that defines the core customer market for the product and the promotional activities that will make the organisation increase its reach in the market. Sainsbury's needs to identify its core market and customers which will help the organisation in increasing and developing the market share in the retail industry of the UK. The marketing mix of Sainsbury's includes the evaluation of different elements from the four marketing mix P’s. 
The product mix of an organisation defines the use of the product in the market and how the product of a company is advantageous or differs from that of others. Sainsbury's uses a chain of supermarkets to sell its products, these supermarkets offer more than 30,000 product lines, out of which 20% of the products are its own-labelled goods (Sainsbury's, 2019). This diversified product range includes fruits and vegetables that offer grocery items to its customers, including frozen, fresh, organic and traditional foods. Fish and Meat offers frozen, live meat and fish to its customers. Chilled includes ready meals, drinks and other iced products that can be stored for a long time. Dairy includes various dairy products such as milk, eggs, yoghurts and others. The bakery section provides customers with sweet choices of pastries, cakes and muffins. It also has Beer, Wine, and Spirits which offers various kinds of alcoholic drinks to its customers (Sainsbury's, 2019b). 
Sainsbury's products are highly recognisable due to their packaging and quality factor. This helps the company in building a good relationship with its customers, resulting in high sales of the products even if the competitors are selling the same products even sometimes at a lower price (Sainsbury's, 2022f). The variety of products offered by the company can be of advantage when expanding to the global market. These can help in attracting more customers to its stores when the company enter a new competitive market. Higher prices of the products are acceptable by the customers because of the quality it delivers. Sainsbury’s recently launched a new line of products which were based upon the requirement of the customers and are priced at a very competitive place. Looking at these strategies by the company, it is recommended that it should try to enter a new market segment, other than household goods and retail, which would be preferred by the customers, as they will get even more choices and will spend more time in the stores, and will probably end up purchasing more than required. This will give the company a fair amount of extra profit helping in further developments and expansion of the company. 
Price is the element that acts as the first attraction for the customers, thus it is placed first in the marketing mix. An affordable product always pulls customers, at least for a trial. Sainsbury’s uses the competitive pricing strategy for most of its products, this is because the retail industry in the UK is highly competitive. However, the data for the competitors is easily accessible, so keeping a competitive pricing strategy for its products, helps the organisation in targeting the same customer segment that the competitors are targeting (Sainsbury’s, 2022c). The pricing strategy of Sainsbury’s has been affected by the changing inflation rates in the country. The CPIH all goods index rose by 12.7% during the 12 months to June 2022. The price of food and non-alcoholic beverages has risen by 9.8% from last year (ONS, 2022). Although, the company uses different pricing strategies for some of the products that are based on availability or uniqueness. Such products are priced higher than the competition and the extra features of the product make up for the increased price. Also, the company sells its products using bundled pricing strategy, where the collective price of multiple products is less than the total of the individual costs summed up. 
The idea behind this, is to make the customers buy more products by giving them a discount which can be recovered as the number of purchases increases with a slight cut in price. Sainsbury's sells its products online and prices them higher than in stores, this is because the delivery and logistic charges are applied to them (Sainsbury’s, 2022h). Analysing the pricing strategy for the company, it is recommended that it can use discounted pricing for a short period of time to attract huge customer footfall in its stores. Another way to attract customers with the pricing strategy is by using psychological pricing policy. The products are priced slightly lower than the actual cost price, so is significant that the selling price is low and makes the customer go for a purchase. Another pricing strategy that is recommended for the organisation is to use a penetration pricing policy. The prices of the products are kept lower initially to capture the market and then when the product gains popularity, the prices are increased in a way that does not change the customer buying behaviour or preferences. 
Place mix of Sainsbury’s, states that it uses two marketing channels for reaching out to the customers and selling them products. These include the traditional stores that the company is operating in the UK and Ireland. It has more than 600 supermarket stores with an additional 800 plus convenience stores (Sainsbury’s, 2022d). The number of stores in the UK increased significantly from 2010 to 2015, adding more than 300 stores and doubling its number from 290 in 2009 to 707 in 2015 in the convenience stores list. Sainsbury's also expanded its supermarket stores in during this time, but there was no big change in the numbers as the number of supermarkets the organisation was having in 2009 was 502, and it only increased to 597 in 2015 (Statista, 2022a). This increasing number of stores acted as a promotional element for the company and somewhere it has helped the company to become the 3rd most visited retail website in the UK. These stores are also built in a way during the construction that keeps all the aspects of the environment in check and helps to reduce the carbon emission from the stores by a significant level (Sainsbury’s, 2022e). This step has involved the company in a sustainable expansion approach, which can be beneficial for the organisation in attracting more customers from the international market.
Looking at the numbers, it can be said that the company has high interaction with its customers through online retail sites. This has increased the online sales of the organisation. The pandemic is considered to be the key factor in influencing the customers to opt for online purchases of almost every good or service. The companies also had to rapidly increase the capacity to deliver the products through online channels. The organisation follows an omnichannel distribution system which has integrated the online and offline sales channels and methods to properly and efficiently manage the customer orders and deliver them on time to achieve customer satisfaction (Nazir, 2020). Based on the analysis of the place mix for the company, it is recommended that the company can try to increase sales through the online channel by creating a more personalised experience for the customers visiting the website. Also, it should plan in eliminating the retailers and wholesalers in the middle of the supply chain to increase the profit margin and increase the trustworthiness of suppliers and customers. 
The promotion mix of the company is very strategic in the ways it has approached the customers in the past. However, Sainsbury's now uses digital promotional methods more than the traditional methods. The company spends around $100 million on advertising and promotional campaigns in the year 2021 (Statista, 2022a). This expense for the company helped it to drive sales and increase revenue. The organisation has shifted towards being more customer-centric and is aligning its products in that way. This was after the analysis that recent times have increased the consumption of social media and digital marketing methods are helping the companies to reach out to more targeted customers in various marketplaces. The organisation is now focusing on building Sainsbury's brand image and online scalability with the help of Nectar's investment in a digital and innovative transformation in the organisation (Sainsbury’s, 2022g). Promoting healthier choices in the stores, Sainsbury's removed the confectionary food category in 2004 (RSPO, 2022). 
The company has used advertisement as a way to reach out to the customers often in an emotional approach. Sainsbury’s makes marketing content that shows their products or services can increase the joy of a festival or a family gathering or a simple friendship (Calnan, 2020). This advertisement highlights their products and acts as a tool to capture the customers emotionally. To increase its brand image in a more positive attribute, the company has also participated in various social programmes that have helped society and people in need. The company raised £38.4 million for good causes and also donated 2.5+ million meals through its partnership with Neighbourly (Sainsbury’s, 2022d). These promotional strategies are proved to be successful in capturing the minds of people and making a nostalgic impact on them. The Advertisements when viewed globally, also create an impact on the people who have not experienced the same, but wish to. 
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According to the views of Mooi et al. (2018) market research is referred to the set of activities where an individual can review the performance of how an organisation works in its sector or industry. In this section of the study, the internal, as well as external market research of Sainsbury’s, has been analysed. 
The significant component of internal market research is organisational culture, as it not only aids in the structure of the employees to meet its corporate requirement, but also validates a healthy work environment. The workforce of Sainsbury often said that the internal situation of the organisation is not only exciting, but also rewarding and enjoyable. As per Sainsbury’s (2022g), it has been known that the ‘You Can’ campaign and Business Disability Forum are some of those activities through which the firm celebrates the unique capability or disability of the employees. The value of the organisation enhances the performance of the internal stakeholders by accepting the changes in the communities in the UK, as well as internationally. One of the vital challenges which have been met by Sainsbury’s since 1994 is supporting the farmers and the employees to develop a strong value chain all over its operational areas (Sainsbury’s, 2022l). 
Employees of the organisation play an important role in organisational performance (Atan and Mahmood, 2019). Hence, it is important for Sainsbury’s also to motivate them and look after their needs and requirements on the premises. Consecutively, the firm also imposes some rules, guidance and principles to make them fit for the company. Diversity and inclusion are considered the ethical pillar among the workforce in Sainsbury’s. As per Sainsbury’s (2022i), there are more than 4000 employees who are active participants of ‘I AM ME’’ which is an ethnically diverse network of the organisation. From this, it can be stated that the firm has adopted a possible measure to control the workforce of the organisation. During the period of the Covid-19 pandemic, the firms suffered from a number of economic uncertainties, and it adversely impacted the workforce management of the firms. As per Macrotrends (2022), the employee decline rate was 33.37%, 3.96%, and 3.87% in 2018, 2019 and 2020 consecutively. Considerably, in 2020, with a positive growth rate of the employees, the maximum number of job applicants in Sainsbury is 117,000 in 2021. Thus, it can be stated that the employee turnover rate of the firm was unconditionally high during the pandemic period, moreover, Sainsbury’s is working on employing new workers and strengthening its workforce.
Sainsbury operates in the retail industry of the UK, which is considered one of the most competitive sectors. The organisation was undergoing a period of decline in the year 2016, from which it positively recovered in 2017 with a significant profit. However, in the year 2018, sales of Sainsbury’s stagnated for consecutive three quarters and the sales had grown by 1.8% in 2019 (Statista, 2022a). Amidst the pandemic, the firm has made a profit after tax of 677 million British pounds in 2022. Tesco has a turnover of 52.9 billion British pounds in 2021, whereas the turnover of Sainsbury’s amounts to 29 billion British pounds in a similar year (Statista, 2022b). Thus, it can be stated that the contribution of the retail sales of Sainsbury’s is quite high in the retail industry of the UK.
Stakeholders are referred to as those individuals or a group of members who are employed by an organisation to operate their functions potentially. They are categorised as internal and external stakeholders in a business environment, where the former has a direct connection with the profitability of the firm. Contrastingly, the latter does not have any immediate contribution to the firm’s productivity (Leonard, 2018). The media is one of the external stakeholders who are responsible for promoting the marketing activities of the firm.  As per the opinion by Boaz et al. (2018), the stakeholders of a firm are gathered efficiently to achieve the organisational goals and targets. The role of these entities is huge in the internal business environment as their efforts and work are directly contributing to organisational productivity. Similarly, the duty of stakeholders within a global marketing environment is immense as they act as intermediaries among the value chain of the organisations. In a broader context, the aggregate contribution of the stakeholders creates a positive and sustainable business environment in the retail industries of the UK. Thus, it can be stated that the success of a business organisation somehow relies on the performance and potentiality of the stakeholders. A positive relationship with the stakeholders enables a firm to enhance its goodwill which aims to provide long-term success. 
Some of the major stakeholders of a firm are consumers, employees, suppliers and the community. Employees and suppliers are considered under internal stakeholders and consumers and the wider community as the external. Each and every customer of an organisation solely depends on product and service offerings, thus they have an indirect stake in meeting their needs from the firm. Whereas, the job applicants or Employees work for the firm to earn income and meet their standard of living costs (Ross and Bateman, 2022). From which, it can be analysed they have a direct interest in the organisation. An organisation cannot run systematically without the support of its suppliers, especially when they deal with raw materials. It also demonstrates that the functionalities of an organisation will pause without their contribution. Furthermore, it is the responsibility of the organisation to involve the wider community in planning its operations (Martin, 2019). From this analysis, it is certainly proved that the internal and external stakeholders have an equal contribution to the global business environment.
Identification of stakeholders is an important activity of the firms, as the internal stakeholders are cohesively related to the success of the organisation. In the planning of the marketing strategy, the decision of the employees is equally important as other shareholders of the firm. They are the primary workers who are responsible for developing a significant product or service. Therefore, the decision in the marketing activities of Sainsbury’s stakeholders is highly important to enhance its overall performance. On the other hand, the suppliers are required in determining their efficiency in delivering the raw materials on time, which will ensure the entity meets its marketing strategy. 
From this analysis, it is certainly proved that the impact of the stakeholders on the marketing activities of an organisation is productive for achieving its long-term goals. In other terms, a successful marketing strategy of a firm enables it to increase its customer base, where it gains an opportunity in enhancing its customer relationship management (Chron, 2020). Investors are one of the external stakeholders of an organisation who supports the firm financially, hence their contribution to the profitability in the marketing activities is high. Development of the marketing activities creates a positive impact on the brand image. Thus, it can be stated that the collective impact of the stakeholders produces an optimistic influence on its marketing activities. 
The stakeholder analysis framework is a 2 x 2 matrix structure which consist of four elements and the stakeholders are categorised on the basis of power and interest. The first quadrant is termed as ‘manage closely’, which has high power well as high interest. In Sainsbury’s, the direct supervisor of the Board falls under this category. The second quadrant has ‘keep satisfied’ which is primarily the top executives of a firm who has high power but low interest. For instance, the CEO of Sainsbury’s can be referred to as the stakeholder of this range. As per Indeed (2022), stakeholders who have low power and low interest need to be monitored efficiently. Therefore, employees are considered in this category and they are segregated under the third quadrant of the matrix. This quadrant is called ‘monitored’, as they need to be supervised potentially according to the needs of the management. The fourth quadrant is ‘keep informed’, which has a high interest in the productivity of the firm, but has low power in the organisational hierarchy. A creative team of Sainsbury’s may be considered in this segment where the management has less control over its decisions. 
In order to define the long-term success of Sainsbury’s, the stakeholders and its organisational culture are highly valued in the decision-making process of the Board. Section 172 statements consist of the rules, regulations and policies that the firm follows to maintain the business code of conduct with its stakeholders (Sainsbury’s, 2022i). The importance of the organisational stakeholders is a great contribution to organisational growth. As per Sainsbury’s (2022j), human rights, carbon and climate and data privacy are some significant areas, which has enabled the firm to develop its operating activities. The positive engagement with the stakeholders has enabled Sainsbury’s to meet the 16 significant issues of the firm. Hence, it is certainly proved that these stakeholders have positive participation in the organisational growth. From the above analysis, it can be stated that the stakeholders of the firm have a direct relationship with the firm productivity, which in aggregate has a positive contribution to the global business environment.
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This essay has conducted the marketing mix and has evaluated the global marketing challenges and opportunities of Sainsbury's. It is one of the largest retail and grocery companies in the UK and Ireland. The marketing mix study of the organisation provides outcomes that conclude that the organisation is in a way improving the market share in the operational country. Sainsbury's offers more than 30,000 product lines to its customers and uses a competitive pricing strategy for them. This step has given an advantage to the company in capturing the most competitive retail market in the world and gaining a secure and stable position for itself. Sainsbury's has also increased the number of stores in the UK and Ireland in the last ten years. The company also tries to connect to its customers through various promotional methods that aim to create a positive impact on the brand's global marketing image. The essay has also discussed the global marketing environment for the company and has highlighted the importance of various organisational elements that contribute to the development of global marketing strategies. 
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