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Introduction 
	Marketing is a fundamental aspect of a business. Kotler et al. (2020) noted marketing involves understanding customer needs, creating a strategy to reach them, and ensuring the maximum impact of the product or service.  Sainsbury a public limited company and one of the leading multinational retail company of British origin. The company engages in different retailing services which include: grocery, property investments and financial services.  Sainsbury PLC was founded   in 1869 by John James Sainsbury and Mary Ann Sainsbury. It is headquartered at in London, United Kingdom with over 170, 000 employees (Forbes, 2022).  In 2014 Sainsbury was ranked as the second largest supermarket chain in UK with a market share of 16.9%, over 10,000 convenience stores all over the country (Sainsbury, 2023). The marketing mix for Sainsbury Plc.  Covers 4PS I.e. products, place prices and promotion.  Products is an essential part of Sainsbury as it is linked to the brand’s image. To determine the business feasibility for its products, the current essay evaluates the marketing mix of Sainsbury’s products using PESTLE and SWOT analysis. 

SWOT ANALYSIS
SWOT a framework for assessing   the performance dimension of an organisation by evaluating   internal factors i.e Strengths and Weakness and external factors   I.e. Opportunities and threats (Kniazeva & Baskin, 2023).
Strengths
	Sainsbury Plc.  Offers a wide range of products with the mission of being customer’s first choice of groceries and delivering quality products. According to Sainsbury (2023), there are more than 30,000 product lines in its supermarkets and convenience stores. Therefore products are the leading marketing strategy adopted by Sainsbury. Furthermore, the company offers competitive pricing and discounts on its products and services (Sainsbury (023). It also makes use of the Boston Consulting group matrix to constantly launch new products in new regions (Todorov & Akbar, 2019) [CITAION]. Although the prices of the products have not been explicitly indicated, the company’s 2023 annual report indicated that it employs “… tailored pricing and menu psychology (J Sainsbury Plc., 2023). Tailored pricing may imply that the company prices its products according to the customers' affordability, packages and needs. According to the theory of demand and supply, a constant supply and a price shift results in a negative demand for goods and services (Kotler et al., 2020). Thus, the company's decision to maintain competitive pricing is informed by the need to capture low-end and high-end customers.

Weakness
	In SWOT analysis, Weakness is the aspect of a business product that needs improvement (Kniazeva & Baskin, 2023). It is Sainsbury’s products pain points. Even though Sainsbury   produces quality products, some products have non-competitive price tags when compared to its competitors like Aldi and ASDA which offers the cheap products in more than 40 popular groceries. Despite constantly delivering new products to the market, Sainsbury has not been able to compete with its main competitor I.e. Tesco in terms of innovation. Sainsbury’s product managers should be aware of its weakness and developed relevant strategies to address the concern. For instance it should invest in research and development to bring out innovative products based on tested market different analysis which will deliver strong volume trends across it retail chains. 

Opportunities 
Even though Sainsbury has a strong marketing mix, there are myriad opportunities to grow their business. The company can expand   into new markets, such as the US, India, and China, to capitalize on the growing demand for its retail services. The company has a strong presence in Europe (UK and Ireland) (Palumbo & Marston, 2018) but its presence in other regions is invisible. According to the theory of globalization, businesses can take advantage of the greater market outside their confinement to boost customer base, market, and revenue and minimize competition for its products (Hitt, Ireland, and Hoskisson, 2019).One such company is TESCO which has tremendously globalizes its stores, operating in 85 countries including UK (Tesco PLC, 2023).Furthermore, the company has an opportunity for product re-engineering. According to (Fetais et al., 2022),  retail companies can engage in a series of product re-engineering such as product modifications, new feature addition, flaws and bugs fixing in the systems, and managing low down-times to improve performance and enhance state-of-art innovation in their products.  In this case, Sainsbury can updates its new supply chain infrastructure and inventory systems.  Additionally marketing strategies such as product innovation and pricing strategies to be introduced to help the company’s products thrive in the market.
Threats
However, there are certain threats facing Sansbury. Particularly, the company is facing increased competition from other retail chains like Tesco and ASDA which are constantly introducing new products to their lines.  For example Tesco’s director on plant based innovation introduce plant based, “veg-led” products early this year in its mission to drive innovation (Tesco PLC, 2023).  As noted in the previous section, this challenge can be addressed through the creation of innovative products, expansion to other areas, and improving customer services.  Increased customer satisfaction is likely to elicit customer loyalty and an eventual repeat of visitation. By providing a unique and memorable experience, Sansbury can ensure customers will return to its supermarkets and convenience stores.  The emergence of the covid-19 pandemic   is a threat to the company’s operations as; lockdown decreases the demand for products. 

PESTLE ANALYSIS 
	In the context of the Sainsbury’s product marketing mix, PEST is a framework that examines the external factors that affect the company’s product and its business.  It is the acronym for Political, Economic, Sociocultural and Technological factors.

Political Factors
The political environment of the United Kingdom has an effect on how the company’s products are produced and supplied.  For instances the decision  to withdraw from the European union (Brexit)   negatively affects the supply chain of Sainsbury’s products  because there is the possibility of new tariffs to be implemented which were not there before the Brexit.  The UK exited the European Union following the passage of Brexit and this severely affected businesses in the UK. Bloom et al. (2019) analysis of the impacts of Brexit found that the detachment of the UK from the EU aftermath of the 2016 vote resulted in the shrinking of the investment in the region by 11% three years later. A reduction in productivity was estimated to be between 2% and 5%, respectively, over the same period. The reduction in investment and productivity may suggest that the income and spending by the people in the region declined, and this disproportionately impacted the customers’ purchasing power. Sansbury should utilize UK’s Free Trade Agreements with countries such as Canada, Japan, and South Korea (GOV.UK, 2020). Free trade will enable the company to establish itself and trade with these countries at relatively fair terms based on tariffs and requirements.

Economic Factors
UK is currently facing economic stagnation due to the rising inflation (OECD, 2022).  The stagnating economy affects the demand, price and costs of Sansbury’s products and services. Furthermore, economic slowdown has led to high rate of unemployment and inflation in   food prices which   affects Sainsbury’s grocer retail because the high grocery prices and   high unemployment rate reduces the demand for Sainsbury products. Since the emergence of the covid-19 pandemic   global inflation rate has been on the rise (OECD, 2022),  which led to the rising price of products. The Russian –Ukraine war has also increase inflation rates threatening the purchasing power of Sainsbury products. It is therefore essential for the company to expand its services and supply chain to other regions and globalize its operation to emerging markets so as to address risks related to economic stagnation.
Sociocultural Factors
These are social and cultural factors that affects the company’s’ products in terms of purchasing power (Hiremath & C, 2021).  In the contemporary market, consumers  prefer one stop shopping experience offered by supermarkets like Sainsbury as opposed to local retail stores. Supermarkets like Sainsbury offer a variety of products under one roof and tend to develop schemes with discounted benefits to ensure consumer satisfactions. The introduction of non-grocery products is an advantageous strategy   for the company as consumer can buy more than when they come across unexpected products.  Sainsbury should also include diverse its products and include customer preferences for organic and healthier food products. 
Technological Factors
In PEST analysis, technological factor refers to the effect of technology on businesses.  Through its ecommerce store, Sainsbury ensures an online presence to cater for the tech generation who can shop at the convenience of their homes. Malenkov et al., (2021), studied the impact of digitization in retail sector and established that technology is disrupting the retail industry. For Sainsbury technology has changed consumer behavior and also impacted the point of sale and point of supply.  Sainsbury should   implement a modern data based analytic systems like Artificial intelligence and big data for better marketing of its products and increase sales.  The company has to leverage latest technology like 5G and its potential to enhance   user experience and increase speed and access to its product line.  
Conclusion
Sainsbury offers a wide range  and a strong marketing  mix for its products. The, marketing mix is designed to capitalize on opportunities and address challenges. Opportunities include globalization and product re-engineering, while major threats  include competition from other similar firms and the impacts of Brexit. The company should continuously focus on providing high-quality, customer-tailored products and services while keeping pace with changing customer tastes and trends. Additionally, the chain must ensure that its marketing efforts effectively reach its target customers. Thus, the feasibility of Sainsbury is certain and can improve in the future. 


[bookmark: _Toc115639284] 
References
Bloom, N., Bunn, P., Chen, S., Mizen, P., Smietanka, P. and Thwaites, G. (2019). The Impact of Brexit on UK Firms. [online] National Bureau of Economic Research. Available at: https://www.nber.org/papers/w26218 [Accessed 18 Feb. 2023].
Fetais, A. et al. (2022) “Business process re-engineering: A literature review-based analysis of Implementation Measures,” Information, 13(4), p. 185. Available at: https://doi.org/10.3390/info13040185. 
Forbes (2022) J Sainsbury | Company Overview & News, Forbes. Forbes Magazine. Available at: https://www.forbes.com/companies/j-sainsbury/?sh=4408f11322d8 (Accessed: February 22, 2023). 
GOV.UK (2020). The UK’s trade agreements. [online] GOV.UK. Available at: https://www.gov.uk/government/collections/the-uks-trade-agreements [Accessed 18 Feb. 2023].
HIREMATH, S.U.V.A.R.N.A. and C, D.R.P.R.A.S.H.A.N.T.H.A. (2021) “Pestle analysis of organized retailing in India.” Available at: https://doi.org/10.31124/advance.16653532. 
J Sainsbury Plc (2023) Third Quarter Trading Statement for the 16 weeks to 7 January 2023. rep. J Sainsbury Plc . 
Kniazeva, M. and Baskin, E. (2023) “SWOT analysis.” Available at: https://doi.org/10.4135/9781071902943. 
Malenkov, Y. et al. (2021) “Digitalization and strategic transformation of retail chain stores: Trends, impacts, prospects,” Journal of Open Innovation: Technology, Market, and Complexity, 7(2), p. 108. Available at: https://doi.org/10.3390/joitmc7020108. 
OECD (2022) United Kingdom Economic Snapshot, Organisation for Economic Co-operation and Development. Available at: https://www.oecd.org/economy/united-kingdom-economic-snapshot/ (Accessed: February 22, 2023). 
Palumbo , D. and Marston, R. (2018) Sainsbury's-asda deal in nine charts, BBC News. BBC. Available at: https://www.bbc.com/news/business-43947212 (Accessed: February 22, 2023). 
Sainsbury (2023) About Us, – Sainsbury's. Available at: https://www.about.sainsburys.co.uk/about-us#:~:text=When%20John%20James%20and%20Mary,has%20its%20own%20unique%20history. (Accessed: February 22, 2023). 
Tesco PLC (2023) Our businesses, Tesco PLC. Available at: https://www.tescoplc.com/about/our-businesses/#:~:text=Our%20sourcing%20team%20ensure%20that,services%20for%20Tesco%20operations%20globally. (Accessed: February 23, 2023). 
Hitt, M.A., Ireland, R.D. and Hoskisson, R.E. (2019). Strategic management concepts and cases : Competitiveness and globalization. Mason, Oh: Cengage.
Kotler, P., Armstrong, G., Harris, L.C. and He, H. (2020). Principles of Marketing. 8th ed. Hoboken: Pearson.
Todorov, K. and Akbar, Y.H. (2019) Strategic management in emerging markets: Aligning business and corporate strategy. Bingley, UK: Emerald Publishing. 



1
	
