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Abstract 
The report elaborates on and discusses the market segmentation, targeting, and positioning strategies of J Sainsbury Plc. It provided about the 4 Ps of the marketing mix used by the company namely: Product, price, place, and promotion. This entailed the pricing strategies of various products, availability of a wide range of products, and places where it currently operates. In addition, it also laid down promotional strategies including advertisements, social media platforms, and various promotional campaigns to increase its sales and build a brand image. 
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[bookmark: _Toc141179373]Background/history of the company
J Sainsbury PLC, founded in 1869, operates the largest chain of supermarkets in London, England, United Kingdom. It is the largest retailer in the United Kingdom that deals in groceries. It offers a variety of groceries, clothing products, and general merchandise and is a multi-channel retailer in the United Kingdom. Its retail outlets including convenience stores and supermarkets are operated under Sainsbury’s Argo’s banners and Habitat. Its slogan is “Helping everyone eat better”. Its shares are listed and traded on the London Stock Exchange and also form part of the FTSE 100 index (Sainsbury, 2023). 
In 1869, it was established in the form of a partnership, whereby the founder John James Sainsbury along with his wife inaugurated their shop in London. He began s a retailer of fresh foods, however, entered and expanded his existing business into other groceries including tea and sugar. It incorporated itself as a private company in 1922. Further, it was realized that Sainsbury has a future of self-service supermarkets, which will be accompanied by car parking for convenience. In 1999, the corporate identity of Sainsbury was unveiled. The top-rated products include household essentials, air fresheners, household bigger packs, good bags, foils, party tableware, cleansing products, kitchen roll, toilet roll, and tissues.
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Source: (Sainsbury, 2023).
Vision: The vision of Sainsbury is to become the most trusted retailer, where people will work with full dedication and love to shop, thereby aiming to make the life of the customers easier by providing them with the best and great quality at affordable prices. 
Mission: The mission of Sainsbury is to ensure that the customers prefer them to purchase f the food items and become their first choice.
Values: It offers the widest and highest range of welfare products by incorporating sustainable practices at the core of the business, thereby assuring rendering the highest quality products at reasonable and affordable prices. These values enable to develop of strong relationships with the stakeholders and leave a positive impact in the United Kingdom as well as globally.

[bookmark: _Toc141179374]Current Segmentation, Targeting, and Positioning strategies 
Sainsbury has segmented the market into smaller segments having similar attributes, socio-economic background, etc to cater to the needs of its customers most effectively and efficiently (Xiao, et al., 2021). The segmentation has been done in demographic and geographic variables that include income, occupation, race, gender, sex, education, nationality, family size, and family life cycle The Company is operating and has stores in all the cities of the United Kingdom. The geographic dimension of Sainsbury is very efficient due to different preferences, cultures, and administrative systems. The marketing strategies used by Sainsbury include both ATL and BTL techniques (Wood & McCarthy, 2014). Further, it aims to attract its customers and build trust by ensuring “value for money”, which means that the customers are retained by providing them with the best quality of products and services. In addition, it takes into account competitive pricing rather than lowering its prices as price lowering ensures gains only in the short term (Czinkota, et al., 2021). 
The name of the company has become familiar across all demographics, where female customers account for 56.9%, whereas male customers account for 43.1% in terms of affordable and best-quality grocery shopping.   
Its current targeting strategies include targeting the audience aged between 15 to 80 years (IIDE, 2023). This chain of supermarkets takes into consideration that people prefer to buy all stuff having the best quality to buy under the same roof. The company makes use of segmentation which trickles into the targeting strategies. 
The most effective positioning strategy of Sainsbury is the commitment of the company to omnichannel marketing to build the brand name of the company. This strategy aims to prioritize the cooperation between channels used by the company to cater to the needs of its customers (Li, et al., 2023). and integration Its Positioning strategies ensure that it accounts for a 16% share in the sector of supermarkets and is the second-largest grocery retailer in London, United Kingdom. It operates more than 700 convenience stores and 500 supermarkets (Hood, et al., 2016). Some of the stores operate 24x7 and some operate till midnight. In addition, orders can be placed on its website or mean by phone calls. It also offers home deliveries. It handles distribution to those who specialize in these areas like NFT, and DHL (Fahy & Jobber, 2019).
It possesses advantages including improving the service of customer standards, increase in sales and profits, optimum utilization of the resources in the chosen segments, ability to review the developments, and anticipation of changes. However, the disadvantage is that it is quite expensive to segment the markets as this involves developing strategies for every segment. 
The Economic Theory of Segmentation: This theory entails the selling of homogenous products by a company or firm to maximize profits. Moreover, this theory depicts using of marginal response to price. This is considered to be an optimal or ideal approach. Although it is a simple concept, there are four problems including: 	
· Measuring response elasticities on a segment basis
· Defining mutually exclusive segments
· Constraints in reaching segments 
Industry examples include carrying on the business of retail groceries and merchandise by TESCO in the United Kingdom. The segmentation is done into demographic, geographic, behavioral, and psychographic	dimensions. Further, Segmentation, targeting, and positioning have been applied to Tesco in general and, its products. 
[bookmark: _Toc141179375]4 P’s of Marketing mix of Sainsbury
The marketing mix includes 4 P’s namely: Product, Price, Place, and Promotion.
[bookmark: _Toc141179376]Product 
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The products of the chosen company include a wide variety that includes but is not limited to low-fat content food items, bakery products, ready-to-eat meals, organic food products, gluten-free food items, clothing, TU range, kitchen products, a range of home collection products, kitchen furnishings. It also sells its organic fruits by using biodegradable trays (Sainsburry, 2023).  
It produces a range of baking potatoes, carrots, jewel plum tomatoes, parsnips loose, British Swede, and many other items with the best quality, choice, and freshness (ScienceDirect, 2023). [image: Surplus juice from Sainsbury's] [image: ]
Its wide range of products is classified as under: 
Fruits and vegetables-
· Fresh fruits, salad, and vegetables 
· Frozen and organic vegetables and fruits
· Organic vegetables and fruits
· Prepared fruits, salad, and vegetables 
Household
· Laundry
· household essentials
· cleaning products
Fish and meat
· Seafood and fish          
· Chicken, bacon, sausages, 
· Turkey, beef, mince, and lamb 
· Cooked meats
· Duck, game, pork 
[image: Surplus meat from Sainsbury's]
Dairy
· Custard and cream
· Desserts
· Dough
· Milk 
· Cheese
· Eggs
· Yogurts
· Smoothies and fruit juices
[image: ]
Health and Beauty
· Body care
· Haircare
· Oral care
· Make-up
Baby
· Wipes
· Toys
· Nappies 
· Accessories
· Meals
Sainsbury has appointed an in-house design team as the packaging plays a crucial role in creating the rand. It endeavors to make the design catchier to attract more customers.  It has rolled out its trayless packaging design for the whole chicken. 
[image: Sainsbury’s Logo]
Source: (Logos-World, 2023).
The logo of Sainsbury is simple and clear and seems quite appealing to the customers who visit its website and stores in the United Kingdom. The meaning of logo implies cheerfulness and confidence. 
[bookmark: _Toc141179377]Price 
Pricing strategy for different products has been chosen keeping in view the different range of its products. It also considers the concept of value for money and believes in choosing a competitive pricing strategy, thereby varying its prices based on the prices of the products of its rivals.  It does not believe in price-cutting strategies and rather prefers a price discrimination policy for the positioning of its products. The price of the basic products and kids products are relatively low than that of its competitors. Furthermore, the rates of fresh produce and groceries are quite affordable as these are bought from the local markets and also attract the consumer (Xia, 2023).[image: ]
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[bookmark: _Toc141179378]Place 
Sainsbury has provided flexibility to enable its customers to shop the products by multi-channel proposition. Its products are also available at 2200 convenience stores, supermarkets, and Agro stores in the United Kingdom and Ireland. Moreover, customers can shop the product via mobile applications also. The company generates approximately 20% of its sales through online mode. Further, it makes available its products in the United Kingdom and Ireland. The products of Sainsbury are also made available at the website: https://www.sainsburys.co.uk/ [image: ][image: ][image: ][image: ]
[bookmark: _Toc141179379]Promotion 
Sainsbury promotes its products using database marketing and incentives. Further, its promotional strategies include above-the-line and below-the-line to build the brand name and attract customers. Moreover, it made use of advertisements to put focus on the London Paralympic Games. It uses a combination of data marketing, sales promotion, and packaging. For its promotional campaigns, it uses the slogan “Live well for less”. Moreover, it also made use of radios and television to communicate with the target market. Sainsbury is using its social media tools to communicate with its target market very successfully. 
It updates regularly on its Instagram handle, the link of which is as follows: https://www.instagram.com/sainsburys/?hl=en 
Moreover, it complies with environmental responsibilities and community service to develop its positive image in the eyes of its customers both current and potential (Matthew, 2019). 
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