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[bookmark: _Toc89089093]Executive summery 
Sainsbury id oldest and second largest supermarket in UK, who have delivered their products and services through Tu, Argos, Sainsbury's Bank, Habitat, and Sainsbury's Home. Brexit and UK government to become Net-Zero by 2050 has affected Sainsbury in term product cost risen due to Brexit and Sainsbury must reach its own goal to become by 2040. 

Foods’s waste is major issue because one third of the foods produce for human consumption are wasted, according to FAO (2013), 1.3 billion tons of foods are wasted or lost. Research by Jaganmohan (2021), 34% people purchase eco-friendly products, however the eco-friendly product should consider the pricing which mean the sale price should not be higher than normal product (Advantage.marketline.com, 2011). 

Technological advancement has improved firms productivity as well as reduced operational cost, such as self-checkout, however it has also increased theft, but cash-less and till-less store will have zero theft. 

Sainsbury has been criticised for green washing consumers and thus has earned bad reputation for the brand. Therefor Sainsbury must adopt to Shaded Green marketing strategy, implies doing more and saying less. 














[bookmark: _Toc89089094]Introduction 
This report will analyse Sainsbury’s adoption of green marking and where they need to improve and activities that are worth avoiding for negatively impacting their brand repetition which can lead to a decline in sales and pressure from environmental activist groups. This report will investigate the environmental impact of Sainsbury and analyse those forces to see how Sainsbury is adapting to the external and internal environment from a green marketing perspective. This report will discuss the impotence of green marketing and demand for green marketing, this report will also consist of a recommendation, conclusion, and reference list. 

[bookmark: _Toc89089095]Overview of Sainsbury 
Sainsbury Plc is second largest and oldest supermarket chain in Britain, which was founded in 1869 by John James and Mary Ann Sainsbury who intended to sell essential products such as milk, bread, eggs and butter (Aluko and Knight, 2017). The contemporary marketing trends and purchasing behaviour of consumers are dynamic due to digitalisation and globalisation which has made the competition higher than even known, Due to globalisation country boundaries are blurred and encouragement from government made it easy and feasible for international organisation to compete in native organisation. For example, Amazon Fresh store has opened in London, and they are using latest technology to operate the store in till and cash free manner and Sainsbury will be using the same Technology to open their own store. Sainsbury have sponsored the 26th UN Climate Change Conference of the Parties (COP26) in Glasgow on 31 October – 13 November 2021. It has set the tone for British supermarket to show their enthusiasm for concern about climate change issues and Sainsbury is the first supermarket to pledge to become net zero in 2040 on their operation, to achieve the net-zero Sainsbury committed to investing £1 billion over 20 years (About.sainsburys.co.uk. 2021a). 













[bookmark: _Toc89089096]Critical analysis of Green Marketing in Sainsbury

Internal and external analysis will help to identify where Sainsbury needs to improve their green marketing campaign and what are the activities doing right. 

[bookmark: _Toc89089097]Political 
United Kingdom (UK) coming out from European Union (EU) mean Sainsbury’s will not have the benefit of single market trade in EU, which means free movement of people and goods will be disrupted, thus high price on import goods will impact on profit margin (Barnard, 2021, p.182). Sainsbury must restructure their supply chain structure and source local products to avoid long-distance transformation from the EU to the UK (Cjirapong, 2018), however lowest interest rate in 322 years in Britain can encourage business positively and due to Brexit will allow local business space to grow (Hoinaru, and Năstase, 2019; ForeMostCurrenyGroup, 2016, cited in, Hoinaru, and Năstase, 2019).


By 2050 UK government committed to net-zero greenhouse gas emissions by 2050 to limit climate change (Marteau, Chater and Garnett, 2021), the progress can be seen in UK major cities like London and Birmingham where the government has introduced clean air zoon to prevent pollution and charging vehicle owners for driving in the clean air zoon to improve the air quality of the city, organisation like Sainsbury and its close competitor Asda invested resources to force local council to drop or delay the initiative so that their thousands of polluted lorries can deliver at no extra cost plus more customers (Mums for Lungs, 2020). 


[bookmark: _Toc89089098]Economical 
According to Food Agriculture Organisation (FAO, 2013), estimated 1.3 billion tons of foods are wasted or lost which was produced for human consumption. This mean the resources invested to produce those foods are lost, Sainsbury wants to reduce its food waste by 50% by 2030, the commitment Sainsbury will fulfill by working with farmers and growers (About.sainsburys.co.uk. 2021b). on the other hand, Tesco reduce food prices and sell to customers as well as giving foods to a charity that distribute foods to the needy local community, also ranked top for reducing food waste (Resource Magazine, 2021). Adoption of reducing food price can reduce food waste as well as giving something back to local community, which is corporate social responsibility.  

If Sainsbury do not have electric the consequences will be paying clean air zoon charges, plus increasing fuel price will cost them more for van use for delivery services, whereas electric van will cost them a fraction of the cost compared to petrol or diesel van, however they the first supermarket in Britain to introduce fully electric trucks, which is impressive innovation by the grocer (Iddenden, 2021). Sainsbury is not doing enough and need more improvement to live up to their green commitment. 

[bookmark: _Toc89089099]Social 
In the UK 34.5 percent purchase eco-friendly products (Jaganmohan, 2021). Self-isolation due to covid19 has increased people knowledge regarding sustainable products, a global report indicates that 73% of people will change consumption habits to reduce environmental impact negatively and 43% are willing to pay a premium for sustainable products and 90% increase in the United State of America (USA) for sustainable product posed to conventional products (Alexa, Apetrei and Sapena, 2021; Nielsen, 2019; Kronthal-Sacco, et al., 2020). 

A green marketing integration can help Sainsbury to fulfill customers' demands and to achieve this, they must improve their logistics, inbound and outbound logistics must be eco-friendly. if Sainsbury can adopt green marketing fully, they will get a competitive advantage over their competitors.  

[bookmark: _Toc89089100]Technological

UK supermarkets are using self-checkout technology have improved their efficiency and reduced operational cost (Sharma, Ueno and Kingshott, 2021), however, due to technological advancement Tesco and Amazon have opened their first cashless and checkout-free experimental store as store in London, and Sainsbury will also use Amazon technology to their first checkout-free store which is open for the Sainsbury staff only currently and they hope to open for public soon (Butler, 2021). A self-checkout system cost supermarket £3 billion according to the sales coupon website (Moshakis, 2018), the new technology of cashless and till less can eliminate that shoplifting activity in the supermarket forever. 

[bookmark: _Toc89089101]Environmental 
Environmental awareness and concern about sustainable and green products are rising globally. However, from the case, Frito-Lay SunChip suggests that the organisation must communicate with the consumer what they are offering, plus identify what are the key benefits that consumers may have to compromise for going green, (Advantage.marketline.com, 2011). Sainsbury may find a product that is degradable for their packaging but there must be a composable culture among target consumers, other ways this initiative will not be fruitful for consumers nor Sainsbury.  One of the discrepancies, rather hypocrisy by Mark and Spencer and Sainsbury is that they have replaced grass bottles with plastic despite their promise to reduce plastic (Winchester, 2019). This can affect Sainsbury’s brand reputation; thus, they must preach what they practice rather than greenwashing public by saying something and doing something opposite. 

[bookmark: _Toc89089102]Legal 
Falsely taking credit for being green by omitting or hiding important information could risk damaging the company reputation and will face action from the Competition and Marketing Authority (CMA) (Davies, 2021). This includes the full lifecycle of the product, rather than just one aspect such as packaging and omits manufacturing and transportation. In the case of Sainsbury, they have wrapped plastic on the sustainable bed sheet is misleading consumers of being a green product. 


[bookmark: _Toc89089103]Strength 
Sainsbury plc has a strong market presence in the UK and they are the second largest food retailer in the region. Sainsbury’s, market their products through various channels, such as Tu, Argos, Sainsbury's Bank, Habitat, and
Sainsbury's Home. Argos is third largest digital retailor who has one billion visits every year and Tu clothing brand is tenth largest in Britain selling more than 3000 quality items (Advantage.marketline.com. 2021). Sainsbury is Britain oldest supermarket chain and seen lots of changes in business environment, their existence is prove that they are survivor, those experience is their strength, which will help them become Britain grocery leader. 


[bookmark: _Toc89089104]Weakness

Reported Sainsbury is worse supermarket for reducing plastic waste compared to top 10 UK Supermarkets (Young, 2019), which means Sainsbury has not done talk the walk and media can ruin their brand reputation. 

[bookmark: _Toc89089105]Opportunity 
Can expend in the international market, for example, Asia, Europe, and USA, can allow Sainsbury to expand and increase their appearance in a global economy, like Tesco PLC who has their operation in 14 different countries. Have new customers, thus it will increase revenue, most importantly experiencing different culture and trends can gain competitive advantage for Sainsbury over their competitors.

[bookmark: _Toc89089106]Threat 
Sainsbury will lose their market share to competitors if they do not adopt green marketing in their business, since consumer buying behaviour are driven by environmental consciousness. Greenwashing will be delt with seriously in coming years and for Sainsbury, it is a real threat and can cost them lot more then a fine, which is brand reputation. If the brand reputation goes down, consumer will choose the brand which has better reputation, such as Tesco was praised for being transparent about food waste (Earley, 2014) 
























[bookmark: _Toc89089107]The concept of Green Marketing 

The holistic management process responsible for identifying, anticipating and satisfying the need of customers and society, profitably and sustainably is green marketing, defined by Peattie (2001). A green marketing initiative require vast investment in company's functional areas including research and development, manufacturing, and marketing (Foster and Green, 2000). International concerns are growing about environmental and sustainability, which is challenging for organisation to integrating environmental issues into business strategy (Nidumolu, Prahalad, and Rangaswami, 2009). It is challenging for Sainsbury to meet consumers demand for green product; however they have resources to achieve green marketing, £1 billion has pledge by Sainsbury to spend over 20 yeas for achieve Net-Zero by 2040 is prove to organisation willingness for going green (About.sainsburys.co.uk. 2021d). 


In United Kingdom (UK), government has enforced sugar tax and enforce supermarkets to charge for carrier bags for customers to encourage consumers to avoid excessive plastic bags which is responsible for pollution and use the fund for minimising the environmental damages that cause by plastic. According to Groh, et al., (2019) in 2015 the plastic production has reached 380 million metric tons in a global scale and around 40% alone used for packaging purpose, the researcher also informed that the harmful chemical which is hazard for the environment and human started to release from manufacturing, use disposal and even when recycling the plastic. Those plastic are responsible for unhealthy crops and less production compared to land unaffected by plastic, especially the micro plastic and polluting the geological negative impact (Rodríguez-Seijo and Pereira, 2019). 

The supply chain management can be seen a high echelon from green marketing perspective, such as sourcing of raw materials, manufacturing, packaging, warehousing and distribution of the product or service (Naidoo and Verma,2020). Any organisation who wants to adopt a green marketing strategy must manage their supply chain, which is one of the core business activities can lead organisation to achieve overall sustainability goal. the organisation then must communicate with its stakeholders through its marketing activity to inform its shareholders about their green products (Peattie and Charter, 2003). Tesco, (2021) has manage to take 65 thousand deliveries track off the road by using train for get their foods from Spain, which means less pollution and food waste. 
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Source: Choosing the Right Green Marketing Strategy (Ginsberg and Bloom, 2004).


Sainsbury can choose Shaded Green marketing because they have tried and failed to deliver extreme green marketing. An instance of sustainable bed sheet cover wrapped with plastic and not using fully electric van is indicator of failing to deliver extreme green marketing. If Sainsbury choose Shaded Green marketing, they can campaign differently rather than one element which is sustainable product. In instance of plastic reduction, Sainsbury can offer the product at lower price since by not using plastic will reduce final cost of product. Sainsbury must start doing more and saying less, which mean their work towards environmentally friendly will talk for itself


Sainsbury can use Kurt Lewin change management model, which is effective as well as simple to use, first they must decide what they want to change and unfreeze it, and refreeze when the change is made (Burnes, 2020). 





[bookmark: _Toc89089109]Conclusion 
Green marketing is a trend for this moment, if Sainsbury is to succeed they must fully integrate green marketing within their organization rather than telling people something and doing something opposes. This report suggest Sainsbury is doing some of the thing wright but need lots of improvement and resources to become environmentally friendly organisation. 
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The Green Marketing Strategy Matr

Companies should consider the likely size of the green market
in their industry as well as their ability to differentiate their
products on “greenness” from those of competitors before
choosing one of the strategies in the matrix.
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