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[bookmark: _Toc68521631]Task – 1:
[bookmark: _Toc68521632]Write an individual essay providing a critical analysis and evaluation of the following: processes and stages of marketing including the role of the marketing mix
[bookmark: _Toc68521633]Introduction:
Marketing has been described by Raven (1992) as the process through which value is exchanged between the organisations and the customers. Therefore, the focus of marketing can be summarised in the word, ‘value’. Here, value is identified by assessing the needs of the customers and then, the organisations develop products and services that could offer the value. Customers on their end, purchase product at a price, thereby, exchanging value with the organisations. 
The discussion offered in this paper offers a perspective into the processes of marketing adopted by ta business organisation. So, the paper presents different theoretical models and processes used in the process of marketing. 
[bookmark: _Toc68521634]Stage – 1: Evaluation of marketing functions: 
[image: ][image: ]The first stage in the marketing process adopted by the business organisation entail a detailed assessment of the different processes used in the marketing activities and evaluates how they could benefit the organisation. From this evaluation, organisation become aware of the processes that they would adopt based on their marketing goals and objectives. The marketing process offers four stages on the marketing activities adopted by a business organisation.

Promotion: 
Butler and Rose (2011) opine that organisations like Sainsbury use promotions to achieve different objectives. Promotions help in creating market awareness about products and services and so, if Sainsbury develops a new product, it would promote its product to bring the new product into the awareness of the customers. Promotions also help in attracting customers which help increase sales. 
Product management: 
Marketing functions bring in the task of product management the product management approach entails a process where market information is evaluated to assess the needs and requirements of the customers along with their preferences. The information is evaluated to develop different products and services, thereby, helping businesses create more value for he customers. 
[image: ][image: ]

Marketing information management: 
Butler and Rose (2011) observe that businesses work with different sources of information which is evaluated to assist the business in its decision making processes. The information of market conditions reveals opportunities and threats, needs and preferences of the customers. Information of the market also helps in conducting essential marketing techniques like market segmentation.

 
Distribution: 
Distribution is used as the processes through which products are made available to the customers. Customers who wish to purchase Sainsbury products would be able to do so by going to Sainsbury stores or through online platforms of Sainsbury. This way, different companies look to create the most effective distribution strategy, given the nature of their products and their intended target market. 
Standardisation and measures: 
Martin (2010) says that standardisation is a practice through which the organisation sets a clear guideline on the standards for its products to maintain product uniformity and reduction in variations in product quality. Standardisation is used as an important part by manufacturing companies which manufactures different products.
Stage – 2: Situational Analysis (SWOT analysis):[image: ]
The situational analysis studied through the Swot analysis offers an assessment of the internal environment through the observation of strengths and weaknesses and the external situation in the form of threats and opportunities. 
Strengths: Sainsbury has a huge production base and capabilities to manufacture a range of products. The organisation also possesses huge base of employees to perform its activities and it helps to serve the customers across the large base of Sainsbury stores located across the UK and European markets. This allows the organisation to sell its products across a large base of customers. 
Weaknesses: Sainsbury has lost much of its market share over the pat many years. Despite its gradual comeback, Sainsbury has been falling behind the market leader, Tesco. The organisation also faces stiff challenges in the market due to ite market competition which has made the market price sensitive, forcing organisations to maintain affordable prices by reducing profit margins. 
Opportunities: Sainsbury could enter new market and expand its market base, especially in developing countries that offer larger opportunities. Large consumer markets in Asia could help Sainsbury increase its sales. The organisation could also look to diversify to other product segments like electronics. 
Threats: the rising inflation is a huge challenge for Sainsbury because it is pushing up costs even as the organisation tries to cut down on its product margins to offer affordable prices. The intense competition also causes challenges as there are plenty of alternatives for the customers. 
[bookmark: _Toc68521636]Stage – 3: Evaluation of marketing techniques:  
Another important stage in the marketing processes and functions adopted by leading organisations like Sainsbury is the process where the organisation applies three important marketing techniques, segmentation, targeting and positioning. The application of these techniques also forms an important part of the executional approaches of a marketing plan. 
Segmentation: 
The segmentation process is defined by Brooks (2013) as the tool to create market divisions that help understand the customers, their needs and other essential aspects that influence their purchasing decisions. Important segmentation criteria followed by different companies is the demographics segmentation approach where market divisions are created on the basis of demographic factors. Sainsbury uses income levels as criteria for its market segments. The income levels of the customers are categorised into higher income, middle income and lower income segments. This means that customers in the higher income segment have the purchasing power to buy higher priced products while middle and lower income segments prefer affordable products. 
Targeting: 
Martin (2010) says the target market is the approach where organisations choose market segments for particular products and services and look to create more sales in the segment by designing specific promotional content. A wide range of Sainsbury’s groceries are aimed at the middle income segments. According to Martin (2010), the organisation looks to offer differentiated products and use competitive pricing for the products. This makes the products affordable and fair priced while it looks to attract customers through the product differentiation. Organisations could choose to target a single market segment in a concentrated targeting approach. Some organisations also use multiple segments which is called differentiated targeting approach. 
Positioning: 
According to Butler and Rose (2011), positioning is defined as the distinguishable identify that a certain product occupies in the mind of the customers. Organisations look to create brand identify that associates qualities to certain products and services. Sainsbury’s positioning follows the differentiation approach. Sainsbury seeks to emphasise on the quality of its products and so, the band identity of Sainsbury is developed on the perception of quality products at fair prices. Here, Sainsbury’s products justify the prices and hence, it occupies the position as a brand that offers quality and differentiated products. 
[bookmark: _Toc68521635]Stage – 4: Marketing strategies: 
The paper studies the application of the marketing mix as a theoretical model that helps build concrete marketing strategy by assessing the four important aspects of marketing, namely, product, place, price and promotions. This section looks at the application of the marketing mix by Sainsbury and also compares how the approaches differ for its competitor, Asda. 
Price: 
Through the price strategy, businesses develop their pricing for their different products and services in accordance to their marketing objectives and goals. Close observation of the pricing strategies of Sainsbury reveal interesting differences on the pricing approach of the two competitors in the retail sector. 
Martin (2010) observes Sainsbury uses a competitive pricing strategy, where the prices are set after studying the market prices and prices of other competitors. Here, the prices are matched according to the market prices and so, there is little price difference in the products offered by different companies that use competitive pricing. However, Asda’s pricing strategy is different from Sainsbury because the company uses the pricing approach where the prices are lower than cost other competitors. While Sainsbury offer a wider range of products, Asda looks to attract customers through its attractively low prices. 

Product:
The paper presents is observation of how the pricing strategy influences the products and the nature of products of an organisation. Brooks (2013) observes that Sainsbury follows the approach of differentiation and so, it offers a wide range of products that offer different features and unique qualities. This approach to product development is influenced by the differentiation approach used by Sainsbury. Stuebs and Sun (2010) says that Asda’s approach is called the cost leadership approach where the organisation is aiming to offer lower priced products; however, the cost minimisation approach also forces organisations to compromise on product quality. So, while Sainsbury looks to offer unique products, Asda looks to offer the most attractively price products. This clearly shows that difference in the product strategies adopted by both Sainsbury and Asda. So, customers who seek better quality of products look at Sainsbury while Asda attracts customers who seek the more affordable product. 
Place: 
[image: ]The difference seen in product and pricing approaches of Sainsbury and Asda comes to a stop at distribution approaches because both the organisations have similar distribution approaches. Stuebs and Sun (2010) observes that Sainsbury and Asda products are only available across Sainsbury and Asda stores or through online platforms of the respective companies. So, customers who wish to purchase Sainsbury products visit the numerous Sainsbury stores or purchase them from Sainsbury’s website. A similar approach is seen for Asda. This helps understand that both the companies also look to offer purchase convenience to their customers. Sainsbury’s and Asda have numerous stores across UK to offer ease of purchase to the customers. In contrast, car manufacturing companies like Toyota use selective distribution, offering its products through selective dealers. 
Promotions: 
Promotions are used to create market awareness and increase sales. Stuebs and Sun (2010) observes that businesses use different approaches to promote their products or services. Some organisations use mass media platforms like television and newspaper, however, mass media requires generalised marketing content aimed at a larger audience. Some organisations look at targeted promotions to target specific customers. 
Sainsbury uses a range of promotional activities. It places advertisements across newspapers, billboards and television. Brooks (2013) observes that it helps the organisation to reach out to larger base of customers. The organisation also uses targeted promotions and sends fliers, targeted emails and notification messages to a target base of customers. The organisation is able to spend more funds on promotions than Asda because of Asda’s cost leadership strategy. The need for reducing costs forces Asda to limit its mass media promotions. However, the company uses targeted promotional approaches as they are cost effective.
[bookmark: _Toc68521637]
Conclusion: 
[bookmark: _Toc68521638]The paper has spoken about three important processes of marketing adopted by a leading organisation like Sainsbury. In the first stage, the organisation adopts an understanding of different marketing functions to understand what functions would benefit the organisation in the accomplishment of its goals. The paper presents a detailed evaluation of the application of marketing mix and studies how Sainsbury conducts its market strategies through the theory. Lastly, the paper also offers an understanding of the three important marketing techniques used in the process of execution of the marketing plan. 
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