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Introduction
A marketing strategy is a long-term plan for achieving a business' goals via knowledge of consumer demands and the growth of a distinct and ongoing competitive advantage. A company may define its positioning in the market, the kinds of products it produces, the strategic alliances it forms, and the kinds of advertising and promotion it engages in with the help of a marketing strategy Marketing strategy also help a company to set their goals and help to recognize ideal customers and how to reach them. In this study, the market segmentation, targeting, and positioning of Sainsbury's will be discussed. The marketing mix strategies of the company have also been highlighted in the study.
Sainsbury’s PLC
[image: ]
                                                           (Source: news.sky, 2022)
Everyone should have access to healthy food, according to Sainsbury's new slogan, "Helping Everyone Eat Better." Sainsbury’s offers high-quality food at an affordable price, which is the main factor in the success of the company. The company is running successfully for over 150 years and aims to flourish more in the retail sector. John James Sainsbury and his wife Mary Ann established the company in 1869 at 173 Drury Lane in Holborn, London (Sainsbury's, 2022). [image: ]James began his business by selling fresh meals, but after some time he transitioned to packaged items. After becoming a private company in 1992, the firm rose to prominence and grew to become the largest supermarket company in the United Kingdom. The company is currently one of the top three grocery companies in the United Kingdom, with over 800 convenience stores and 600 supermarkets. The corporation has over 189000 employees and serves approximately 16 million clients every week. With the support of an Omni channel marketing approach, the organisation maintains its presence throughout the UK, whether online or offline (Piotrowicz & Cuthbertson, 2019).Figure 2: James Sainsbury and Mary Ann Source: sainsburyarchive 2022
Source: sainsburyarchive, 2022
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Segmentation, Positioning, and Targeting strategies of Sainsbury’s
[image: ]
 (Source: dimitriosgogos,2022)
[image: ]Market Segmentation Strategy of Sainsbury’s
Sainsbury's breaks down large markets into segments of consumers with similar needs, buying habits, and wants. It helps the company to focus particular segment of the population and also helps them to set which strategies should be adopted. (Source:businesswire, 2019)


(Source: dimitriosgogos,2022)


Demographic segmentation
Demographic segmentation refers to the segmentation which is done by segmenting of the population on the basis of age, income, gender, occupation, marital status, education, and many more (Camilleri, 2018). It is a supermarket chain, and everyone wants to buy everything in one place and of the highest quality, which is why all people of this age used to go there for their convenience. However, the family unit, particularly the Mother, is the company's key consumer. Sainsbury's uses a variety of television commercials to reach this demographic.
Geographic Segmentation
Sainsbury's does geographic segmentation to focus on people from various locations in the country. The company segments on the basis of climate, regions, population growth rate, and population density. 
Psychographics segmentation
The companies try to understand activities, opinions of customers, and interests and then decide which type of products will attract them. Sainsbury's knows that People from the same demographic group might have varied psychographic traits since they have diverse life and cultural experiences.
Behavioral Segmentation
Additionally, the business divided its clientele into groups based on their product expertise, brand loyalty, product usage, frequency of purchases, and other factors connected to how a client responded to the product. Before concentrating on another segmentation method, the corporation begins its segmentation process based on the behavioural response of a consumer to a product.
Targeting Market of Sainsbury’s 
[image: ]Sainsbury's has a great infrastructure that enables the business to successfully target a market. Customers from all around the UK utilise the company's products because it primarily concentrates on retail goods. The business wants to offer each consumer a high-quality product at a competitive price. Customer retention is a result of Sainsbury's policy of providing consumers with "value for money," which guarantees the maintenance of product and service quality. As price reduction only results in a temporary increase in market share, it utilises competitive pricing instead. Sainsbury's target customer ranges from 15 to 80 years old (Anesbury et al., 2020). The organisation effectively targets clients through social media in the modern, technologically sophisticated environment. In order to assure the company's enhancement process, Sainsbury's is attempting to concentrate on both the competition in the target market and the financial returns from that market. (Source: adcumulus, 2022)

Positioning Strategy of Sainsbury’s
[image: ]Price of the product
The second-largest grocery chain in the United Kingdom, Sainsbury's, has more than 15% of the market share of the supermarket industry. Additionally, it took a stake in medium- to high-end markets. Sainsbury's has established itself as a mid-to-high-end retailer. As a result, a large number of the company's products are expensive. (Source: paddlepowertechnologies, 2022)


Quality of the Product
From the beginning of the company, Sainsbury's focused on the quality of the food, and their primary goal is serving quality food at a reasonable price. They are more concerned with specific aspects, such as your iron and vitamin B12 levels, but that is about it.
Competition
Sainsbury's frequently compared its products to those of competitors in order to demonstrate the great quality and reasonable price of its items. Sainsbury's excellent development was driven by sales of its own-brand goods and its online and convenience store operations (Huang & Rust, 2021). Sainsbury's achievement has been powered by its ability to maintain both quality and value in the retail market, where both are crucial.
Unique products
Sainsbury's emphasises the product's originality as well as additional benefits that satisfy customers' expectations. Nowadays, a growing number of people favour a vegetarian diet. Different people may have different motives for doing that.  Sainsbury's consider all these factors and increase the variety of food, particularly vegan cuisine to demonstrate a caring approach toward their consumers.
Marketing strategy of Sainsbury’s 
At the time of doing operational activities, Sainsbury’s looks to follow an effective marketing strategy that creates an efficacious score for the organization to attract more customers in a considerable manner. The marketing strategy is dependent on five distinguished pillars:
· Knowing customers more profoundly than its competitors
· Providing superior quality products as well as services at a fair price
· Being available to the customers whenever and whenever required
· Recruiting efficient colleagues to make a difference 
· Creating values that would be made different

[image: ]In order to sell the products, the organization focuses on using “Below The Line” and “Above The Line” techniques that have enabled the firm to be more productive in the contemporary marketplace of the country. The promotional strategy adopted by the organization involves the promotion of sales by means of incentives as well as database marketing (Xiao, Chen & Yu, 2021). The vision with which Sainsbury’s makes its operations is to become the most trusted retailer which would be lovable for working as well as shopping in the organization. The goal of the organization is to make the lifestyle of consumers easier on a regular basis through providing effective quality service to its customers. (Sainsbury's ,2022)


[bookmark: _Toc120191640]4ps of the marketing mix of Sainsbury’s 
In general; terms, marketing mix refers to an amalgamation of specific factors used by business organizations for influencing customers for purchasing the products and items. In this regard,  Sainsbury's tries to follow the 4Ps of the marketing mix that creates an effective scope for the organizations to increase their profanity in a significant manner (Jones, 2022). The 4ps consists of the following aspects such as:
Product 
Being one of the most renowned supermarkets in the UK the organization sells more than 30000 products which include a variety of items such as

	Products of Sainsbury's 

	Serial No
	Category
	Products

	1.
	Fruits and vegetables 
	Fresh salad, organic vegetables, fresh ingredients, carb alternatives, vegetables and fruits 

	2.
	Chilled products 
	Dessert, Soup, Quiche, Garlic bread, Salads, Smoothies, Pizza, Meat free, peas, olives, kosher etc.  

	3.
	Bakery items 
	Cakes, tarts, bread, buns and scones, bagels, meal sides, pittas, thins, cookies, doughnuts etc.

	4.
	Fish and meat 
	Yorkshire gravy, seafood, sausages, venison, cooked meats, bacon, turkey, lamb, chicken

	5.
	Dairy products 
	Dough and pastry, cheese, milk, yogurt, custard and cream, eggs 

	6.
	Health and beauty 
	Oral care, make-up, body care, 

	7.
	Baby 
	Wipes, accessories, nappies, meals etc.


Table 1: Products of Sainsbury's
(Source: Created by the learner)
From the table, it is evident that Sainsbury’s sells a wide variety of products by means of enabling an effective quality magnet aspect. All these podcasts assist a lot in increasing the revenue generation of the organization in a considerable manner. 
Price 
[image: Sainsbury's Strategic Marketing Plan by Warwick Sale]Since Sainsbury's prefers the aspect of “Value for money” in selling its products, therefore, it focuses on different pricing strategies for meeting the needs and demands of the customers. For ensuring customer retention it aims to maintain effective quality and service (Vasiljevic et al., 2018).  The organization faces tough competition from organizations such as ‘Tesco’, ‘Marks & Spencer’, ‘Morrisons’ and others due to which it aims to follow a “Competitive pricing strategy” for tackling the prices. (Sainsbury's 2022)

Place
[image: ]Sainsbury’s commenced business operations in the year 1922 at Drury Lane. as per the reports of 2018, Sainsbury’s possesses more than 700 supermarkets with 906 ships from where it generates its revenue significantly. The market dominance of the organisation is observed primarily in areas such as Enfield, Redhill, Dartford, Swindon, Guildford and others (Sogn-Grundvåg et al., 2019).  The supermarket shops of the organisation consist of a Kiosk, the check-outs that make the functional procedure faster. (Sainsbury’s, 2022)

Promotion 
As stated earlier Sainsbury’s prioritises both BTL and ATL strategies for promoting isp rockets to a wide range of customers. It uses television, newspapers, and billboards for promoting its brand. It utilizes sales promotion on a regular basis by means of its 178,000 colleagues (Zhang et al., 2018). Sainsbury’s launched Nectar Reward Card for building sales as well as increasing the customer base. There customers can get the chance of earning points with each purchase made by them. 
Marketing Communication strategy of Sainsbury’s 
Marketing communication strategy refers to the broad range of activities done by Sainsbury's for the purpose of marketing the products and items (Sainsbury’s ,2022). In this respect, the organization follows the following aspects of racing its customers attractively:
[image: Sainsbury's £500m sale and leaseback store deal scrapped | News | The Grocer]Understanding the target audience 
Sainsbury's targets the age group of 15 to 80 years of people in the United Kingdom to whom it sells its products and items.  Through selling various products, the organization has been able to gain a 16 per cent market share in the superman sector (Timofeeva, 2020). 

Defining USP(Sainsbury's (2022)

The Unique Selling Proposition of Sainsbury's is to provide top-quality products at competitive prices with a variety of offers. It helps the organization to be more consistent in the UK market to attract more customers. 
Determining the marketing communication mix 
Sainsbury’s promotes its products through online advertising by means of using social media platforms such as Facebook, Whatsapp, Twitter, Instagram and others. With regard to offline marketing, the organization prefers print media, billboards, newspapers and others. 

[bookmark: _Toc120191641]Conclusion 
From the above discussion it is evident that Sainsbury’s follows a distinctive approach in the UK market. Also, the STP Analysis connected above Sainsbury’s shows the fact that all the time the organization looks to formulate an effective communication channel with its customers for earning profitability. Moreover, the market strategy and marketing communication strategy with a discussion on 4ps of marketing also has been helpful for the organization in generating a strong customer base in their market of the UK. 
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