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[bookmark: _Toc92488336]Introduction
The pandemic has led to businesses suffering from massive economic consequences. Worldwide lockdowns led to the shutting down of stores as social distancing was made mandatory. Organizational leaders are facing numerous challenges whilst trying to recover from the damages done by the pandemic. They are trying to keep safety measures intact while trying to make revenue again. Many theoretical models can help in the internal and external assessment of a company. In the following report, an assessment will be made on Sainsbury’s, a major retail company based in the UK. The internal and external environment of the company will be assessed by defining marketing and explaining the stages of marketing. A PESTLE analysis will also be made of the company that would help in the assessment of the external environment faced by the company that can help in building strategies and understanding the threats and opportunities faced by the company. To understand the threats and opportunities, as well as strengths and weaknesses even further a SWOT analysis, will also be conducted. The five forces analysis of Porter will also be conducted to further understand the situation of the company better. The report will be a complete look into the business environment of Sainsbury’s.    
[bookmark: _Toc92488337]Definition and stages of marketing
Marketing is the process by which a business promotes and sells its manufactured goods and services which requires a lot of research and analysis.
Four chief processes constitute marketing and they have been discussed in the following section:
Strategic analysis
The strategic analysis of the market includes segmenting the niches of the markets as well as marketing the products to the individuals and also positioning the products. At first, the businesses have to line out the requirements of the consumers and segment the kinds of needs and the audience that they can cater to. The strategic analysis can help an enterprise find a meaningful description of essential market elements (Zinina, Dalisova and Olentsova, 2020). Niches are smaller target groups, for example, banks giving investment offers to senior citizens in the high-income bracket. Businesses can also cater to individual requirements and for all of these positioning is of greatest importance.  
Marketing mix
Marketing mix involves panning regarding the product, price, place and promotions. Businesses have to pay careful attention to the manufacture and the quality of the product that they are putting on the shelf. They have to select the place of selling the product and the pricing carefully. The promotion has to be done on multiple platforms.   
Marketing control
Strategic control, annual-plan control, efficiency control and profitability control are the four types of controls on marketing. Marketing controls are used as the business world is dynamic and needs constant change in strategies. The four kinds of controls are used in four different circumstances as per the need of the hour.
Marketing implementation
For the implementation of the strategies, all the communications have to be integrated into one unit. This will become a tool that will be cost-effective and useful. Implementation refers to the execution of the ideas into reality. Marketing strategies that have been spoken of in the previous section have to be implemented in the real world by the organizations. 
[bookmark: _Toc92488338]Pestle factors for Sainsbury(
The PESTLE analytical tool is an effective tool to find out the exact environment that an organization is facing externally. Thereby the following is a PESTLE analysis of the company Sainsbury.
Political
Factors:
Consumer and government debts, attitudes of the lawmakers, trade policies and Brexit are some of the important factors that the company has to look towards.
Impact: Sainsbury has to operate in the prevalent market conditions of the UK and also has to try to further expand its business. Presently the Brexit effect has led to cutting trading ties with all the EU nations. Hence that is a negative impact. There have been changes in GDP and tax revenues as well as public finances (Pollard, 2021). 
Economic
Factors: A steep decline has been observed in the GBP as an aftereffect of Brexit which can affect the earnings of the company (SWOT & PESTLE.com, 2020).
Impact: The British Pound Sterling or the GBP has fallen due to the exit of the nation from the European Union. This has led to a loss in earnings for a lot of companies based in the UK and Sainsbury’s is no exception. This can be a major drawback in the long run for the company.
Sociological
Factors: The current demographic and class structure as well as educational level and culture; all have an impact on the sales of the company (Fern Fort University, 2021). These are the sociological factors that can affect a company.
Impact: As per the new cultural considerations there is a rising demand for sustainable practices and organic food. Sainsbury has to keep up with them.
Technological
Factors: Data analytics and other such technological considerations are used by most retailers.
Impact: Sainsbury has to use Artificial Intelligence and other such tools to modernize their services and also to gain insights into consumer behaviour.
Legal
Factors: Certain regulations have to be kept up with to avoid any legal mishaps.
Impact: A regulatory tax had been recently imposed on advertisements of fatty food products and to avoid that tax Sainsbury had to introduce changes in their products.
Environmental
Factors: Some environmental regulations are reduction in wastes as well recycling of products, reduction in carbon footprint and emissions and sustainable business practices.
Impact: Sainsbury has to keep up with the environmental norms and prove that its practices are sustainable and environmentally friendly. They also have to undertake measures that would ensure that their carbon footprint is lessened significantly.
These are the factors that play an important role in the external environment of the company. 
[bookmark: _Toc92488339]Porter’s five forces model for Sainsbury
Porter’s five forces model is also an analytical tool that helps in building strategies for a company. It operates on the understanding that the strategy of a business should take into consideration the threats and opportunities in the external setting of the company (Bruijl, 2018).
Competitive rivalry
As a retailer, the company has immense competition in other brands like ASDA and Tesco in the UK. Tesco holds the biggest market share of almost 29% whereas Sainsbury holds 17% of it as per 2021 reports. Both ASDA and Tesco have a very competitive pricing strategy that has helped them keep their position intact in the market. Therefore this threat can be said to be high.
Threat of substitutes
This threat is strangely low as the retail industry in the UK is very much reliant on its existing players like Tesco and Sainsbury. The British consumers are solely reliant on their already known brands for quality food products and hence do not wish to go to substitutes.
The threat of new entrants
Entrance into retail is usually met with a lot of barriers in the UK (Adigun, 2021). Any new entrant will have to make a big investment in revenue as the UK government gains large revenue from the retail industry. Therefore this threat is also quite low for Sainsbury.
Bargaining power of buyers
The buyers have a lot of power in the retail market as the retail industry depends completely on the consumers. Therefore this threat is relatively high for Sainsbury. The consumers and their preferences can determine the pricing of the products and also the segmentation of the same.  
Bargaining power of sellers
The power of the suppliers is referred to here as the sellers who determine the price that a company has to pay them for their goods supply. The suppliers have the power to make the products unavailable for resale if the retailers refuse to pay them their desired price. Hence this threat is quite high.
[bookmark: _Toc92488340]SWOT analysis for Sainsbury
SWOT analysis is a tool that is commonly used for planning strategies and is one of the most applicable brainstorming forms (Phadermrod, Crowder and Wills, 2019). The following is a SWOT analysis of Sainsbury:
	Strengths
·         Sainsbury’s does a lot of sponsorships like Paralympics where the brand hired David Beckham, Jamie Oliver and Ellie Simmonds as ambassadors. Such influential personalities help in the sales of the products at Sainsbury’s.
·         The company is listed under FTSE 100 Index and the London Stock Exchange which makes it easy for the public to stock shares of the business.
·         They have a wide network and sell their own products. They also have excellent marketing skills and strategies in place. They have an established brand name being one of the oldest retailers in the UK.
 
	Weaknesses
·         The competition is really high for the company as there are major retailers like Tesco and ASDA operating in the same market.
·         The Coronavirus pandemic has led to uncertainties in the economic environment and supply shortage (Shaw, 2021). This has led to an increase in the prices of goods.
·         The company is reliant largely on the buyers and any dissatisfaction in consumer services can lead to losing them.

	Opportunities
·         The network of the company is based mostly in the UK but the business can consider expanding into the developing nations. The Asian market is huge as well as the African ones.
·         Automated technology can help the company to introduce 24 hours operations by creating self-checkout facilities.
·         The company can also consider merging with other business moguls as they did with Tesco in 1995.
 
	Threats
·         Becoming a global brand has been necessitated by the globalization culture at present. Tesco has already established a global name but Sainsbury’s is yet to do that.
·         The pandemic has damaged the revenue collection of the company severely as the buying power of the people has decreased significantly.
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The following is an analysis of the relation between the SWOT factors and Porter’s five forces factors of Sainsbury’s.
The bargaining power of the sellers and buyers and the weaknesses and threats
It has been identified that the pandemic has led to a decrease in the buying power of consumers. Disruptions in the supply chain, increases in orders, changes in consumer behaviour, the closing of stores are some of the affecting factors on the retail industry (Akram et al., 2021). It has thereby been proven that the bargaining power of sellers and buyers is high as the change in the buying power of the customers and the supply chain disruptions have led to the loss in revenue for the company.
The threat of new entrants and substitutes and the strengths and opportunities
It has been identified that the threat of new entrants and substitutes is significantly low. It has also been established that Sainsbury has a name of its own in the UK thereby it has loyal consumers. Now the company must make use of the opportunities to delve into new markets.
Competitive rivalry and the threats and weaknesses
Tesco and ASDA are the major competitors of Sainsbury. This correlates with its weakness of high competition directly and the threat of globalization where Tesco has already made its work in the world market but Sainsbury has not. 
[bookmark: _Toc92488342]Advantages and disadvantages of porter’s five forces model

	Advantages
1.  	The model helps in understanding the lengths to which a company is facing competition. It is important to understand if the competition faced by a company is high or low as that will lead to building up new strategies.
2.  	It is also significant that the model looks at a company or an industry through a wide variety of aspects that lead to the formation of the five forces. Therefore the method is systematic in nature.  
3.  	It also helps in planning the next step especially for companies that have to make huge investments into their industry. The retail sector is a type of industry that requires huge investment.
	Disadvantages
1.  	The model takes into consideration only five factors while ignoring other factors like a political intervention. To assess these, the marketer has to use other analytical tools like the PESTLE tool.
2.  	Another issue with the model is that no one industry can have an advantageous stance in all five aspects. Meaning the industry will face threats in at least one of the five areas mentioned.
3.  	Not all industries can benefit from the usage of this model as it ignores some of the other factors that require elaboration for analysis. Technology and fashion industries require other factors for their analyses and hence the model is limited in its approach.
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In the present context, it has been noticed that STP is an important marketing strategy and has become familiar with almost all the companies. Researchers have shown that it is one of the convenient and utmost efficient marketing strategies among all the others. This model mainly discusses choosing or selecting the most valuable sectors then setting targets and at last doing the product positioning for every segment. In respect to that, it has been noticed that the company called Sainsbury objectives are based on strong principles and values. It has been also observed that the cultures of the present company differ from the other as well. 
However, it has been observed that Sainsbury is a particular company that mainly deals with the market segmentation process. And minutely it has been found out that the consumers choosing products from the market fall into a different group with unique pictures (Keiningham et al., 2020). Thus the company called Sainsbury is seen making different marketing segments where the consumers' needs are taken into concern and ultimately their needs are satisfied. Hence it has been recovered that the market can be segmented into different categories such as psychographic, demographic, geographic, and behavioural variables. The company is further seen using its valuable numbers on certain chosen products and ultimately selling those with maximum profits. 
Regarding the targeting policy of Sainsbury's, it has been noticed that their main target is the family unit as only their maximum products are sold out. In addition to this, it has been witnessed that the company tries to understand the needs of the family unit and hence set targets concerned to that area and ultimately derive maximum profits (Davies and Doherty, 2019). Further, it has been seen that the company is seen using various marketing strategies besides this to cater for the needs of the people and yield profits at a higher level. When the targets are set in the company this attracts the family unit. 
It has been surveyed that the products of the Sainsbury produced are of high quality. The company focuses on brand positioning for which they easily target the family units. In addition to this, it has been analysed that the customers are attracted towards the advertisements that the company usually posts to attract them. Sainsbury is often attracting customers as they output pocket-friendly prices. They also cater for customers with many discounts 
[bookmark: _Toc92488344]7p’s of the marketing mix
Every time it has been suggested that a company needs to follow a marketing strategy in order to position themselves in world economics. Further, it has been discussed that the marketing mix of 7p is the utmost efficiency for running an efficient company like Sainsbury.  In addition to this, it has been studied that in the marketing mix of 7p the first 4p is the fundamental and the other 3p is the expanded marketing mix. All the way it has been studied that marketing strategies bring in huge changes in the overall demography of the marketing structure and also the economic scenario. These 7ps are discussed below-
· Product- Product is supposed to be the fundamental unit that fulfils the needs of the consumers. In addition to this, it has been observed that the products are the crucial things that ultimately define the way how to deal with different marketing strategies. 
· Price- It has been observed as a whole that prices play a great role in totally serving the economic status of the company as it helps to earn maximum profits and in turn, this helps in brand positioning to a great level. 
· Place- Place plays a quite extravagant role as it becomes convenient for the customers to have convenience for marketing and so on (Do and Vu, 2020). The stores of Sainsbury are thus located near the residential area to attract more customers.   
· Promotion- Promotion also plays a significant role as it helps in brand positioning (Mun, 2021). It has also been focused that the company Sainsbury uses marketing strategies like advertisement on the internet by putting up various discounts on various items to cater to customers. 
· People- People engaged in the services of the company called Sainsbury are concerned with the customer needs and hence it satisfies them how to deal with product handling and even sell products during economic crises.
· Process- Staff involved in Sainsbury delivers quality products and ensures efficient delivery of the products and finally meets the needs of the customers by targeting certain products specifically. 
· Physical evidence- However the physical evidence of the people who give services to the consumers of Sainsbury is sustained to various services and it has always been reviewed that the customers always enjoy total satisfaction. Thus the services of the staff are very important as a whole. 
[bookmark: _Toc92488345]Recommendation
However, after witnessing the report it can be recommended that the company has managed to satisfy customers’ needs and has identified the various activities related to marketing policies that Sainsbury has ultimately adapted to maintain its strengthening position as a whole. Besides all the marketing strategies that are already being practiced and the marketing mix are some of the business tips which are very important as a whole to run the business in a competitive market (Hermansyah et al., 2018). Besides all this, it can be further recommended that the concerned company must adopt some strong strategies so that they make enough differences from the other companies in world economics. Further, it can be added that the company should focus on producing its own products with sustainable items to gain significance in the world. In the present scenario, it has been mentioned that the current generation is much prone to social media and thus services should be given online in order to increase the market. However, the marketing strategies should be bold enough to attract customers so that their needs are fulfilled. Moreover, the company must concentrate on brand heritage and try to innovate new methods for the customers. It can be further be added that the company must ensure smooth functioning in the all the stores and also earn maximized profit. 
[bookmark: _Toc92488346]Conclusion 
In conclusion, it may be said that the pandemic has affected most businesses massively as businesses had to shut down as per lockdown measures imposed worldwide. In the current situation, businesses are trying to recover from the losses and regain sales and revenue. The report has been a study into the models and theories that can be used to understand the environment of the company in concern so that efficient strategies can be built out of the strengths of the business and the possible opportunities. These will in turn help in subverting the threats and the weaknesses of the company. 
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