MBA Marketing Management
[image: praxisauril.org.uk]


NAME: ARUN TEJA GOUD RANGA
STUDENT NUMBER: 22125752

MODULE: LCBM7001

TITLE: MARKETING MANAGEMENT ASSESSMENT 2
 
LECTURER: TUSHARA BALENDRAN

WORD COUNT: 2000 WORDS OR EQUIVALENT

SUBMISSION DATE: 12/01/2023











Company: Sainsbury’s 


Table of Contents
Question A	3
Introduction	3
Conduct an environmental marketing analysis	3
PESTLE analysis	3
Porter’s five forces	5
SWOT analysis	7
Segmentation, targeting and positioning of the company	8
Marketing mix strategies of the company	9
Conclusion	10
Question B	11
Include recommendations for the future	11
References	12



[bookmark: _Toc122261711]Question A 
[bookmark: _Toc122261712]Introduction 
This study aims to explore the environmental marketing analysis and internal environment of Sainsbury’s. Sainsbury’s is the second-highest supermarket chain in the UK, operating over 1400 locations globally and holding sixteen per cent of the entire supermarket sector (ContactPigeon, 2022). 
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Figure 1: Sainsbury’s
Source: (ContactPigeon, 2022)
In this case, this study elaborates on PESTLE analysis of the UK retail sector for analysing the macro environment. Porter's five forces model of Sainsbury's is also given for exploring the power of the forces. Also, SWOT analysis for showing the capability of Sainsbury's and STP analysis for presenting this company's segmentation, targeting and positioning approach is stated. This section also demonstrates the marketing mix to know its marketing strategies. Lastly, a recommendation section is attached to determine its future marketing strategies. 
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The PESTEL framework is used to identify and evaluate the external macro-environmental factors of Sainsbury’s. The PESTLE analysis of Sainsbury’s is described below. 
Political
1. Brexit is one of the significant political scenarios impacting every business in the UK (Rothwell and Bennett, 2020). As the UK leaves the European Union, the retailers must pay an extra tariff for importing and exporting to other European countries. For this reason, the products' cost is increased, which negatively impacts Sainsbury's as its profit margin becomes less. 
2. The stable government of the UK provides an advantage to Sainsbury’s as they do not need to change their business policies frequently. 
Economic
1. The UK's gasoline and diesel price is rising gradually (Sonnichsen, 2022). Therefore, Sainsbury's supply chain and transportation costs are highly increased. It results in a threat to Sainsbury's. 
2. The GDP of the UK may increase to US$4551.55 in 2027 from US$3376 in 2022. It implies a steady growth in the GDP rate (O'Neill, 2022). Therefore, it will increase the customers' purchasing power, which is an opportunity for Sainsbury’s.
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Figure 2: GDP of the UK
Source: (O'Neill, 2022)
Social 
1. Customers prefer to buy items from big markets like Sainsbury's these days rather than from neighbourhood retail businesses, as the customers can get a vast range of products from the supermarkets (Davey, 2021). Therefore, it is a positive impact on Sainsbury's. 
2. The customers of the UK have become more health-conscious. Therefore, Sainsbury's needs to include healthy products in its product line to gain opportunity. 
Technological
1. Research and development sector of the UK is modernised. The company must utilise the advanced technology to benefit from R&D. As a result, Sainsbury's can easily access and implement new technologies in its services to gain a competitive advantage. Therefore, it is an opportunity for Sainsbury’s. 
2. Due to technological advancement, the demand for the e-commerce sector is rising. Additionally, Sainsbury’s now provides online buying possibilities (Sainsbury's, 2022). Therefore, it is an opportunity to Sainsbury’s to extend their business online.
Environmental
1. UK Government will implement strict environmental laws to achieve the UN SDGs by 2030 (Lee, 2021). Being a large and responsible company in the UK, Sainsbury’s has to adopt sustainable practices to reduce the harmful effects on the environment. 
Legal 
1. UK Government has implemented Sugar Tax for every company to fight against obesity and other health diseases. Thus, Sainsbury's has to change its product lines and advertisements to avoid paying these taxes and gain opportunities. 
[bookmark: _Toc122261715]Porter’s five forces
The framework of Porter’s Five Forces helps to explore the external micro-factors and competitive markets for Sainsbury’s (Bruijl and Gerard, 2018). Porter's Five Forces of Sainsbury’s are analysed below. 
The threat of New Entrants [Moderate] - New players in the retail industry bring innovation and new methods of operation and exert pressure on Sainsbury's (J) Plc. These new companies provide the same quality products at a lower price, making the situation for Sainsbury's tougher. However, these new entrants require a high infrastructure and financial structure to reach the level of Sainsbury’s. So, the threats of a new entrant can influence the market value moderately.
The threat of Substitutes [Moderate] – As Sainsbury's is a grocery retailer, there is a huge range of alternative products available to other rival supermarkets (Global Data, 2022). Sainsbury's is tackling this by emphasising customer service above product focus, and they also try to comprehend the client's basic needs rather than just what they are purchasing. Based on the customer needs, they make product innovation and make this threat level moderate. 
Bargaining Power of Buyers [High] – As per the consumption expenditure ratio of the UK, while considering the grocery industry, consumers have significant negotiating leverage (Sabanoglu, 2022). Price is the driving factor for UK consumers in this sector, and recent occurrences, such as the influx of customers at Lidl and Aldi, have reinforced this claim. As the customers' switching cost is low, buyers' bargaining power can highly impact business growth.
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Figure 3: Porter’s Five Forces
Source: (Bruijl and Gerard, 2018)
Bargaining Power of Suppliers [Low]- Several suppliers in the UK market provide retail products. As Sainsbury’s brand image is high, the suppliers want to make a good relationship with this company. As a result, the negotiation power of the suppliers is reduced, which makes this threat low. 
Competitive Rivalry [High] – Due to the intense rivalry among Tesco, Morrisons, Asda, Aldi, Lidl, Amazon and more, Sainsbury’s get a huge competitive threat (Jones and Comfort, 2020). These large sectors make continuous innovations and cut prices to gain a competitive advantage. Therefore, Sainsbury’s has to face a high threat of competitive rivalry. 
[bookmark: _Toc122261716]SWOT analysis
SWOT analysis is the most effective framework to analyse Sainsbury's internal strengths and weaknesses and external opportunities and threats. 
	Strengths
	Weaknesses

	a) Collaboration with celebrities - One of the major sponsors of the Paralympics is Sainsbury's. Ellie Simmonds, David Beckham, and Jamie Oliver are just a few celebrities and influencers brought on as Sainsbury's ambassadors.
b) Widespread operations - More than 600 supermarkets and 800 convenience outlets have been opened by Sainsbury’s. Customers find this accessibility appealing, which expands the number of people who use the brand (Walker et al., 2022).
c) Listed on the stock exchange – Sainsbury's could expand and resolve its cash flow issues because of the enormous sums of money it made from selling its shares in the process (Xiao et al., 2021).
	a) Weakness in marketing: Sainsbury's marketing seems to be forgetful for the people. Moreover, the profit margin has shrunk because of operational expenses (Kuijpers et al., 2018).
b. High Price: Sainsbury's products are higher than discounted stores like Aldi and Lidl. Therefore, many price-sensitive customers prefer something other than Sainsbury’s.


	Opportunities
	Threats

	1. Economic shift: For the customer prevalence and economic uplift of the people, most customers have shifted towards Sainsbury’s services. In this case, Sainsbury’s has already converted 5-6 focus DIY stores into supermarkets (Xiao et al., 2021). 
2. Growth in villages: People from rural areas have recently utilised branded products. Therefore, it provides an opportunity for the supermarkets like Sainsbury’s for further expansion.
	1. Covid-19 pandemic: The worst pandemic to have occurred recently was COVID-19. Sainsbury’s reported a $304.4 million loss as a result (Jones and Comfort, 2020). Now that the lockdowns have been removed, things appear to be returning to normal. For Sainsbury’s, the pandemic threat yet remains.
2. Intense competition: There are several large retail sectors like ASDA, Tesco, Lidl, Aldi, Morrison's, Amazon etc., which makes a substantial competitive threat to Sainsbury’s (Jones and Comfort, 2020). 



[bookmark: _Toc122261717]Segmentation, targeting and positioning of the company
STP analysis is a practical framework for determining the company's segmentation, targeting and positioning approach (Camilleri, 2018). Here, it is applied to Sainsbury's. 
Segmentation: Sainsbury’s follows demographic and psychographic segmentation to segment the specific market. Demographic segmentation is based on consumers’ age, gender, generation, and income, whereas psychographic segmentation depends on consumers' wants, interests, and lifestyles. 
Targeting: As per demographic segmentation. Sainsbury’s targets people aged between 15 to 80 as all people of this age go to their supermarket store for comfort (Shastri, 2022). They also target middle-class families as their product pricing is reasonable. Based on psychographic segmentation, the targeted consumer of Sainsbury's is those who want all things to purchase from one place and want the best quality as they are the largest supermarket chain in the UK. However, they mainly target the family unit, especially Mother. 
Positioning: The positioning approach of Sainsbury’s is shifted as per the changing preferences of its targeted consumer base. They provide the best quality products with affordable pricing, which also meet the targeted audience's needs (Xiao et al., 2021). This strategy helps them position themselves in the market and create positive consumer value. The perceptual map is drawn here to determine positioning in the competitive marketplace, which allows them to develop competitive benefits. 
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[bookmark: _Toc122261718]Figure 4: Position Mapping
Source: (Self-created)
Marketing mix strategies of the company 
The 4Ps of the marketing mix can be implemented to determine the marketing strategies of Sainsbury's (Mahmoud, 2019). 
Product
Sainsbury's has a vast range of services and products from several brands. It has approximately 15,000 own branded products (Jones, 2022). Sainsbury's products include grocery, frozen foods, drinks, meat, bakery, cleaning products, electronics, health and beauty products, clothing, and entertainment. This company invests a vast amount of product for product development, and many customers prefer this company for its high product quality.
Price: Sainsbury's sets its products' prices aligning with its positioning strategies. This company has positioned in the medium to high-end market (Kim et al., 2021). For this reason, it maintains a premium pricing strategy for many products. On the other hand, many primary products come at a lower price than other competitors. It also supports a penetration pricing strategy for several products to get a competitive advantage over the price wars. For example, in 2020, it cut off its 300-branded products' price by 30% to gain a competitive advantage (Kim et al., 2021). 
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Figure 5: 4Ps of the marketing mix
Source: (Mahmoud, 2019)
Place: Customers can avail of Sainsbury's products from supermarkets, offline stores and online. This company consists of 800 convenience stores and 600 supermarkets (Walker et al., 2022). It has an online application from which customers can order their products. In 2021, Sainsbury's received more than 250,000 online orders weekly. Therefore, Sainsbury's utilises all the available channels to increase customer satisfaction. 
Promotion: Sainsbury's utilise radio, TV, newspapers and social media to promote its products. Sainsbury's indulges in celebrity endorsements like Jamie Oliver, Daniel Sturridge, David Beckham etc., to promote its products. This company was the only sponsor of the London 2012 Paralympics (Hassan, 2018). Additionally, in recent days, it has focused more on social media promotion to get competitive advantages in this digital era. It also provides discounts and loyalty schemes like the "Nectar reward card' to increase customer loyalty.
[bookmark: _Toc122261719]Conclusion
After analysing the whole study, it can be concluded that Brexit, increasing the price of gasoline, sugar tax, strict environmental regulations, and intense competition are some threats to Sainsbury's. Contrarily, GDP growth, customers' preference for supermarkets, and rural market expansion are some of Sainsbury's opportunities. However, the financial structure and collaboration with celebrities are some of the strengths, but they have a weakness in marketing. Sainsbury’s targets people aged between 15 to 80 years from a middle-class family and position the products with medium price and high quality. It has more than 15000 own branded products. It maintains both premium and penetration pricing strategies for its products. It uses all types of channels to avail its products to the customers. 
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Some recommendations should be followed by Sainsbury’s for developing future marketing strategies. 
1. Sainsbury’s needs to focus on new product development per the consumers' demand and preferences, as the needs of consumers have been changing daily after the pandemic (Morgan and Liker, 2020). Therefore, to keep consumers engaged, this company should make new things. As UK citizens become health-conscious, they should bring healthy food options. It can help Sainsbury's generate a considerable profit and eliminate the pandemic threat. 
2. To resolve competitive threats and develop a competitive advantage, Sainsbury's is recommended to sell online as people prefer online shopping to stores. Therefore, they can promote social media at a higher rate by investing more in this aspect (Dannenberg et al., 2020). It will help to get new consumers and retain the existing consumers so that they can keep competitive in the market. 
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