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   History of Sainsbury’s
Born on the poor streets of Victorian London
Sainsbury plc, also known as Sainsbury’s in the locality, is one of the largest supermarkets in the United Kingdom. It is the second-largest supermarket chain in the United Kingdom, with a market share of 16%. Drury Lane was one of the poorest areas of London when John James Sainsbury and Mary Ann Staples opened a tiny dairy shop at 173 Drury Lane. Romantic and practical at the same time: John was 25 years old, while Mary was barely 19 at the time of their wedding in 1869. They used to work at a London shop across the street from here. In their three-story Drury Lane mansion, they were married and opened a modest dairy business. From the beginning, they were able to run a successful firm because they possessed both the business understanding and the work ethic necessary to succeed (The Guardian. 2021).
[image: ]

152 years of trying something new
At present time, Sainsbury’s has more than 1200 shops that stock more than 23,000 products; 40% of which carry Sainsbury’s brand. Starting from a small dairy shop to UK’s most preferred supermarket, the journey was not an easy one. The strategy that brought us success at the first stage was providing a quality product at comparatively lower prices. The firm provided fresh milk from cows that grazed in the countryside where the rivalries used to provide watered-down milk from cows kept within cities (Bhasin, 2021). One thing that we never compromised is the quality. In 1882, Sainsbury started offering own-brand products to consumers. In this case, packaging was also considered the same important as quality. Hiring a top-class Graphics Designer, setting up a design studio, establishing a packaging research department; are some of the greatest actions that we took over the time to emphasize the importance of packaging design alongside the quality of the product (Sainsburys.co.uk. 2021). 
Our business strategy 
[image: ]After helping our customers throughout the pandemic with great services our goal is to bring food to the core of our business again. We will be capable of putting more effort into food quality, decision-making, development, and decreasing costs for our clients if we allow faster our cost-saving method and concentrate on our operations. We will make it easy, rearrange or reevaluate or cost spending and make sure that our portfolio of brands upholds our emphasis on food, consequently working on monetary execution and conveying more grounded investor returns (Cateora, 2013).
Our priorities
Our first priority is still the same as we started with; providing delicious and fresh food products wherever and however, the customers want to shop with us. We are consistently focused on our reputation for making quality products alongside bringing changes and innovating new ways that will make shopping more convenient for customers. If we don't have a solid, long-term, competitive food company, we can't have a great brand portfolio that adds favourably to our overall success. Furthermore, we are accelerating our cost-saving plans in order to open new doors to support the improvement of our food offer and to ensure that we can keep up with the growth in customers shopping across a wide range of channels. Using the power of Nectar, we get the opportunity to know and serve our clients better. Last but not the least, we prioritize environmental and social sustainability (Jindal et al., 2020).

Our Product Strategy
[image: ]As mentioned earlier, we entered the market with our first product that was fresh milk from cows that grazed only in the countryside. To spread the message about the quality of our butter, we insisted the Dutch suppliers stamp every product with its production date. In 1882, we started offering our first own-brand products and included groceries and preserved meat and vegetables. In the middle of the 20th century, we became the largest chain of grocers in the UK (Keegan and Green, 2017). Alongside the quality of products, we gave the same importance to the quality of our packaging. It was the time when started using various illustrated packaging designs that reflected the quality of our product. The use of polythene in packaging our preserved food proved useful as it remained flexible in lower temperatures. Later on, we set up a studio with a dedicated packaging research team to elevate the significance of packaging to the same level as that of the quality of the product. Our joint venture with BHS, known as Sava Centre, included textiles, electrical goods and more traditional food in order to compete in the hypermarket sector. As this sector became more common, the the Sava Centre stores were converted to general Sainsbury stores. In 1979, we formed another venture with Belgian retailer GM-Inno-BM to set up a chain of DIY stores. In 1996, the number of our Homebase DIY chain became double (Kotler, 2014). Also in this year, we launched Sainsbury’s reward card which is now known as the Nectar card. A new format of village-based stores was opened. These stores are known as “Country Town”. These stores help to move Sainsbury’s products in rural areas. In collaboration with the Bank of Scotland, Sainsbury’s Bank started its journey in 1997. Now, the Sainsbury’s stores contain a wide range of product categories. The categories include fruits and vegetables, fish and meat, chilled items, dairy products, bakery items, beauty and health care products, baby products and pet food items. Varieties of modern dairy foods items are available in the dairy category. To sell our own organic fruits in biodegradable trays, we use potatoes to make biodegradable packets (Sainsburys.co.uk. 2021).
Our Price Strategy
[image: ]We care about the global economic condition.  This is a post-pandemic period and many of us are passing through an economical breakdown. Inflation and unemployment raised when disposable income and purchasing capacity declined. Thus we provide the ‘value for money for our customers (Lamb, 2013).  
Our pricing strategy is based on this slogan. We offer the quality of goods and services at relatively low prices. We have been following this for the very first. Our first slogan was ‘Quality perfect, prices lower. We still provide the same offer to our customers. That is why we prefer a competitive price policy instead of a price cut. We offer prices relatively low than other producers while providing better quality. Our main concern is the satisfaction of our customers. This is how we provide the ‘value for money. We offer a price discrimination policy based on a different product. Our kids’ product cost much less than the market price but offers better quality (Osborne and Partington, 2021). As our food and grocery products are bought directly from the stores, we offer reasonable and affordable prices for our customers. Our main focus is our customers from households who prefer both online and offline shopping. We try to satisfy our customers by offering better quality household products and thus evaluating the feedbacks. Our research team regularly arrange surveys and similar experiments to know about our customers and their opinions. Later we evaluate those opinions by improving our products and providing maximum satisfaction (Kotler & Keller, 2012). 
Our Place and Distribution Strategy
We started our journey with a small dairy shop. John and Mary, the founders of Sainsbury’s, preferred cleanliness and attention to detail while serving the customers in the shop. We turned to UK’s largest grocery retailer later. As of today, we have 608 supermarkets and 806 convenience shops which is in total 1423 shops (marketing91.com, 2021). We still provide quality services in our stores while prioritizing cleanliness. Our stores are available in areas like Enfield, Wolverhampton, South-East London, Dartford, Redhill, Guildford, Swindon and Torquay (Bhasin, 2021). Our supermarkets have several counters for products and offer modern facilities like self-service check-outs. Most of our supermarkets have a [image: ]Sainsbury’s café. We use these supermarkets and convenience stores as our prime placement or distribution of the product. Moreover, we encourage online shopping and provide home delivery services. We have Sainsbury’s online shopping portal where customers can choose products of their choice, use coupons based on their engagement and get attractive offers on different festivals. The website offers some gift cards and vouchers on different occasions which can be redeemed in the physical outlets. We receive orders over the phone too (Keegan and Green, 2017). 
The distribution of the product was initially handled by us. Later we collaborated with services like DHL, NFT to distribute our products. We have 13 regional distribution Centres and 2 national distribution centres along with 2 storehouses with frozen food facilities. We want to emphasize our physical stores for our primary distribution. In addition, we are looking forward to opening some pop-up stores to introduce our cost centric product line. But the online service will always be encouraged to avoid the physical contract in time of restrictions. The quality of in-home delivery service is regulated strictly so that it offers the same quality as physical stores (Khaliq, 2021). 
Our Promotional Strategy
We value the importance of letting our customers know about our products. Strong promotional strategies are needed to let customers know that there is a solution to their problem. So we adopt both above and below the line strategies to represent our product. We launch promotional campaigns in media like radio, television, newspaper and through leaflets. We use the slogan ‘Live well for less in our campaigns which is still relevant to our first slogan. We expect customers to participate in those campaigns. We also advertise our products through this media and let the audience know about our products. These are all in form of above line (ATL) promotional strategy (Kotler, 2014). 
We also use below the line (BTL) strategy under which we use sales promotion, database marketing and packaging. The official website of Sainsbury’s is also an effective promotional tool as it contains and updates products information constantly. The website is also a big tool to manage social campaigns. We also offer a Nectar reward card for customers. By using this reward card customers get points for each purchase from the physical outlets. These points can [image: ]later be redeemed to claim free products. This campaign helped us to increase our customer base. We also offer Active kid, vouchers that can be redeemed on sports clubs (Sainsburys.co.uk. 2021).
We also value the significance of sponsorship deals and celebrity engagement in promoting campaigns. We sponsored the Paralympic Games 2012 and British Paralympic Association. Jamie Oliver and Ellie Simmonds were the public faces for the event Active Kid from 2000 to 2017. Footballer David Beckham was the brand ambassador for Active Kid from 2012 to 2014. We have a deep concern for the environment so we operate community service. We promote campaigns to encourage people to take social responsibilities thus achieving a sustainable environment (Keegan and Green, 2017). 
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