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[bookmark: _Toc33782104]1.0 Introduction
This report aims to explain and justify the necessity of a market research consulting project for Sainsbury’s. Sainsbury’s was established in 1869 and is one of the leading four chain supermarkets in the United Kingdom, offering products covering groceries, clothing, home-ware and electrical (Sainsbury’s, 2019). It been a clear market leader in the 1970s and 1980s, and overtook by Tesco in 1995 (Marketing Week, 1995). As of September 2019, it ranked second with a market share of 15.3%, followed closely by Asda with a market share of 15.1% (Statista, 2019). According to Kantar (2019), Sainsbury’s is the worst performer of all four supermarkets. Especially, its sales dropped for the third straight quarters, and Asda was about to overtake Sainsbury’s in terms of market share (BBC News, 2019). Consequently, it is important for Sainsbury’s to understand the reasons of continuously declining market share via market research and take proactive actions accordingly. 
[bookmark: _Toc33782105]2.0 Project Justification
[bookmark: _Toc33782106]2.1 Project aim and Objectives
The aim of the market research consulting project is to identify the reasons of market share decline of Sainsbury’s and to determine the strategies that Sainsbury’s needs to take in order to regain its market share. To be more specific, the SMART objectives of this project is listed in Table 1 at below
Table 1 SMART Objective of the Market Research Project for Sainsbury’s
	SMART Dimensions
	Description

	Specific 
	To identify the causes of market decline of Sainsbury’s through examining the external and internal business environment; to develop recommendations for Sainsbury’s future moves. 

	Measurable
	Success of the project will be measured by the accurate identification of the causes of market decline, and effectiveness of the recommendations.  

	Achievable
	Expertise and resources are available to carry out the project. 

	Realistic
	This project will help Sainsbury’s make improvement of its brand strategy, and overall business strategy. It fits well with its vision of delivering of value to its customers (Sainsbury’s, 2020). 

	Time Bound
	This project will be completed within two months. 



[bookmark: _Toc33782107]2.2 Project Rational 
Sainsbury’s is a time-honored brand with 150 years of history, and today it is still a market leader in the sales of toys, electricals, and technology (Sainsbury’s, 2019). The problem of market share decline may worsen, with the failed merger with Asda further posing negative influence on Sainsbury’s (Davey, 2019), and with the uncertainty associated with retirement of its CEO, Mike Couple in May 2020. Particularly, it adopts a cost leadership competitive strategy, as its mission is to deliver value to its customers and shareholders (Sainsbury’s, 2020), which, however, is no longer feasible in today’s market. The customer needs are also quickly changing. However, Saintbury’s strong organizational culture is limiting its capacity to adapt to changing customer needs. Therefore, market research to understand the competitive environment and the preferences and needs of customers is essential for Sainsbury’s to reclaim its leader status in the supermarkets industry. 
PESTEL is a widely applied business analysis tool, which can help organizations identify the factors in the external environment that are affecting organizational performance (Hitt, Ireland, and Hoskisson, 2016). The new changes in the external environment indicates that Sainsbury’s needs to alter its strategy. The results of PESTEL Analysis are shown in Table 2 at below. 

Table 2 PESTEL Analysis of Sainsbury
	Environmental Factors
	Threats
	Opportunities

	Political Environment
	An orderly Brexit, with a transition period that will continue to the end of 2020, still negatively affects consumer confidence (NY Post, 2020). 
	N/A

	Economic Environment
	The economy in the United Kingdom is slow, and is only expected to slightly improve in 2021 (PwC, 2019).
	 Economy in the United Kingdom slightly eased in 2019, due recued inflation and growth in average weekly earnings (Sainsbury’s, 2019). 

	Sociocultural Environment
	There is growing trend of eating out, which affects the grocery shopping (Sainsbury’s, 2019)
	Demands for online shopping for groceries is growing (Sainsbury’s, 2019).
Consumers are increasing demand for convenience and speed while shopping online (Statista, 2019). 
Non-food retailers are adopting experiential shopping to tackle the rise of online shopping (IBIS World, 2019).

	Technological Environment
	The increased channels for food, clothing and general merchandise reduced barriers for new entrants into the retail sector, further increasing the competitive pressure of Sainsbury’s (Sainsbury’s, 2019).
Growth of food delivery services, including Just Eat, Deliveroo, negatively impacts on grocery shopping (Cochoy, 2018). 
	Online shopping expands the reach of supermarkets (IBIS World, 2019).


	Ecological Environment
	Drastic climate change may disrupt  operations of supermarkets.
The cronoavirus endemic in China is affect the food imports and exports between UK and China (Institute of Export and International Trade, 2020). 
	N/A

	Legal Environment
	Products imported from the EU countries requires new custom and tax practices, which may increase the complexity and costs of supermarket supply chain (McKinsey & Company, 2019).
	N/A



The PESTEL analysis shows that, the competition in intense, and therefore, price war among supermarkets is expected to continue. IBIS World (2019) also made the same observation that competition in the supermarket sector will likely to continue. Sainsbury’s existing strategy of cost leadership is no longer viable. Meanwhile, there is much uncertainty in the external business environment. The economic outlook of UK remains moderate, and online technology is changing how consumers buy general merchandise and clothing. Therefore, a market research is necessary for Sainsbury’s to gain market intelligence and determine strategies it needs to take to effectively compete in the market. 
[bookmark: _Toc33782108]3.0 Business Case and Approach
[bookmark: _Toc33782109]3.1 Benefits to the Organization
This project will help Sainsbury’s identify the causes of market decline, prioritize its effort to address the causes, minimizing investment risks. This project will also provide Sainsbury’s with information regarding the competitive landscape in the United Kingdom, allowing them to develop strategies that can maintain and strengthen its competitive position. Meanwhile, it can also provides insights into the opportunities and threats in the environment, which combined with interview research can help Sainsbury identify opportunities and risks that might have been missed otherwise. In addition, the recommendations section of the project can work as guidelines for future actions of the firm, which has the potential of helping Sainsbury’s gain market growth and profitability in the future. 
[bookmark: _Toc33782110] 3.2 Background Literature
Many factors can influence the organization’s competitive position, and market research can help identify these factors. Market research can be generally defined as any effort to collect information about markets or customers (McQuarrie, 2006). Market research is the study of the existing and future performance of a firm’s products and services in the market (O’Mahoney, 2010). Market research consultant can help company assess customer brand image, the preferences of customers, and the perception of existing products (McQuarrie, 2006). Because this process requires considerable expertise, and time consuming, and therefore, it is more efficient for companies to subcontract market research to a specialist company, instead of performing the research itself (O’Mahoney, 2010). Especially, while market research can bring a flow of data to a company, it is more important to extract actionable insights from the data (McBrown, 2008). According to McQuarrie (2006), market research is necessary when there is increased uncertainty, including when the market changes character, unstable economic conditions, technology rapidly evolves, or competition intensifies. 
Effective use of market research information is a central management concern, as market information should be integrated into management’s understanding of effective management (McQuarrie, 2006). Market research will help identify who are the customers, the purchase trends, and what they are purchasing. Market research can help organizations understand customer needs, and therefore, offer products or services that will help the organization meet the needs (McBrown, 2008). Additionally, market research can also help organization analyze the competitive landscape, understand the weaknesses and strengths of its competitors, and develop strategies that will help the organization achieve a distinct competitive advantage. It can also help companies make improvement of products and services, as well as delivery methods (McQuarrie, 2006). Market research is necessary for organization to determine business strategy. McQuarrie (2006) pointed out that market research and business strategies have a reciprocal relationship. Market research could be used to assess existing business strategy, and it could also help determine future strategies of a company. 
[bookmark: _Toc33782111]3.3 Potential Risks
Nonetheless, this market research project also has some potential risks. Because this research is mainly exploratory, and therefore, only a limited number of subjects are to be involved in the research. This, however, brings the risk of inaccurate information  The population might be biased, and thus can result in inaccurate or even false  feedback, leading to inconclusive data of market research (McQuarrie, 2006). Second, in order to ensure the results are relevant, this project is constraint by time. Particularly, the market research process, which entails a complex process of collecting and analyzing data, is time-consuming (O’Mahoney, 2010). The time constraint may affect the rigorousness of the research findings. Third, there is also the risks of changing markets needs. Data collected during the market research might become outdated by the time the research is completed. 
[bookmark: _Toc33782112]4.0 Research Methodology
This research is qualitative. Both primary and secondary data are collected in this research. 
[bookmark: _Toc33782113]4.1 Primary Research
Primary research collects data by a company and for their own use (Flick, 2011). Interview with customers is a major strategy for collecting primary data (O’Mahoney, 2010). Semi-structured interview with the existing customers of Sainsbury’s will be conducted to gain insights into their preferences, needs and their expectations of Sainsbury’s, and its products. Convenience sampling will be used in this research. In convenience sampling, the subjects are chosen based on their availability. Convenience sampling can be used when it is difficult to identify the entire research population. 20 to 24 customers will be interviewed at the local Sainsbury’s store in this research. The interviews will be recorded with signed consent forms from the subjects and will be transcribed verbatim. Content analysis will be used to analyze the interview data. First the data will be coded and organized into different meaning units, and main themes will be identified.  
[bookmark: _Toc33782114]4.2 Secondary Research 
Secondary data will be extensively used in this project. Secondary data refers to data that collected and used by others and for other purposes (Flick, 2011). Secondary data can help provide valuable background information of the market dynamics, and it can also help with the planning and design of research that aims to provide primary data. Secondary data can also serve to evaluate the validity of primary data (Wreen, Loudon, and Stevens, 2002). Secondary data in this research including market reports, financial news, and information regarding the current business strategies that are undertaken by Sainsburys. Selection of secondary data will be based on several criteria, including authority, relevancy, and recency. Meanwhile, facts of these sources will be double-checked to ensure their reliability. Various analysis tools, such as Porter’s Five Forces Analysis, PESTEL, VIRO, and competitive perceptual map will be used to help with the analysis of secondary data. The results of the secondary research will help with the design of the interview guideline in primary research. 
[bookmark: _Toc33782115]5.0 Project Plan
Gantt Chart, invented by Henry Gantt, a mechanical engineer and, and it was used as early as in the 1920s to illustrate the scheduled and realistic progress of projects (Bradley, 2013). It is one of the mostly widely applied planning tools, and it is used to show the plan of this market research consulting project. The project plan is shown in Figure 1 at below. 







Figure 1 Gantt Chart of Project Plan
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It should be noticed the realistic implementation of the project plan may change due to unexpected factors. The start and end dates of the task, and the specific tasks will be changed accordingly. 
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E3 FORM


	
APPLICATION FOR ETHICAL APPROVAL – BA level 

CAIS AM GYMERADWYAETH MOESEGOL – Lefel BA


	

	Mae'r ffurflen hon i'w chwblhau gan bob BA myfyrwyr. Rhaid i bob ffurflen gael ei ystyried gan diwtor y modiwl.
Dylai un copi o'r ffurflen yn cael ei roi ar y ffeiliau Gyfadran ac un copi cadw ar y ffeil myfyrwyr.
	This form is to be completed by all BA students conducting research, projects or productions. This form should be completed by the student. All forms must be considered by the Module tutor. A copy of the form must be kept centrally and on the student file.

	
ADRAN 1 – MANYLION MYFYRIWR		     
	
SECTION 1  -  STUDENT DETAILS


	Enw Llawn
Full Name 
	LanXin Li

	

	Ysgol/Cyfadran/ 
School/Faculty
	University of Wales Trinity Saint David
	Rhif Myfyriwr Student Number
	1900865

	

	Cydlynydd prosiect / Tiwtor 
Module Tutor/ Programme Co-ordinator
	Organizational Consultancy
	Enw'r Gradd
Name of Degree
	Master

	
Teitl dangosol yr Traethawd Hir:
	
Indicative Title of Dissertation:

	
Market Research Consultancy Report on Sainsbury’s



	ADRAN 2 – MANYLION CYFRANOGWYR / CYNULLEIDFA
	SECTION 2 - PARTICIPANT / AUDIENCE DETAILS



	Pwy yw’r cyfranogwyr arfaethedig?

	Who are the intended participants?
	Ydw / Yes
	Na / No 

	Myfyrwyr / staff Y Drindod Dewi Sant
	Students / staff of Trinity Saint David


	
	No

	Oedolion (dros oed 16 ac yn gymwys i gydsynio)
	Adults (over the age of 16 and competent to give consent)

	Yes
	

	Plant a phobl ifanc dan oed
	Children / legal minors

	
	No

	Cleifion neu gleientiaid gweithwyr proffesiynol	
	Patients or clients of professionals	


	
	No

	Rhywun sy’n cael ei gadw yn y ddalfa neu y mae’r llys wedi cymryd cyfrifoldeb amdano
	Anyone in custodial care or for whom the court has assumed responsibility

	
	No

	Aelod o unrhyw sefydliad lle mae’n bosibl bod angen i unigolyn arall hefyd gydsynio.
	A member of any organisation where another individual may also need to give consent.

	
	No

	Eraill:  Nodwch: / Others: please identify:



	

	Nifer, Oed a Ffynhonnell y Cyfranogwyr 
Rhowch fanylion yr demograffeg y cyfranogwyr / gynulleidfa.
	Participant / Audience Number and Age
Provide details of the demographics of the participants / audience.

	Nifer o Gyfranogwyr / yn y Gynulleidfa

	Participant/ Audience number
	8 to 10 customers of Sainsbury’s

	Grŵp oedran y Cyfranogwyr/y  Gynulleidfa

	Participant/ Audience age group
	Aged 18 and above






	ADRAN 3 – GWEITHGAREDD YMCHWIL

	SECTION 3 – RESEARCH ACTIVITY  



	1.
	Ydy’r prosiect yn cynnwys:
	Does the project include:
	Ydy / Yes
	Nac ydy/No 

	Defnyddio holiadur neu offeryn ymchwil tebyg 
	Use of questionnaire or similar research instrument 

	
	No

	Defnyddio prawf ysgrifenedig neu gyfrifiadurol 
	Use of written or computerised test


	
	No

	Cyfweliad (cysylltwch gwestiynau posibl) 
	Interview (attach provisional questions) 

	Yes
	

	Dyddiaduron
	Diaries

	
	No

	Arsylwi ar gyfranogwyr a hwythau'n ymwybodol o hynny
	Participant observation with their knowledge
	
	No

	Arsylwi ar gyfranogwyr a hwythau ddim yn ymwybodol o hynny
	Participant observation without their knowledge

	
	No

	Recordio fideo neu sain
	Video or audio-taping

	Yes
	

	Mynediad i wybodaeth bersonol neu gyfrinachol heb gydsyniad penodol y cyfranogwyr
	Access to personal or confidential information without the participants specific consent

	
	No

	Defnyddio unrhyw gwestiynau, ysgogiadau prawf, cyflwyniad y gallai rhai cyfranogwyr eu profi fel rhywbeth sy'n achosi niwed / tramgwydd corfforol, meddyliol neu emosiynol
	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive

	
	No

	Cyflawni unrhyw weithredoedd allai achosi embaras neu effeithio ar hunan-barch 
	Performance of any acts which may cause embarrassment or affect self-esteem

	
	No

	Ymchwilio i gyfranogwyr sy’n ymwneud â gweithgareddau anghyfreithlon 
	Investigation of participants involved in illegal activities

	
	No

	Gweithdrefnau lle defnyddir twyll 
	Procedures that involve deception

	
	No

	Gweini unrhyw sylwedd, cyfrwng neu blasebo 
	Administration of any substance, agent or placebo

	
	No

	Dull arall o gasglu data neu fformat cyflwyno (esboniwch)
	Other method of data collection or presentation format (please explain)

	
	No




	  2. 
	Restru eich dull o gasglu data
	List your method of data collection:


	
Semi-structured interview





	3.
	Risg Posibl:
(corfforol, seicolegol, cyfreithiol, cymdeithasol neu economaidd)
	Potential Risk: 
(physical, psychological, legal, social or economic)


	A oes unrhyw risg bosibl i:  
	Is there any potential risk to:
	Ydw / Yes
	Na / No

	A

	Cyfranogwyr?
	Participants?
	
	No

	B

	Ymchwilydd?
	Researcher?
	
	No

	C

	BrifYsgol/Cyfadran?
	University?
	
	No




	4.
	Rheoli Risg: 
Os oes, beth yw'r risg a sut y bydd yn cael ei reoli?
	Management of Risk:
If yes, what is the risk and how will it be managed?


	






	5.
	Os ydych yn delio â phlant a / neu oedolion agored i niwed, rhaid i chi gyflwyno eich tystysgrif DBS i'ch tiwtor goruchwylio i'w cymeradwyo cyn i unrhyw gysylltiad â cyfranogwyr hyn.
	If you are dealing with children and/ or vulnerable adults you must present your DBS certificate to your supervising tutor for approval before any contact with these participants.


	
	Ydw / Yes
	Na / No

	A

	Ydych chi wedi gwneud cais am dystysgrif DBS?
	Have you applied for a DBS certificate?            
	
	No

	B

	A yw eich tiwtor weld a'i gadarnhau eich tystysgrif DBS?
	Has your tutor seen and approved your DBS certificate? 
	
	No









	6.
	A fyddwch yn cael cydsyniad gwybodus ysgrifenedig gan eich cyfranogwyr?
	Will you obtain written informed consent from your participants?

	

	Ydw / Yes
	Na / No

	A

	Os na fyddwch, pam hynny?
	If no, why not?
	Yes
	

	B

	Os byddwch, sut byddwch yn sicrhau cydsyniad gwybodus?
	If yes, how will you secure informed consent?

	
	

	Rhowch eglurhad / Please explain:
The informed consent forms are gonging to be obtained at the site of field research. The participants will be explained about the research and the risks before being required to sign the form. 


	Cynhwyswch gopi o’r ffurflen gydsynio os ydych yn defnyddio un.
	Please include a copy of the consent form if you are using one.

	
	
	
	
	
	




	ADRAN 4
	SECTION 4  

	CEFNOGWYD /APPROVED
	
	NIS CEFNOGWYD/ 
NOT SUPPORTED
	

	Datganiad
Mae'r wybodaeth a gynhwysir yma yn gywir, hyd eithaf fy ngwybodaeth a’m cred.   Rwyf wedi ceisio dynodi unrhyw risgiau a phroblemau sy’n gysylltiedig â’r prosiect / ymchwil neu gynhyrchiad ac rwyf yn cydnabod f’ymrwymiadau innau a hawliau’r cyfranogwyr. 
	Declaration 
The information contained herein is, to the best of my knowledge and belief, accurate.  I have attempted to identify any risks and issues related to the project/research or production and acknowledge my obligations and the rights of the participants.

	
	

	Llofnodau  
Dylai'r ffurflen hon gael ei chwblhau a'i llofnodi gan y myfyriwr a'r Cydlynydd y prosiect /Twitor 

	Signatures
This form should be completed and signed by the student and the Module tutor/Programme Co-ordinator.

	

	Myfyriwr / Student


	                                                                                 
	Dyddiad: / Date:

	
	
	

	Cydlynydd y prosiect /Twitor 
Project co-ordinator / Tutor

	
	                                                                                                                 Dyddiad: / Date:
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	Cyfranogwr Rhif Adnabod: 
Participant Identification Number:
	

	
CWESTIYNAU CYFWELIAD SAMPL 

	
SAMPLE INTERVIEW QUESTIONS 


	TEITL Y PROSIECT: / PROJECT TITLE: Organizational Consultancy about Sainsbury





	1


	How long have you been a customer of Sainsbury’s？

	2


	What items do you usually buy at Sainsbury’s？

	3


	What’s your comment on the quality of the products at Sainsbury’s ?

	4


	What’s your comment on the range of the products at Sainsbury’s？

	5


	What are the main reasons for you to shop in Sainsbury’s？

	6


	Could you comment on your overall shopping experience at Sainsbury’s？

	7


	What suggestions would you give to the management of Sainsbury’s？

	8


	

	9


	

	10


	




	ENW A CHYFEIRIAD YR YMCHWILYDD
	NAME & ADDRESS OF RESEARCHER







[image: ]
	
	Cyfranogwr Rhif Adnabod: 
Participant Identification Number:
	

	
FFURFLEN GANIATÂD CYFRANOGIAD
	
PARTICIPATION CONSENT FORM

	TEITL Y PROSIECT: / PROJECT TITLE:



Name of Researcher:										         	
Please initial box

1.	I confirm that I have read and understand the information sheet dated XXXX for the above study. I have had the opportunity to consider the information, ask questions and have had these answered satisfactorily.

2.	I understand that my participation is voluntary and that I am free to withdraw at any time, without giving any reason.

3.  I understand that any information given by me may be used in future reports, articles or presentations by the research team.

4.  I understand that my name will not appear in any reports, articles or presentations.

5.	I agree to take part in the above study.



________________________	________________	_____________________________
Name of Participant	Date	Signature



_________________________	________________	_____________________________
Researcher	Date		Signature

You may decline to participate in this study. You may end your participation in this study at any time. If you decide to remain anonymous, maintaining your anonymity will be a priority and every practical precaution will be taken to disguise your identity. If you prefer anonymity, there will not be any identifying information on audiotapes or transcripts of this or any interview. No-one will hear any audiotapes or see any transcripts without your prior consent. All materials generated from this or any interview will remain confidential.

When completed, please return in the envelope provided (if applicable).  One copy will be given to the participant and the original to be kept in the file of the research team at: PLACE:


	ENW A CHYFEIRIAD YR YMCHWILYDD
	NAME & ADDRESS OF RESEARCHER
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	Cyfranogwr Rhif Adnabod: 
Participant Identification Number:
	

	
FFURFLEN GANIATÂD CYFRANOGIAD
	
SAMPLE PARTICIPANT INFORMATION SHEET


	TEITL Y PROSIECT: / PROJECT TITLE:




*THIS FORM IS TO BE AMENDED AND ADAPTED AS NECESSARY


Dear Participant: 

My name is XXXX and I am studying in the School of XXXX.	Comment by 吴 冰: 填一下

I would like to invite you to participate in my research project. This project will obtain insights into customer needs and demands and aims to help Sainsbury’s increase its competitiveness in the marketing through better meeting the needs and demands of its customers.  

Through your participation in the interview, I hope to ascertain the areas that Sainsbury’s should focus on to improve customer satisfaction.

All interview data will be kept strictly confidential to the researchers involved and at NO time will individual interview data be released to the general public. This gives you a chance to express your views on your programme a confidential and anonymous forum and still be able to make a difference. Your participation in this study is completely voluntary so you can withdraw from the interview at any stage. 

Our interview should take about 20 minutes to complete, but there is no time constraint. There are also no right or wrong answers. Attached to this letter along is a consent form. We understand that your time is at a premium but your opinions are very valuable to us. 

After careful and precise analysis of the data obtained from this interview, I will be happy to provide you with a copy of the findings at your request. The results of this interview will hopefully enhance my understanding of the needs of customers of Sainsbury’s and will be stored on my personal computer. The results of the research will be fed back to research participants.

We thank you in advance for your time and participation. If any questions do arise, feel free to contact me at your convenience. 


	ENW A CHYFEIRIAD YR YMCHWILYDD
	NAME & ADDRESS OF RESEARCHER
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