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Sainsbury's ranks among the largest retail enterprises in the United Kingdom and is recognized as one of the most prominent names in British grocery. Established in 1869, the company's current mission is to ensure that "good food is joyful, accessible, and affordable for everyone, every day." Presently, Sainsbury's operates on a considerable scale, employing over 140,000 colleagues, managing approximately 600 supermarkets, more than 850 convenience stores, and over 1,100 Argos collection points (Anon., n.d.). Furthermore, the company reports that around 70% of the population shopped at Sainsbury's in the past year, and it boasts approximately 24 million active Nectar users, highlighting both its extensive national presence and the robustness of its loyalty program (Roberts, 2024). 
The organization is characterized as the second-largest full-choice supermarket in the UK, known for its value, quality, and service. It asserts that its operations are supported by advancements in data and technology (BCG, 2025). The current strategy, referred to as Next Level Sainsbury’s, emphasizes four key objectives: establishing itself as the preferred choice for food, creating a leading loyalty platform globally, transforming Argos, and achieving savings of £1 billion while simultaneously investing in new capabilities (Hill, 2024). This positioning renders Sainsbury’s particularly significant for the examination of innovation and customer experience, as the company seeks to compete not only on pricing but also on personalization, convenience, and the development of long-term capabilities (Wood, 2006).
Sainsbury's operates within a fiercely competitive market. According to official company data, its market share is approximately 15%, whereas more recent Kantar statistics indicated that Sainsbury's achieved a market share of 16.3% in December 2025 (Reporting, 2025). This positions Sainsbury's behind Tesco, which holds 28.7%, while Aldi and Lidl have market shares of 10.1% and 7.8%, respectively. Consequently, Sainsbury's finds itself in a robust position; however, it faces ongoing pressure from larger competitors and rapidly expanding discount retailers (Wright, 2023). Therefore, the company must continuously enhance its customer offering through strategies focused on pricing, loyalty programs, digital engagement, and operational efficiency.
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Key consumer and industry trends and data that affect the organisation

One of the most significant trends impacting Sainsbury’s is the ongoing price sensitivity observed in the UK grocery sector. Food inflation has consistently posed a substantial challenge for households, with the Office for National Statistics indicating that prices for food and non-alcoholic beverages increased by 3.6% in the year leading up to January 2026 (Harari, 2026). Additionally, Kantar reported that grocery price inflation hit 4.7% in June 2025, highlighting that consumers are altering their purchasing habits in response. This is particularly relevant for Sainsbury’s, as value has become a pivotal factor in customer decision-making (McKevitt, 2025). The company has allocated £1 billion towards price reductions over the last four years, introduced Nectar Prices on more than 9,000 products, and enabled customers to save over £2 billion in the fiscal year 2024/25. In essence, pricing transcends mere financial considerations for Sainsbury’s; it has evolved into a fundamental aspect of the customer experience (Davey, 2024).
A significant trend that has emerged is the increase in promotions, private label purchases, and value-driven shopping behaviours. According to Kantar, as financial constraints persisted, sales of private label products rose by 4.2% in June 2025, surpassing those of branded items, while promotional spending accounted for 28.8% of grocery expenditures during that time (Sapstead, 2025). By Christmas 2025, promotional spending had further escalated to 33.3%, marking the highest level since prior to the pandemic. This trend holds particular significance for Sainsbury’s, as the company aims to merge value with quality instead of solely competing on price (Virdi, 2026). Consequently, it has broadened its Aldi Price Match initiative, made substantial investments in Nectar Prices, and continued to enhance its own-brand offerings. For Sainsbury’s, the primary challenge lies in safeguarding profit margins while simultaneously fulfilling consumers’ demands for consistent and visible value (Sainsbury, 2024).
A significant trend that has emerged is the rise of omnichannel shopping and behaviour driven by convenience. Grocery consumers are increasingly anticipating a seamless transition between online and physical shopping environments. According to Kantar, online grocery sales represented 12.0% of total grocery sales in the UK as of July 2025, with 23% of households engaging in at least one online grocery purchase during this timeframe (McKevitt, 2025).
Sainsbury’s has effectively adapted to this trend. Their annual report indicates that online grocery sales experienced a 7% increase in 2024/25, surpassing market growth, which was supported by enhancements in the digital shopping experience, including better product displays and more pertinent suggested basket additions (Sainsbury, 2025).
Furthermore, the company noted substantial growth in rapid delivery services, with OnDemand sales rising by approximately 80% and the service being extended to over 1,200 locations. This illustrates that convenience is no longer merely an added benefit in grocery retail; it is evolving into a fundamental expectation (Yamaguchi, 2025).
A fourth trend is the growing significance of loyalty, personalization, and first-party data. Sainsbury's possesses a considerable advantage in this area as it manages Nectar, one of the largest loyalty platforms in the UK (Sainsbury, 2024). The company reports having 24 million active Nectar users, and states that over one million customers are currently benefiting from personalized savings each week through Your Nectar Prices, with the goal of ultimately providing up to 500 million personalized offers weekly (Virdi, 2025). This is crucial because grocery retail is increasingly becoming data driven. Customers anticipate that retailers will comprehend their purchasing behaviours and provide relevant value, while retailers are progressively utilizing data to enhance customer retention, increase basket size, and boost purchase frequency (Obieguo, 2024). For Sainsbury's, personalization has evolved beyond a mere marketing strategy; it is becoming integral to how the company distinguishes itself from its competitors.
A fifth trend is the increasing pressure to simultaneously balance value, health, and sustainability (Rame, 2024). Kantar's findings in 2025 revealed that 50% of British consumers regarded environmental issues as a significant threat; however, only 9% were prepared to pay a premium for products that are more environmentally friendly (McKevitt, 2025). This indicates that while customers are concerned about sustainability, they do not prioritize it over affordability. Concurrently, Kantar noted a shift in health-related behaviours, including a rise in the use of GLP-1 weight loss medications, with 4 out of 100 households in Great Britain having at least one user by June 2025 (O’Donnell, 2026). Many of these consumers expressed intentions to cut back on purchases of items such as chocolates, crisps, and biscuits. For Sainsbury’s, this implies that future growth hinges not only on providing low prices but also on facilitating healthier and more sustainable choices without requiring customers to compromise significantly on cost or convenience (Sainsbury, 2025). This aligns with the company’s assertion that it aims to contribute to the development of a more resilient and sustainable food system in the UK.
These trends indicate that Sainsbury's is functioning within a market characterized by customer demand for significant value, effortless convenience, pertinent personalization, and enhanced support for healthier and more sustainable options (Spanou, 2022). The company is already addressing these demands through investments in pricing, innovations in loyalty programs, advancements in digital technology, and the development of its stores (Pereira, 2025). However, these same trends also exert pressure on Sainsbury's to continuously evolve its customer journey and digital offerings.
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Innovation Ambition Matrix
The Innovation Ambition Matrix proves to be beneficial as it transcends mere descriptive analysis.
Instead of merely cataloguing innovations, it enables the assessment of a business based on its capacity to enhance existing operations, expand into related sectors, or create entirely new models (Oliver, 2025).
In the case of Sainsbury’s, the data indicates a portfolio that excels in core innovation, shows growing proficiency in adjacent innovation, and is cautiously venturing into transformational innovation (Pham, 2021).
This aligns with the company’s market environment, characterized by intense competition in grocery retail, price sensitivity, and operational complexity, which renders low-risk, customer-oriented innovation particularly appealing (Matsa, 2011).
Core innovation
Sainsbury's present innovation efforts are primarily focused on core innovation, which involves enhancing existing products, services, and processes for current customers (Duan, 2024). A notable instance of this is Nectar Prices, now offered on more than 9,000 products, with participation increasing to over 85% and customer savings surpassing £2 billion in 2024/25 (Plc, 2025). This exemplifies core innovation as it does not alter the supermarket model; rather, it reinforces the value proposition within the current grocery sector by enhancing price perception, customer loyalty, and repeat purchasing behaviour (Nsakanda, 2021). 
Another illustration is Your Nectar Prices, which provides customers with tailored weekly savings via SmartShop and online platforms. Sainsbury’s indicates that over one million customers are currently benefiting from these personalized savings each week, while the company aims to produce as many as 500 million personalized offers weekly (Sainsbury, n.d.). This initiative is fundamental rather than supplementary, as it improves the existing shopping experience for current customers instead of establishing a distinct market or new business segment (Nansubuga, 2024). Nonetheless, it demonstrates that Sainsbury’s core innovation is increasingly reliant on data and personalization, moving beyond conventional price promotions. 
A significant third innovation is SmartShop, which enables customers to scan, bag, and monitor their expenditures while shopping, using either a handset or their mobile device (Publications, 2025).
SmartShop alleviates friction in the in-store experience by reducing checkout duration and providing customers with enhanced visibility regarding their spending. Consequently, it enhances convenience within the existing format rather than supplanting it (Chen, 2023).
Similarly, the enhancements made to the company’s online grocery services are also firmly positioned within the core category. According to the annual report, online grocery sales experienced a 7% increase, facilitated by advancements in the digital customer experience, improved presentation of product ranges, and more pertinent suggestions for basket additions (Wolniak, 2024).
Sainsbury's enhancements in product offerings and operations further bolster this essential category. Over the course of the year, it introduced 1,300 new products, which included more than 600 items from the Taste the Difference range, and transitioned food products to a machine learning forecasting system, thereby enhancing availability (Rodrigues, 2021). While these advancements may not be groundbreaking, they hold significant value: they enhance product assortment, elevate quality perception, and ensure supply reliability, all of which strengthen the fundamental grocery proposition (Briesch, 2009).
Sainsbury’s primary innovation strategy proves to be highly effective as it is closely aligned with the values that current customers prioritize cost-effectiveness, convenience, a wider selection, and a more seamless shopping experience (plc, n.d.). Nevertheless, a significant drawback of a core-focused portfolio is that it may enable the company to excel in enhancing the present without necessarily transforming the future (Teece, 2018).


Adjacent innovation
Sainsbury’s is actively pursuing significant adjacent innovation, leveraging its current capabilities in novel yet related manners. A prime illustration of this is Nectar360, the organization’s retail media and data enterprise. According to Sainsbury’s, Nectar360 currently collaborates with more than 900 clients and media agencies, and it is anticipated to generate a minimum of £100 million in additional profit by March 2027 (voice, n.d.). This represents adjacent innovation as it capitalizes on the company’s existing resources, particularly customer data, loyalty systems, and store traffic, to establish a new avenue of commercial value that extends beyond the mere sale of groceries (Bröring, 2024).
This complementary approach is bolstered by Sainsbury's investment in digital in-store media, where brands are anticipated to engage directly with consumers via over 2,500 interconnected digital displays (Johnson, 2025). This indicates that Sainsbury's is progressively capitalising on customer attention and insights, rather than solely on customer purchases. Consequently, the company is evolving from a retailer to a platform: a business that not only provides products to consumers but also offers access, data, and media performance to brands (Skeldon, 2019).
Sainsbury's extensive ecosystem further promotes innovation in related areas. The annual report highlights Sainsbury's, Nectar, Nectar360, and Argos as synergistic brands that provide customers with additional incentives to engage with the group (voice, 2025). Although this analysis centres on the grocery experience, the broader ecosystem is significant as it enhances cross-channel outreach and expands the organization's foundation for innovation. In essence, Sainsbury's is not merely enhancing supermarkets; it is leveraging its grocery scale to develop supplementary growth engines focused on data, media, loyalty, and ecosystem value (Virdi, 2024).
Transformational innovation
The area of Sainsbury’s innovation portfolio that is the least advanced is transformational innovation. However, there are indications of transformational potential, especially with the company's increasing utilization of data, machine learning, and intelligent automation (Ozan, 2024). According to the annual report, all of Sainsbury’s activities are supported by innovations in data and technology, and the company is currently testing intelligent automation in its stores, which includes a machine-learning model designed to optimize markdowns on products nearing their expiration dates (Smolaks, 2019). These advancements imply a developing transition towards a more predictive and intelligent retail framework. 
However, it would be an exaggeration to assert that Sainsbury’s is fully engaged in significant transformational innovation as defined by the matrix (Lewis, 2011). Most of its key initiatives primarily enhance or expand the existing grocery and loyalty framework instead of substituting it with a fundamentally new business model (Carvalho, 2025). The organization’s articulated strategy continues to emphasize food leadership, customer loyalty, customer-centricity, and operational efficiency rather than a complete overhaul (David, 2017). 
This results in a crucial evaluative conclusion: Sainsbury’s innovation portfolio is financially viable, yet it is predominantly focused on core and adjacent innovations. This focus is logical within a mature, price-sensitive industry; however, it simultaneously generates a disparity. The organization has demonstrated effectiveness in enhancing distinct aspects of the shopping experience, but it has not completely redefined the journey into a cohesive, intelligent, and proactive customer experience. This disparity becomes particularly important in the subsequent framework (Rafi, 2023).
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Customer Journey Mapping is instrumental in uncovering the areas where customers derive value and encounter friction. The module content elucidates that the framework ought to pinpoint essential touchpoints, emotions, pain points, and actions throughout various stages, including awareness, consideration, purchase, and post-purchase (Rudkowski, 2019). For Sainsbury’s, the most significant customer segment is the value-oriented weekly grocery shopper who engages with Nectar across in-store, SmartShop, and online platforms (Report, 2024). This focus is particularly pertinent as Sainsbury’s indicates that more than two-thirds of total retail shoppers in the UK have made purchases with them in the past year, and the company currently boasts 24 million active Nectar users, underscoring the importance of customer loyalty and repeat shopping to its business model (Parr, 2024).
Current customer journey map: Sainsbury’s weekly grocery shopper
1. Awareness and planning.
The journey commences prior to the customer stepping into a store or accessing the website. Significant touchpoints encompass the Nectar app, digital promotions, marketing emails, price-focused advertising, and value messaging both in-store and online. This phase represents a significant advantage for Sainsbury’s, as Nectar Prices enhance the visibility of value and assist customers in perceiving potential savings even before they initiate their shopping experience (plc, 2025). Nevertheless, this phase also introduces a challenge: the customer must still translate discounts into a concrete shopping strategy. While offers are available, the processes of meal planning, budget setting, and selecting the most convenient shopping channel remain distinct tasks (Albattat, 2025).
2. Consideration and basket building.
At this point, customers start to choose products either through online platforms or by considering them mentally prior to visiting the store. The organization has enhanced this experience by providing improved digital product displays and more pertinent suggestions for basket additions, which has contributed to online growth (Fagbola, 2025). This represents a significant advantage as it minimizes effort and has the potential to increase basket size. However, the process remains disjointed: customers might receive personalized offers, yet these offers are not completely integrated into a cohesive planning system that links value, health, routine purchases, and convenience (Company, 2020).
3. In-store shopping or online execution.
For customers shopping in-store, SmartShop serves as the primary touchpoint, enabling them to scan and bag items as they proceed while monitoring their expenditures. For those shopping online, the website and application offer visibility into the available range and suggest additional items (Zhang, 2021). This represents a clear advantage as it enhances the speed and convenience of the shopping experience. However, a notable limitation exists in the form of inconsistency across different channels. Personalization online may appear more robust compared to the support available in-store, whereas the convenience of in-store shopping may still rely on the customer to undertake more of the coordination themselves (Tiutiu, 2025).
4. Checkout and fulfilment.
Sainsbury's offers various pathways to finalize the shopping experience, such as the standard checkout, SmartShop payment, online grocery shopping, and Click & Collect (plc, 2021). This adaptability is advantageous as it provides customers with options. However, it also introduces a level of complexity. While customers are faced with numerous favourable choices, the overall system may still appear as a series of channels instead of a unified shopping journey (Bravo-Olavarria, 2024). Consequently, the responsibility of determining the most efficient shopping method remains disproportionately with the customer (McKee, 2023).
5. Post-purchase and loyalty relationship.
This represents one of Sainsbury's most robust phases. The Nectar program enables the company to sustain customer relationships post-purchase, promote repeat visits, and tailor future offers. With a substantial active loyalty base, Sainsbury's possesses a solid foundation for customer retention and data-informed engagement. Nevertheless, the post-purchase relationship predominantly relies on discounts and promotions. There exists an opportunity to transition towards a more supportive and proactive relationship, wherein the company aids in budgeting, encourages healthier choices, facilitates replenishment, and assists in planning for subsequent shopping trips.[image: ]
Evaluation of the customer journey
The existing customer journey at Sainsbury’s is robust yet disjointed. It excels in areas such as value, convenience, and customer loyalty, particularly through initiatives like Nectar Prices, Your Nectar Prices, SmartShop, and enhancements to online services (plc, 2026). These factors represent considerable advantages and clarify the reasons behind the increasing number of customers opting for Sainsbury’s for their major weekly shopping. However, the journey lacks complete integration (Robinson, 2024). Customers continue to perceive planning, basket creation, fulfilment, and post-purchase interaction as related but distinct activities, rather than as a seamless, personalized experience (Reinartz, 2023).
This is significant as it underscores the areas where opportunities for digital innovation remain. The primary opportunity does not merely involve increasing digital presence. Sainsbury's is already quite advanced in its digital capabilities (plc, 2026). The more profound opportunity lies in integrating value, loyalty, planning, convenience, and healthier or more sustainable options into a cohesive and intelligent shopping experience (Huang, 2024). From the perspective of design thinking, the company has enhanced numerous touchpoints; however, it has yet to completely overhaul the entire customer experience from start to finish (Weidig, 2024).
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The optimal digital transformation initiative for Sainsbury’s is SmartBasket, a personalized grocery planning and shopping assistant that is integrated into the Nectar app and directly linked to SmartShop and online grocery services (Jones, 2024).
The organization has established a robust presence in terms of value, customer loyalty, and convenience through initiatives such as Nectar Prices, Your Nectar Prices, SmartShop, and online grocery services (Anon., 2025). However, a significant issue remains: the customer journey appears disjointed. Although planning, basket construction, shopping, checkout, and post-purchase interactions are interconnected, they do not yet provide a seamless experience (Ylilehto, 2021). Sainsbury's boasts approximately 24 million active Nectar users, offers Nectar Prices on over 9,000 products, sees more than one million customers benefiting from personalized savings weekly, and has experienced a 7% increase in online grocery sales (plc, 2025). Additionally, SmartShop enables customers to scan, bag, and monitor their expenditures in-store, rendering this type of initiative feasible rather than merely theoretical.
The concept of SmartBasket is straightforward: rather than merely providing discounts to customers while they are shopping, Sainsbury’s aims to assist them before, during, and after their shopping experience (Services, 2025). Upon opening the app, SmartBasket generates a weekly shopping plan based on prior purchases, household preferences, dietary requirements, favourite items, budget constraints, and current Nectar promotions. The system proposes a complete basket, identifies the most economical and pertinent options, suggests healthier or more sustainable alternatives when suitable, and informs the customer of potential savings through Nectar Prices and tailored offers (Circular Economy, 2023). The basket can be utilized in two ways: it can be directly transferred into an online grocery order or synchronized with SmartShop for in-store use. This integration means that customers will no longer perceive online and in-store shopping as distinct experiences. Instead, both avenues will be integrated into a cohesive personalized system. This approach aligns seamlessly with Sainsbury’s existing strategy, which focuses on developing a more personalized loyalty platform and leveraging data and technological advancements to enhance the customer experience.
What distinguishes this initiative from the existing system is its degree of integration. Currently, Sainsbury’s provides customers with personalized value, primarily through promotions and savings. SmartBasket aims to enhance this by transforming value into a comprehensive decision-making tool. For instance, if a customer has a weekly budget of £70, the app could create a shopping basket that adheres closely to that limit while still aligning with the customer’s typical purchasing patterns. If they usually opt for branded products, the system could indicate potential savings by suggesting a switch to own-brand alternatives. For in-store shoppers, SmartShop could assist them in navigating their basket and provide real-time updates on their spending. In cases where an item is unavailable online, the system could recommend the most suitable substitute based on factors such as price, nutritional value, and personal preference, rather than merely offering a generic alternative. After the shopping experience, the app could display the total savings achieved, the items purchased most frequently, and suggestions for what might be needed in the following week. In this regard, SmartBasket would transition Sainsbury’s from being a retailer that merely offers discounts to one that actively supports customers in managing their shopping effectively.
This would significantly enhance the future customer journey. During the awareness and planning phase, customers would no longer initiate their experience with isolated tasks such as reviewing offers, organizing meals, and establishing a budget (Foroudi, 2023). Rather, the application would consolidate these elements into a single platform. In the consideration phase, assembling a shopping basket would be simplified, as products, promotions, and personalized recommendations would already be integrated. In the shopping phase, customers would have the option to either place an order online directly from their basket or utilize SmartShop in-store with the same planned list and expenditure tracker. In the checkout and fulfilment phase, the process would be expedited since many decisions would have been made earlier in the journey. Lastly, in the post-purchase phase, the relationship would evolve into a more beneficial and ongoing interaction, with the app adapting based on shopping habits and assisting in preparation for future purchases (Dai, 2024). This is crucial because Sainsbury’s already possesses robust digital touchpoints; the key missing element is a more cohesive experience across these platforms.
From a commercial perspective, this initiative has the potential to yield numerous beneficial outcomes. Firstly, it would enhance customer loyalty as the application would evolve into a more practical tool for daily use, transcending its current role as merely a platform for accumulating points or redeeming offers (Wang, 2018). Secondly, it could lead to an increase in both the size of shopping baskets and the frequency of purchases by facilitating a more comprehensive weekly shopping experience with Sainsbury’s, rather than necessitating transactions across multiple retailers. Thirdly, it would foster greater consistency between online and in-store shopping experiences, which is crucial in an omnichannel retail landscape. Fourthly, it would provide Sainsbury’s with more extensive first-party data regarding customer planning, selection, and adjustments to their shopping baskets, thereby enhancing future personalization efforts and benefiting other business areas. Additionally, it aligns with the company’s broader strategic objectives. Sainsbury’s has expressed its ambition to establish a world-class loyalty platform, enhance perceived value, and assume a pivotal role in fostering a more resilient and sustainable food system in the UK (Sainsbury, n.d.). An advanced planning tool would contribute to all three objectives by rendering shopping more pertinent, cost-effective, and potentially less wasteful.
The initiative is also feasible to implement as it leverages existing systems that Sainsbury’s already possesses, rather than necessitating the establishment of an entirely new digital ecosystem.
Nectar already serves as the foundation for loyalty and personalization, while SmartShop facilitates in-store digital shopping, and the online grocery platform already includes basket-building and recommendation capabilities.
Consequently, SmartBasket could be introduced in stages. The initial stage could concentrate on personalized basket planning for users of online grocery and SmartShop.
The subsequent stage could incorporate budget tracking, meal planning, and recommendations for healthier alternatives.
The final stage could unveil more sophisticated predictive functionalities, such as refill reminders or dynamic basket suggestions that adapt to seasonality, household routines, and fluctuations in prices.
This incremental strategy would mitigate risk and facilitate ongoing testing and enhancement of the system over time.
The effectiveness of SmartBasket ought to be evaluated using both customer and business key performance indicators (KPIs). From the customer perspective, Sainsbury’s should monitor the active utilization of the feature, customer satisfaction levels, Net Promoter Score, frequency of repeat usage, and the number of users who finalize a purchase after creating a basket within the app.
Conversely, on the business front, it is essential to track metrics such as average basket value, the conversion rate from planning to actual purchase, growth in online orders, participation in SmartShop, the redemption rate of personalized offers, customer loyalty retention, and the frequency of complete weekly shopping trips. Additionally, it would be beneficial to assess whether the tool contributes to a decrease in abandoned baskets and an increase in the acceptance of substitutions online.
Should Sainsbury’s aim to connect this initiative with sustainability, it could also evaluate the uptake of lower-waste or more sustainable substitutions, as well as shifts in the purchasing patterns of own-brand and healthier products.

New and enhanced customer journey map

[image: ]

This proposal aims to assist Sainsbury’s in transitioning from a discount-driven personalization approach to one that is guided by the customer journey. This is the reason it is considered a robust digital transformation initiative. It does not overlook the areas where the company excels. Rather, it directly leverages Sainsbury’s established strengths in loyalty, data, value, and convenience, while addressing the primary weakness identified in the current framework, which is the disjointed nature of the customer journey. From a strategic perspective, SmartBasket would continue to enhance core retail performance, but it would also advance Sainsbury’s towards a more transformative model, positioning the supermarket as a personalized digital shopping partner instead of merely a venue for purchasing groceries.
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In summary, this report indicates that Sainsbury’s holds a robust position in the UK grocery sector due to its scale, brand strength, loyalty ecosystem, and expanding digital capabilities (Vietstra, 2025). However, it is also confronted with mounting pressure from value-oriented competitors, evolving customer expectations, and the necessity for a more interconnected omnichannel experience (B., 2024).
The analysis revealed that Sainsbury’s excels in core innovation, with initiatives like Nectar Prices, Your Nectar Prices, SmartShop, and enhancements in online grocery services providing significant customer value (Rose, 2023). Concurrently, adjacent innovation through Nectar360 is enabling the business to broaden its capabilities beyond conventional retail. Nevertheless, transformational innovation remains underdeveloped, as many current initiatives focus on enhancing individual aspects of the shopping process rather than completely reimagining the overall experience.
The examination of the customer journey further emphasized this issue, demonstrating that while Sainsbury’s performs admirably in terms of value, convenience, and loyalty, the journey still appears disjointed across planning, basket creation, shopping, fulfilment, and post-purchase engagement.
Consequently, the proposed SmartBasket initiative represents a fitting next step, as it would integrate Sainsbury’s existing strengths in data, personalization, and loyalty into a more cohesive, intelligent, and customer-focused shopping experience. This would assist the company in transitioning from discount-driven personalization to a more unified and strategically advantageous digital model.
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