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Gibbs’ Reflective Cycle provides a structured framework for critically analysing Waitrose’s recent market decline and identifying strategic options to strengthen its competitive position within the UK grocery sector.
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 1. Description
Waitrose has experienced a decline in market share within the UK grocery sector over recent years. Industry reports show that discounters such as Aldi and Lidl have increased their market penetration, driven by consumer prioritisation of value during the cost‑of‑living crisis (Kantar, 2024). At the same time, mainstream competitors like Tesco and Sainsbury’s have strengthened their loyalty schemes and expanded convenience formats, further intensifying competition (IGD, 2023). Empirical evidence demonstrates that discounter growth has significantly reduced market concentration, lowered average prices, and increased consumer surplus, thereby exerting downward pressure on traditional retailers’ market power (O’Connell et al., 2025a). This trend has coincided with broader economic conditions, including elevated food price inflation, which has heightened household sensitivity to grocery costs and encouraged consumers to switch retailers in search of better value (O’Connell et al., 2025b).


 2. Feelings
From an analytical standpoint, the decline prompts concern regarding the resilience of premium grocery brands during economic downturns. There is also a sense of curiosity about whether Waitrose’s traditional positioning—quality, ethics, and service—remains sufficient in a market increasingly shaped by affordability and convenience (Mintel, 2023). Acknowledging these initial reactions helps avoid bias and supports a more objective evaluation.
 3. Evaluation
A balanced evaluation highlights both strengths and weaknesses:
· Strengths: Waitrose maintains strong brand equity, high product quality, and a reputation for ethical sourcing (Mintel, 2023).
· Weaknesses: High price perception, limited store footprint, and slower innovation in convenience and online channels compared to competitors (Kantar, 2024).
This stage clarifies which organisational factors contributed positively or negatively to Waitrose’s market position.
 4. Analysis
The analysis stage connects evidence to underlying causes. Economic pressures have shifted consumer behaviour toward value‑led shopping, benefiting discounters (Kantar, 2024). Waitrose’s premium pricing strategy became less aligned with consumer priorities during inflationary periods. Additionally, competitors invested heavily in digital retail, rapid delivery, and loyalty personalisation—areas where Waitrose lagged (IGD, 2023). This aligns with Porter’s Five Forces, which suggests heightened competitive rivalry and strong buyer power, and with PESTLE analysis, which highlights inflationary pressures that have reduced demand for premium goods. Furthermore, policy analysis shows that consumers are actively switching retailers to secure better deals, reinforcing the importance of value perception in shaping market performance (O’Connell et al., 2025d). 
Strategically, this suggests a misalignment between Waitrose’s traditional brand identity and evolving market expectations.
 5. Conclusion
Reflecting on the evidence, Waitrose could have mitigated decline by adapting earlier to affordability trends, expanding convenience formats, and accelerating digital transformation. The reflection highlights the importance of strategic agility in retail markets characterised by rapid behavioural shifts (Mintel, 2023).
6. Action Plan
Waitrose can respond to its market decline through several strategic actions. Introducing a competitive value range would help attract price‑sensitive consumers while maintaining quality (Lamey et al., 2007). Expanding convenience‑focused urban stores aligns with changing shopping behaviours (Verhoef, Kannan & Inman, 2015). Strengthening digital infrastructure, including app‑based shopping, can enhance engagement (Reinartz, Wiegand & Imschloss, 2019). Personalised loyalty schemes support retention (Jones, Comfort & Hillier, 2005), while emphasising provenance and sustainability reinforces long‑term competitiveness (Porter, 1996).
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