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[bookmark: _Toc236319109]Strategic Categorization
The International strategy of Sainsbury’s can be clearly articulated by the application of Bartlett and Ghoshal’s (1989) framework. The strategy can be classified distinctively as, multi-domestic strategy where highlight is towards high agility at the regional level and international integration. This strategic approach of the brand highlights that the organisation have a limited footprint at global market and major focus of the brand is towards specifying operations according to regional or domestic market demands (Kolhe, 2023). The firm do not completely emphasises on accomplishing international regulation. Contrasting to transnational organisations, Sainsbury’s control over productivity and exchange of knowledge at cross-boarders is not extensive. Rather, historically it is observed that, strategic approach of the brand is towards targeting choices of local consumers and agile to their preferences (Spanou, 2022). These demands are related to environment regulations and supply chain functions that are operating within the UK. There is an adverse impact of this strategic approach, it restricts opportunities which the firm can accomplish to grow its financial position and building relation with collaboration at international market.
Conversely, multi-domestic strategy provides the firm to achieve expectations of domestic consumer group but it limits potential of the organisation to grow internationally (Buckley, 2022). The unsuccessful attempt of Sainsbury’s to grow globally with its Egypt attempt, represents issues which the brand faced by transporting its domestic skills to an international market. The lack of global strategic framework reduces proficiency and fails to position itself against competitor like, Tesco that efficiently implements higher number of hybrid and transactional strategies. Hence, it is analysed that Sainsbury’s strategies only supports domestic market and pressures the long-term international growth along with restricting its reputation for global expansion.
[bookmark: _Toc236319110]Global Configuration 
The geographical impact of Sainsbury’s is limited to the boundaries of the UK and with nominal global operations. Its domestic operations provides a shape to be ahead in market through which the brand is able penetrate in domestic market, observe adverse acknowledgement and efficacy in the management of supply chain. Sainsbury’s UK focused approach fosters to build value of the brand by:
· Robust relationship with Suppliers
· Proficient logistics system
· Products offered in the market that aligns with local preferences
However, the minimal global presence of the brand also highlights that there is weakness in organisation’s strategies (Patel, 2023). In comparison to international competitors, there is absence of expansion in Sainsbury’s while escalating in highly growing global markets. This makes the organisation to be highly exposed to domestic challenges such as, fluctuating economy and pressure from competitors. Contrastingly, it is observed that lack of international footprint limits opportunities regarding:
· Intellectual transmission across markets
· Economic Growth
· Expansion Risk
Moreover, the brands with international presence can optimise and use the sourcing of raw materials and advanced technology from international markets (Kormakova et al. 2023). This makes it unfavourable condition of Sainsbury’s against competitors. Hence, it is concluded that although the domestic strategic approach helps Sainsbury’s to be efficient in its operations but it restricts the diversified potential value and growth it can achieve while expanding in global market.
[bookmark: _Toc236319111]Macro-Environmental Appraisal and Market Attractiveness
[bookmark: _Toc236210351][bookmark: _Toc236319112]PESTEL ANALYSIS
A Pestle analysis of Sainsbury’s which is significantly entering or operating in Japan, highlights a strategic macro environment (Chapman, 2026). It is analysed that Japan delivers a high-quality and premium customer base, this analysis optimises the Sainsbury’s political, economic, social, technological, environmental and legal factors. 
Political factors
This factor refers to the process of analysing all the political elements such as government policies, tax laws, foreign trade regulations and political shifts. The political elements in Japan undertake the strict regulatory frameworks which significantly identify Sainsbury’s foreign trade practices in Japan. The corporate core standard is the post-Brexit UK-Japan Comprehensive Economic Partnership Agreement (CEPA) (Hoan, 2026). This framework enables the company to handle the strong government policies on Sainsbury agricultural exports like cheeses, biscuits and clothes. This is critically optimised by the diverse political powers to prevent the global political issues and enhance the efficiency in Japan Agricultural Group (JA). The political advantage in Japan is that it is marked by the strict framework such as Comprehensive Economic Partnership Agreement. 
The political environment enables corporate to adhere to all the principles regulated by the company like institutionalised, bureaucratic and proactive framework which significantly enhances the grocery and retail sectors operational and supply chain efficiency. Japan critically engages in UK legal post-Brexit, integrating the company goods and services import and export process. This improves the brand identity, trade margin, and ethically protects the Sainsbury’s operational activities by analysing the rapid political changes. Sainsbury undertakes CEPA agreement to integrate the customer engagement and improve the product line as an affordable premium products in Japan.   
Economic factors  
There are various economic factors such as inflation rates, interest rates, economic growth (GDP), disposable income and unemployment rate (Alhiniti and Madi, 2026). Japan operates and navigates all the economic factors to identify the unique macroeconomic trends, labor wage growth and customer interaction due to deflationary prices. To reduce difficulties which significantly arise due to structural real estate costs, commercial rent which is heavily populated in urban locations such as Tokyo and Osaka which rank among the highest in the world. Japan economy was critically termed by structural deflation and stagnant wage growth, the macroeconomic factors of Sainsbury offer the economic stability which improves the company foreign retail entrant and financial position (J Sainsbury plc 2026). 
To achieve the overall economic viability Japan market requires to navigate the GDP margins and monetary changes, structural real estate challenges and intensely defensive competitive landscape. It is analysed that the Bank of Japan decided to shift away from interest rates to identify the profit margins and operational cost inflation likewise company focuses on reducing supply chain and operational costs on consumer. Economic factors include the legacy of deflation and a stubborn consumer mind-set, currency volatility and import cost shocks, exorbitant real estate and structural overhead and the complexity and cost of the wholesale distribution system. Sainsbury entering into new market like Japan, can significantly affect the business growth by 0.6% due to limits in new grocery entrants, as overall customer spending volume expands slowly compared to emerging markets in Japan.
Social factors
This factor refers to the process of managing all the corporate social activities such as cultural shifts, demographics, lifestyle trends, population growth and consumer purchasing habits. The sociocultural changes of Japan markets indicate completely distinct customer behaviours and opportunities compared to those in the West. Sainsbury in Japan integrate the consumer engagement and their experience while doing the shopping multiple times a week (J Sainsbury plc 2026). It is analysed that brand identity in new market like Japan, social culture undertake luxury products which are critically fresh, proper and standard services which satisfy consumer demands. Social factor enables that Japan faces the demographic problems it is due to fast growing population and premium demands for goods and services. 
It is evaluated that Sainsbury market growth enhances company’s long term trust, loyalty and reputation in the eye of all the Japanese population. The sociocultural factors involves the process of managing the consumer behaviour, employee cultural rights and shareholder growth in corporate (Jaiswal, Gupta and Tiwari, 2026). Company entering into the new market like Japan critically need traditional services standards, product standardisation and brand positioning to combine it with corporate social or cultural values and challenging population reality. Sainsbury in Japan evaluate social factors which improves the Japanese consumer ecosystem such as the demographic crisis shrinking households and an aging population, the obsession with ultra-freshness and hyper frequency, culinary aesthetics perfectionism as a social norm and deep rooted trust and institutional inertia. 
Technological factors  
This factor refers to the process of managing all the company technical and mechanical practices, this includes research and development (R&D), online invention, automation and the pace of tech adoption. These technological factors help Japan to enhance their brand identity and increase the online visibility which enable the consumer to make the online orders and rapid payment without any delay (Thi, Azmat and Hadeed, 2026). Japan focuses on inventing new technology which maintain the sustainability and improve the customer interaction globally. Sainsbury decided to improve the market growth and operational efficiency by developing new automated AI-driven tools and technology which help the company in inventory management, distinct price changes in real-world and standardised integration with localised smartphone digital e-commerce platforms. 
It is analysed that Japan has undertaken the fast deployment of digital tools which improve the payment process and helps to identify customer’s past purchase records. This is basically done by establishing the online wallets, brands loyalty cards and QR code systems. Sainsbury in Japan can deploy the fastest technical and digital tool which enhance the retail ecosystems in the real-time. Japan focuses on integrating the high-quality and advanced automated data-driven infrastructures and adapt its internal operational and supply chain logistics to enhance the payment systems and customer premium demands (Riany, 2026). Sainsbury in Japan, technological factors include hyperlocal, real-time supply chain optimisation, the complex, multi-wallet cashless ecosystem, super-app centralisation verses standalone apps, nectar data infrastructure recalibration and heavy storefront automation to combat labor scarcity. 
Environmental Factor: The environment factors which can affect the access of Sainsbury in Japan are natural disaster flexibility where natural calamities such as typhoons and regular earthquakes and stern construction codes needs extremely organised investment in logistics centres and selling properties to make sure the consistency in the business. Sainsbury can enter in the market by following the local rules and different ecological condition. Another element comprises of cold-chain geography, as observed Japan’s tropical weather and island geography needs an unbroken, high-performance cold chain infrastructure to conserve imported food quality (Ghosh. et.al. 2025). The brand can design its logistic supply chain according to the humid weather of Japan. Furthermore, the element of eco-conscious logistics where extreme urban compactness and strong distribution windows need less emission and small-scale transport fleets instead of huge freight trucks. This element helps the corporation to build its logistic network according to sustainability measures.
In Japan, there are strict regulations regarding the managing the packaging waste (Yu et al. 2022). The firm will require to follow these guidelines and ensure that the packaging waste is collected, distributed and recycled in proper mandated manner. Sainsbury’s will also require to be actively ensure that the food products are not wasted and they do not incur penalty from the Food Recycling Law of the country. Furthermore, the brand will also require utilise energy mindfully as in Japan energy is imported. This importing makes the costing of energy and other organisational operations higher which can be difficult for the brand to manage at the initial stage. 
Legal Factor: Japan imposes stern legal factors for commercial industry, concentrating on three main region trade laws, corporate regulations and food security (Armstrong, and Urata, 2023). One of the elements of this factor consist of food safety and regulatory body where Ministry of Health, labour and Welfare of Japan sets protection measures for the processing of food, chemical remainder and additives under the Food Sanitation Act. The organisation can adheres to these act while manufacturing its food products. Besides, Consumer Affairs Agency (CAA) controls uniform labelling principles, compulsory allergen disclosure and nutritional rights under the Food Labelling Act (Food Compliance, 2026). The corporation can label their product accordingly while entering in the market.  In addition, it’s Ministry of Agriculture, Forestry and Fisheries handles foreign animal and plants quarantine and farming quality standards (JAS).  
Another element contain Japan’s import guidelines and border controls, it has a feature of import notification where the importers need to submit an official notice from MHLW quarantine stations at airports or sea ports before business retail or distribution (Matsumoto, 2022). Further, it conducts quarantine checks in which animal products and fresh plants need formal health certificate or phytosanitary from its origin nation and also the manual examination must be done at the border. It also adheres to the Act of Promotion of Global Warming Countermeasure and also track greenhouse gas emission once in year to prevent global warming. Additionally for resource recycling, it follows the Act on Promotion Utilisation of resources and reduce single-use plastic and product packaging. 
[bookmark: _Toc236319113]Market Entry: OLI Framework 
OLI framework is a tactical business approach that guides the firm determine whether it needs to expand in other international market with the help of Foreign Direct investment or not. In the case of Sainsbury’s strategy to expand its business to Japan, the three core pillars of OLI evaluates the whole situation as follows: 
Ownership Advantages (O): It refers to monetary assets that can provide a significant competitive advantage in Japan over other local competitors. The assets can be divided into tangible and non-tangible resources. Some examples of asset are UK based brand positioning, private label product strength and developed supply chain capabilities of groceries (Helo, and Thai, 2024). The international firms that wish to scale their business in Japan can face some operational disadvantages like the lack of efficient supply chain network, socio-cultural variations and limited awareness and experience about internationalisation. For example, good brand image can help in gaining consumer trust in Japanese market and modern technical advancement can assist the firm in strengthening its consumer base in an unknown market. However, in contrast to this, as Sainsbury’s brand identify most depends on it UK consumer base, and this restricts the brand’s ownership advantage in comparison to other firms like Aeon.
Location Advantages (L): It describes why it is crucial to perform all the manufacturing and delivery process in the regional market itself instead of depending on exporting products from the home market and then delivering to the consumers. The economic factor of Pestle analysis states that regional manufacturing process can assist Sainsbury’s in hiring cheap labours and pay low corporate tax to the Japanese government (Morris, and Oldroyd, 2023). Further, technological and political factor stated that, Japan has an advanced retail infrastructure and interconnected logistics network along with low physical distance between different locations which could be beneficial for the firm in lowering its delivery timings. Moreover, social factor revealed that because of increasing retail sector in Japan, it is necessary for Sainsbury’s to focus on tailoring its products as per consumer inclinations. 
In addition to this, it is identified that focusing on domestic production and then exporting in into Japan can result in a strategic failure (Felbermayr, Peterson, and Wanner, 2024). This is due to the fact that, trade regulations and high shipping charges cannot be advantageous in comparison to the in-house manufacturing and domestic supply chain operations. 
International Advantages (I): It explains several advantages that a firm can gain if it manages the in-house design, deployment and supply chain operations efficiently instead of depending on third parties (Odeyinka, and Omoegun, 2023). Although, in Japan, internationalisation cannot be the most appropriate option for Sainsbury because of its robust interconnected supply chain networks and several challenges in the market entry.   As per this pillar, relying on third parties can create several potential challenges like intellectual property thefts and increasing the chances of future competence. In addition, efficient management of external legal agreements can be quite challenging as it lead to conflicts, poor adherence to legal compliances and excessive monitoring especially in other markets. Third-party suppliers and delivery partners can push behind at the last moment, therefore, depending on internal manufacturers and logistics can be helpful in maintaining the high-quality standards, robust brand reputation and securing itself from intellectual property conflicts. 
But is also important for the firm to focus on collaborative alliances with regional suppliers in order to eliminate market entry barriers and have access to the Japan’s regional distribution network. It can assist in fostering a hybrid approach between collaboration and strategic internationalisation. 
[bookmark: _Toc236319114]Strategic Conclusion & Recommendations 
Establish an In-Country Regulatory compliance and food safety unit
Sainsbury can deploy an In-Country independent regulatory framework and Food safety standards to improve the customer interactions and brand identity (J Sainsbury plc 2026). This regulatory compliance can help company to manage the market growth and inventory logistics process within the effective operational structure. It is analysed that Japan focuses on establishing new agreements to prevent the import and export trade tariff barriers which include rigid terms for fresh or organic products, specific chemical waste limits and inadequate practices in country-of-origin labelling laws. By regularly checking inventory, warehouse and supply chain logistics the company can improve Japan’s trading process of British products while ensuring the product labels to satisfy the regional standards. The establishment of In-Country Regulatory Compliance and Food Safety standards can develop a robust, ethically integrated risk management principles (AlHattab and Alazmi, 2026). This expansion can be executed through various specialised operational factors such as build an automated AI-Driven pre-clearance cold-chain norms which include Japan’s automated cargo clearance system (NACCS). Development of an on-soil traceability and recall architecture model to enhance the brands reputation and last the form a dynamic legislative intelligence and metropolitan ordinance helps in empower the internal legislative mapping team.   
Integrate into local “Keiretsu” distribution networks via strategic alliances  
Company can enhance the local “Keiretsu” channels with the help of strategic alliances, this integrates the allocation of product and services across local regions. This recommendation directly addresses weak ownership advantages and strong location barriers identified in the OLI analysis, making partnerships essential for market entry. The Japanese retail stores focus on enhancing the consumer engagement, by undertaking the proper distribution network through strategic alliances (Harrigan, 2026). These allocation channels are entrenched by dealers, wholesalers and retailers which can significantly improve the foreign trade services and focuses on operational and leadership cost. 
To expand the resources sourcing company can strategically develop the connection with regulatory framework in Japan. This can help Sainsbury to empower the operational fabric of Japan’s wholesale channels. This can be accomplished through specific highly structured approaches such as form an exclusive cross-sourcing joint venture with a Sogo Shosha, one of the unique general trading company, co=develop a unified cold-chain logistics protocol for Just-In-Time delivery and establish long-term domestic farmer and fishery cooperatives contracts.   
Deploy a hyper-localised “De-westernised” product and packaging strategy
Sainsbury in Japan can develop a hyper-localised De-westernised product and packaging strategy to improve the product labeling and brand identity.  This aligns with the social and cultural factors identified in PESTLE and compensates for limited ownership advantages in the Japanese market. To mitigate all the product packaging and labelling problems this strategy can be undertaken which significantly improve the market shifts (Chand, 2026). The development of new automated technology for product manufacturing and packaging can enhance the day-to-day Japan shopping consumer experience and optimises the consumer lifecycle. 
The expansion of new product and packaging, De-westernised strategy can help Sainsbury to enhance the brand identity into the Japanese market. It can also establish the high-quality cultural standards and static principles to improve its trade services, product standardisation and premium product packaging. These effective tactics and critical strategies can be accomplished through various emergent practices such as execute absolute visual and structural re-engineering of packaging structures, re-formulate private-label products with the help of native culinary laboratory partnerships and finally synchronises stock calendars with high context Japanese gifting seasons. Overall, the OLI analysis suggests that Sainsbury’s faces limited ownership advantages and significant location challenges in Japan. Therefore, market entry is high-risk and would require strategic alliances and localisation rather than a fully internalised expansion approach.
[bookmark: _Toc236319115]Entry Mode Strategy and Strategic Synthesis 
1. Minority Equity Stake to Gradual Acquisition (The US Project)
Sainsbury’s most important historical move was its access in to United States market through Shaw’s Supermarkets.
The Strategy: In the year 1983, the firm bought an initial 21% minority stock in Shaw’s (Roberts Space Industries, 2026). This less-threat equity admission mode permitted the organisation to learn the distinctions of the American selling scene without absorbing complete work responsibility. 
The Evolution: It slowly improved its holdings for more than two decades, attaining total ownership before finally separating the chain to redeploy on the UK market. 
2. Strategic Joint Project (JVs)	
Sainsbury has historically leveraged joint project to share threats, investment spending and regional customer vision when moving together to its fundamental supermarket set-ups.
The Strategy: In 1979, it established a joint venture with Belgian seller GB-Inno-BM to introduce the Homebase DIY chain in the United Kingdom, incorporating European non-food selling skill with British real estate ability (Sainsbury Archive, 2026). 
International Sourcing JVs: The organisation has typically depended on mutual global acquiring associations to get international measure without inaugurating bricks-and-mortar abroad (Patel, 2023).
3. Digital Access Modes and Plan Association (Modern Era)
In recent decades, instead of spending extremely in global physical supply chain, Sainsbury moved in the direction of benefit-light digital market entry methods. 
The Strategy: The organisation accessed the Chinese market not by constructing high markets, but through digital association with Alibaba’s Tmall International platform. This e-commerce access method permitted Sainsbury to export its natural and private-label (“by Sainsbury’s”) products openly to Chinese customers with nearly no investment organisation threat.
These historically entry systems highlights the strong strategic approach pattern where the risk mitigation strategic and international affirm position for a long term apposes each other in Sainsbury’s. The organisation ranks small capital obligation and flexibility above the complete control over the market (Hoan, 2026). However, there are certain restrictions of this strategic approach as it limits capabilities to develop sustainable global footprint. This is justified by the departure or withdrawal of the firm from the United States of America Market.
Evaluation of Dominant Access Modes
	Entry Modes
	Historical Example 
	Strategic Advantages
	Strategic Disadvantages/Failure Modes

	Minority Equity Stake 
	Shaw’s Supermarket (USA)
	Decreased fiscal exposure; enables experimental market learning.
	Restricted work control; susceptible to currency variations and regional management misalignment.

	Joint Venture
	Homebase (with Belgian GB)
	Mutual investment burden; synergises different associates.
	Cultural clashes; extreme resistance in strategic decision-making and final exit complexity (Morris and Oldroyd, 2023).  

	E-Commerce /Digital Alliance
	Tmall Global (China)
	Minimal monetary expenditure; quick deployment; easy exit ability.
	Heavy dependence on third-party platform algorithms; zero direct touchpoints with physical buyers (Miville de Chene, 2023).


    
Strategic Fits Analysis: The Historic Method in Japan 
If J Sainsbury Private Ltd. tries to access in Japan it’s historically chosen modern entry method- cross-border e-commerce association (same as its Alibaba Tmall project in China) and an asset-light- there can be a vital misalignment between the historical entry system of Sainsbury’s and Japanese market’s organisational abilities.
The Reason for its Historic Method Failure in Japan:
The Freshness Authoritative (Seifuku): Japanese customers need total freshness, complex exhibition and extremely-indigenous sourcing for groceries. An international digital access method limits the organisation to ambient, wrapped or frozen private-label products, completely weakens at meeting major consumer demands of the grocery market of Japan (Kotabe and Helsen, 2022). 
Omni-channel Dominance: The Japanese digital grocery scene is increasingly secured to physical immediacy (Alhiniti and Madi, 2026). As the market is conquered by the competitors such as Amazon Japan and Rakuten got successful because they introduce digital sales to enormous physical convenience store connections (konbini) or quick delivery urban accomplishment centres. 
Evidence-Based Strategic Justification
Sainsbury’s need to cast-off a clean Greenfield FDI method and in place of it pivot to a Strategic Joint Project with a key household selling corporation. 
Risk Mitigation 
The Reality: Japan presents very high organisational and work threat for foreign retailers due to uneven, multifaceted wholesale circulation system (tonya) construct on decades-old relationship link. 
The JV Justification: Associating with an obligatory removes working navigation dangers. The regional associates offers quick entry to recognised supply chain and delivery networks (Fernie, 2023). Fiscally, it breaches the massive investment spending needed to start cold-chain logistics in land-scarce Osaka and Tokyo. 
Long-Term Strategic Fit and Customer Trust 
The Reality: Japanese customer present ferocious brand loyalty and profound disbelief to completely unverified overseas grocery companies (Tesco spent years to measure independently before exiting Japan) (Anafi, 2025). However, global advantages recommends to maintain control and the essential structural intricacy of the Japanese market mandates calculated partnerships. This represents that partnerships and joint venture provides a highly balanced strategy for controlling and local approachability. 
The JV Justification:  It justifies that by implanting Sainsbury’s extreme-margin, luxury private-labels lines such as Taste the Difference in the aisles of a well-known Japanese supermarket chain, it avoids the decades-long procedures of gaining trust from scratch (Chand, 2026). It aligns effortlessly with Japanese market’s contemporary desire for luxurious, and imported natural products without needing Sainsbury’s to construct a rival real estate footprints.  
Conclusion and Recommendation
Conclusion
J Sainsbury PLC’s ancient choices for preservation, asset-light extension stands at a crucial crossroads when encountering the Japanese selling market. Whereas its historic contemporary strategy of international e-commerce associations reduces political and fiscal threat, it fully fail to bring in line with the exclusive organisational realities of Japan. Japanese grocery seller is a highly-competitive, omni-channel ecosystem where customer’s faith, complex physical supply chain and the total freshness of products commands market survival. Moreover, historical proofs from the organisation’s rival such as Walmart, Tesco and Carrefour demonstrates that violent, extremely-controlled Greenfield access method lead to catastrophic worth from world’s fourth-biggest economy, the corporation must acclimatise its ancient structure without over revealing its balance sheet. 
Recommendation
Establish a Strategic Joint Project with an Indigenous Selling Giant in which it associate 50-50 with an obligatory Japanese corporation like Aeon Group to quickly avoid multifaceted delivery restrictions and again mutual entry to recognised cold-chain logistics (Aung, and Chang, 2022).  Furthermore, Deploy an Omni-channel “Store-in-Store” Model where company can avoid standalone supermarkets through embedding luxurious and heavy-margin Sainsbury’s private-label aisle such as Taste the Difference in the existing regional stores, together with anchoring them to conquer digital distribution connections such as Raketun. 
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Section 2: Reflective Account 
[bookmark: _Toc236216859][bookmark: _Toc236319117]Gibbs Reflective Cycle 
It is a strategic framework that helps individuals and corporate organisations to analyse, evaluate and learn from their experiences (Hicham, Nassera, and Karim, 2023). It consists of a six-phase framework that elaborates upon a particular event and also suggests suitable action plan. In the case of Sainsbury’s, where it wishes to expand its business in a new market, Japan, the entire research, analysis and preparation process is explained as follows: 
Description: This phase explains the overall scenario and answers important questions like what happened, where it happened and who was involved. The core objective of the assessment was to critically evaluate a new market strategy for a multinational corporation with the help of current business frameworks. The selected topic was Sainsbury’s which is the second largest grocery retailer in the United Kingdom and wishes to scale its supermarket chain in a new international market which is Japan. This is because the business value of Japan’s grocery retail market is more than $380 billion (Payment and commerce Market Intelligence, 2024). As Sainsbury’s lacks a physical presence in this nation, therefore, it is aiming to consolidate its business over here. 
The successful execution of the entire assessment was done by following a strategic approach. Firstly, I classified Sainsbury’s domestic and international market strategies by using Bartlett and Ghoshal’s matrix. After that, I explored the macro-economic factors using a PESTLE analysis and along with this, I also did a corporate asset analysis with the help of John Dunning’s Eclectic (OLI) Paradigm. Moreover, I also read about the historical preferences of the brand when it was working on scaling its business in domestic and international markets in order to identify the best entry mode for the firm. This can help in providing relevant recommendations that the brand can implement. 
Feelings: It is the second stage which deliberately explores all the thoughts that Sainsbury’s experienced during working on its expansion strategy (Salmon, and Godley, 2025). It also reflects upon how the experience impacted the organisation’s practical strategic implementations. I was feeling quite confident in the beginning because I was aware of some of the modern corporate practices. However, this feeling quickly collapsed when I researched about the Japanese market. Sometimes, I was unable to understand the tactics that Sainsbury’s can utilise while focusing on expanding its supermarket chain in Japan. This is due to the fact that Japan is a hyper fragmented, has a complex supply chain operational network and possesses diverse cultural practices. In addition to this, I was also feeling quite overwhelmed by the minimal amount of data that was available to carry out the PESTLE analysis in comparison to other East Asian countries. So to surpass this imbalance, it was important for me to divert my perspective towards proactively sorting and analysing the available fragmented data. 
Evaluation: This phase critically assesses the positive outcomes and negative consequences of the whole situation. I successfully executed business frameworks like the Bartlett and Ghoshal’s model that explained to me about the brand’s cost-efficiency challenges and local consumer preferences. Further, the OLI Paradigm reflected a misalignment between the brand ownership, and digital logistics in its home location and the new market (Welsen, and Ogasavara, 2025). In Japan, it is difficult to establish interconnected supply chain network due to regional competitors.  The main challenge that I faced during the project was to avoid getting similar answers while conducting the PESTLE analysis. So for this, I used an industry-specific filter. For example, instead of generally researching about the economic and political conditions of Japan, I searched about the cost of living, inflation rates, logistics mechanisms and consumer shopping preferences in various rural and urban locations.
As Sainsbury does not operate in Japan, there was no factual evidence available about their physical retail operations. So, due to this, I utilised proxy case studies that explained to me about the success and failures of other grocery retailers that worked on expanding their business in Japan. 
Analysis: It describes about the situation and explains why things happened the way they did. The CAGE framework defined the cultural, administrative, geographic and economic conditions of Japan, but the results were quite abstract (Ohene, 2025). However, it revealed the Japanese preference for the fresh foods, the importance of convenience stores and their opposition towards short shelf-lives. In addition, the precise analysis of the entry mode strategy necessitated a synthesis of its control and risk. Using different business theories, I identified that Sainsbury’s did not have adequate knowledge to deeply understand about Japan’s wholesale multi-tiered systems. Therefore, the firm is required to focus on Joint Ventures, Wholly Owned Subsidiaries, or exporting as this can help the brand to maintain its pricing while lowering the financial investment needed to build a prosperous business in Japan. 
Conclusion: It is the fifth stage that provides a summarised viewpoint of the entire experience. It also describes what actions the firm can take in the future with the purpose to achieve and positive workflow. The entire procedure of Sainsbury’s market strategy provided several key insights. It dictated that business frameworks are just and diagnostic tool rather than a forecasting machine. It is important for Sainsbury’s to focus on strengthening its internal strengths and converting them into a crucial asset (Colley, and Spyridonidis, 2022). Further, I understood that in order to synthesise information about a new market that has no historic physical presence of the brand, it is important to lay emphasis on key structural challenges instead of just focusing on financial accountability. Lastly, in order to successfully execute a research project, an individual needs to be skilled in aggressive filtering techniques. It means a person should know how to effectively utilise the most important information among the massive unsorted data. 
Action Plan: This phase provides a robust actionable plan for Sainsbury’s that it can utilise in the near future (Morrison, 2022). So, if I will be required to submit a similar research project in my future tasks, I will efficiently utilise several concrete steps. I will use corporate comparison in the beginning to have an idea about the structural practices employed by the brand in other global locations. I will use PESTLE and OLI analysis for understanding the new chosen market and time-boxing for academic understanding.




[bookmark: _Toc236319118]References 
Books and Journals
AlHattab, A. and Alazmi, A.A., (2026), June. A systematic review of teacher-protection laws: towards a legal framework for educator safety in Kuwait. In Frontiers in Education (Vol. 11, p. 1845789). Frontiers Media SA.
Alhiniti, Y. and Al-Madi, M.N.D., (2026). Study of the Impact of Interest Rates on Inflation, Savings, and Economic Growth: A Technical and Statistical Analysis. In Business Resilience and Business Innovation for Sustainability: The Double-Edged Role of Artificial Intelligence and Other Disruptive Technologies (pp. 2721-2731). Cham: Springer Nature Switzerland.
Anafi, B.T., (2025). SUCCESS FACTORS FOR ENTERING THE JAPANESE MARKET: A Qualitative Study on Marketing African Agricultural Products (Doctoral dissertation, Waseda University).
Armstrong, S. and Urata, S., (2023). ‘Japan First’? Economic security in a world of uncertainty. Navigating prosperity and security in East Asia, pp.87-118.
Aung, and Chang, (2022). Cold chain management. Springer Nature.
Buckley, P.J., (2022). Navigating three vectors of power: Global strategy in a world of intense competition, aggressive nation states, and antagonistic civil society. Global Strategy Journal, 12(3), pp.543-554.
Chand, K., (2026). A Review of the Economic Impact of Value Addition and Food Processing on Farmers' Income: An Extension Perspective. Journal of Experimental Agriculture International.
Chapman, R.J., (2026). Principal and Emerging Business Risks: A Practical Guide to their Significance, Identification and Management through the Lens of Process Mapping. Taylor & Francis.
Colley, J. and Spyridonidis, D., (2023). Making Decisions in a Volatile, Uncertain World. In Unprecedented Leadership: Learning to Lead in Turbulent Times (pp. 41-63). Cham: Springer International Publishing.
Felbermayr, G., Peterson, S. and Wanner, J., (2024). Trade and the environment, trade policies and environmental policies—how do they interact? Journal of Economic Surveys, (Early View), pp.1-37.
Fernie, J., (2023). Relationships in the supply chain. In Logistics and retail management insights into current practice and trends from leading experts (pp. 23-46). CRC Press.
Foroohar, R., (2023). Homecoming: The path to prosperity in a post-global world. Crown
Ghosh. et.al. (2025). Asian Citrus Industry: Growth and Sustainability. CRC Press.
Gouda, M.H.B. and Duarte-Sierra, A., (2024). An overview of low-cost approaches for the postharvest storage of fruits and vegetables for smallholders, retailers, and consumers. Horticulturae, 10(8), p.803.
Hara, Y., (2022). Changes in industrial network logics: the case of the Japanese retail industry. Journal of Business & Industrial Marketing, 37(1), pp.1-13.
Harrigan, K.R., (2026). Rise of the new conglomerates. Strategic Management Review, 7(1), pp.1-22.
Helo, P. and Thai, V.V., (2024). Logistics 4.0–digital transformation with smart connected tracking and tracing devices. International Journal of Production Economics, 275, p.109336.
Hicham, N., Nassera, H. and Karim, S., (2023). Strategic framework for leveraging artificial intelligence in future marketing decision-making. Journal of Intelligent Management Decision, 2(3), pp.139-150.
Hoan, N.T.T., (2026). Economic Diplomacy in European Developed Economies. In The Political Economy of Economic Diplomacy in Times of Pandemic: Lessons from Asia–Pacific and Europe for Vietnam (pp. 125-150). Cham: Springer Nature Switzerland.
Jaiswal, R., Gupta, S. and Tiwari, A.K., (2026). Environmental, social and governance-type investing: a multi-stakeholder machine learning analysis. Management Decision, 64(4), pp.1599-1638.
Kolhe, A., (2023). Exploring the factors constraining the adoption of multi-domestic strategy among the fast-food chains: A case study of fast-food chains in Europe (Doctoral dissertation, Dublin, National College of Ireland).
Kormakova, I., and et.al, (2023). Actual strategies for businesses penetrating foreign markets in the modern economy: Globalisation aspect. International Journal of Professional Business Review: Int. J. Prof. Bus. Rev., 8(5), p.117.
Kotabe, M.M. and Helsen, K., (2022). Global marketing management. John Wiley & Sons.
Matsumoto, T., (2022). Domestic and imported food product recalls in Japan: trend analysis and preventive measures. Sustainability, 14(13), p.7863.
Miville de Chene, K., (2023). E-commerce access to China. Available at SSRN 5172973.
Morris, S. and Oldroyd, J., (2023). International Business, International Adaptation. John Wiley & Sons.
Morrison, R., (2022). Organizational Planning and Analysis: Building the Capability to Secure Business Performance. Kogan Page Publishers.
Odeyinka, O.F. and Omoegun, O.G., (2023). Warehouse operations: An examination of traditional and automated approaches in supply chain management. In Operations management-recent advances and new perspectives. IntechOpen.
Ohene, G.B., (2025). Navigating Intercultural Market Entry Between Ghana and Hungary: A CAGE Distance Model Approach. Theory, Methodology, Practice–Review of Business and Management, 21(02), pp.3-20.
Patel, K.R., (2023). Enhancing global supply chain resilience: Effective strategies for mitigating disruptions in an interconnected world. BULLET: Jurnal Multidisiplin Ilmu, 2(1), pp.257-264.
Riany, K.G., (2026). Data-Driven Decision Making in Supply Chain Management. In Pedagogical Case Studies in Purchasing and Supply Management (pp. 365-385). Cham: Springer Nature Switzerland.
Salmon, B. and Godley, A., (2025). The Making of the Modern Supermarket: Self-service adoption in British food retailing, 1950-1975. Oxford University Press.
Thi Minh, T.N., Azmat, M. and Hadeed, R., (2026). Speed or Green? Strategic Trade-Offs in Online Delivery Options Across UK Retail and Logistics. Logistics, 10(6).
Trasberg, T., (2022). Exploring Britain’s Retail Landscape Using New Forms of Data (Doctoral dissertation, UCL (University College London)).
Welsen, M. and Ogasavara, M., (2025). Revisiting the Key Success Factors of a Sino-German Joint Venture: New Insights from the Oli-Framework and Case Study Development. Contemporary Concepts in Social and Technical Sciences, Eds. L. Sulkowski & J. Dziendziora, pp.457-481.
Yu, J., and et.al, (2022). New terahertz wave sorting technology to improve plastic containers and packaging waste recycling in Japan. Recycling, 7(5), p.66.
Online 
Food Compliance, (2026). CAA revises Food Labeling Standards. (Online). Accessed From: < https://foodcomplianceinternational.com/industry-insight/news/5912-caa-revises-food-labeling-standards> . Accessed On: 29th July, 2026. 
J Sainsbury plc (2026). Annual Report 2026 (Online). Accessed From: < https://corporate.sainsburys.co.uk/investors/annual-report-2026/>. Accessed On: 29 July, 2026. 
J Sainsbury plc (2026). How we engage with our customers (Online). Accessed From: < https://corporate.sainsburys.co.uk/sustainability/explore-by-a-z/stakeholder-engagement/how-we-engage-with-our-customers/>. Accessed On: 29 July, 2026.
J Sainsbury plc (2026). Sainsbury’s urges industry action to secure future of good food as it signs Good Food Bill (Online). Accessed From: < https://corporate.sainsburys.co.uk/news/press-releases/sainsbury-s-urges-industry-action-to-secure-future-of-good-food-as-it-signs-good-food-bill/>. Accessed On: 29 July, 2026.
Payment and commerce Market Intelligence, (2024). Exploring Ecommerce Market in Japan. (Online). Accessed From: < https://paymentscmi.com/insights/japan-ecommerce-market-data-insights/ e>. Accessed On: 29th July, 2026. 
Roberts Space Industries, (2026). HISTORY. (Online). Accessed From: <https://robertsspaceindustries.com/en/orgs/SAINS>. Accessed On: 29th July, 2026. 
Sainsbury Archive, (2026). The Story of Homebase. (Online). Accessed From: <https://www.sainsburyarchive.org.uk/story/stories/the-story-of-homebase> . Accessed On: 29th July, 2026. 
Spanou, S., (2022). Sainsbury’s Marketing Strategy: Becoming the Second-Largest Supermarket Chain in the UK. (Online). Accessed From: < http://blog.contactpigeon.com/sainsburys-marketing-strategy/> . Accessed On: 29th July, 2026. 

1

