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Executive Summary
The study has selected Sainsbury as an effective retail organisation, and the brand is determined to expand operations in Italy. PESTLE, Porter Five Forces and competitors analysis framework has been implemented to analyse the external environment of the organisations and it current competitive landscape. The following report has analysed the vital role of strategic development within companies like Sainsbury's for expediting further optimum growth. This has been attained by incorporating robust frameworks for dissecting a sustainable path, which has proved to be useful for the company to experience long-term expansion in ethics, along with innovative and environmentally responsible practices and have been discussed.  
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[bookmark: _Toc214045572]Introduction
International business expansion is supportive of strategic business growth and the development of a global reputation for a business in the long run. The organisations must analyse the target market environment and the target customers before entering a new market to avoid operational financial risks (Thach et al., 2021). This study has selected Sainsbury, a larger retail organisation, for identifying international market expansion opportunities in Italy. The retail business environment of Italy will be evaluated for understanding the core business growth and development opportunities and analysing the threats for effective business expansions. Strategic plans will be formulated for the successful business expansion of Sainsbury in Italy. Moreover, frameworks will be suggested for evaluating the organisational performance and success of the international expansion of Sainsbury.


[bookmark: _Toc214045573]Selection of Organisation and Target Market
[bookmark: _Toc214045574]Justification for selecting Sainsbury
Sainsbury's is one of the UK’s largest and resilient retail organisations. This brand has a strong competitive position in the retail market, and the company has potential capabilities for effective international market expansions. Supermarket, convenience outlets and online grocery stores have been effectively included under the operational facilities of Sainsburys (Sainsburys, 2024). Sainsbury’s strong supply chain activities and effective relationship with the suppliers will be effective in creating a smooth and seamless shopping experience for the consumers. Effective supply chain management is crucial to maintaining the flow of products and supplies while expanding a brand in the international market. Annual revenue and sales growth of Sainsbury have provided the organisation with the desired financial stability and strong organisational performance under the label of private retail organisation.
 Moreover, secured strategic directions of Sainsbury to support its international business expansion initiatives. The company has maintained the stream of financial and resource investment in digital development, product and service quality enhancement, and innovation opportunities. The strategic financial and organisational resource management has made this organisation most fit for strategic international expansion. As per the statement of Cao et al. (2025), UK retail consumers are more attracted to convenience service, sustainable products and price-effective brands. Hence, international expansion to a new market will also be supportive of the product and service diversification of Sainsbury's. The retail grocery market of the UK is already saturated with key players such as Unilever, Tesco and other leading retail organisations, and it has increased the market competition. In this context, Sainsbury will find new business opportunities by expanding its market into a new international market. In short, Sainsbury has been selected as an organisation for international expansion as the company has sufficient human and financial resources for entering a new foreign market and grand better market expansion opportunities. 
[bookmark: _Toc214045575]Justification for selecting Italy as the target market
The grocery retail environment of Italy is expanding as a large and dynamic business sector with continuously growing customer demands. The value of Italy’s Grocery market is approximately €135 billion, and it is the largest grocery market among other European markets (Savills, 2025). High demand and growth in customer numbers have created multiple market opportunities, irrespective of its financial and budgetary challenges. Efficient scalability and resilience of the Italian grocery retail market have made nit business environment supportive for a new market entrant. The Retail grocery market of Italy includes supermarkets, retail stores, discounters, hypermarkets and convenience stores. This diverse retail landscape of Italy has thus created multiple business expansion opportunities for Sainsbury's. Hence, the Italian retail market will be the best fit for this larger retail organisation to establish its brand in the new market structure. The multi-structured retail management facilities of Sainsbury would find better business opportunities in the Italian market, as the diverse market segment will maintain the demand for affordable and diverse retail products. 
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Figure 1: The retail market of Italy
(Source: Savills, 2025)
The purchasing behaviours of the Italian customers are constantly changing with the growth of digitalisation and rapid globalisation of the retail market. The customers are more attracted to the sustainable products and services that are effective for developing a better future. In this situation, Sainabury’s high-quality products with its sustainable agendas will be most appropriate to target the new Italian customers and provide better brand development opportunities. 30% in sales has been perceived in the packaged sales in Italy (Savills, 2025). This will eventually create better revenue growth opportunities and sales boosting factors. In short, the overall global retail market is shifting towards the private label packaged goods production and consumption. This change in market structure will definitely support Sainsbury in developing a successful market in Italy with the existing products and services.
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[bookmark: _Toc214045577]Analysis of macro environmental factors
Segmentation
	Market dimensions 
	Description 

	Geographic 
	· Northern Italy for wealthier customers and high customer density
· Southern Italy for price-sensitive customers

	Demographic 
	· Families, working professionals, retirees

	Behavioural 
	· Frequent grocery buyers, health-oriented shoppers, online shoppers

	Psychographic 
	· Value seekers, quality-conscious, sustainability-conscious


Table 1: Market segmentation of the Italian retail industry
(Source: Created by the learner)
 The above table has depicted the general retail industry environment of Italy and the demographic, geographic, behavioural and psychographic aspects of the current retail market. Both the Northern and Southern areas of Italy will be profitable for Sainsbury's due to their high population density and customer demands. Families, working professionals and students are the effective customers of a retail organisataion (Lenning et al., 2023). Sainsbury will mainly target the customers who prefer sustainable products at an affordable price.
Targeting
Sainsbury’s could target urban families and working professionals in northern Italy with middle-to-upper-income. The customer who values quality fresh food and prefers online grocery shopping will be the main target audience for this brand to enter the new grocery market of Italy. As per the agreement of Lubis and Muniapan (2024), the target market and customer selection are important for international business expansion, as this helps set the core business operation management strategies in the new market.
Positioning
Brand positioning needs to be analysed for understanding the competitive landscape of an organisation in the foreign market and creating its own unique value propositions (Islami et al., 2024). Sainsbury will position the brand with a brand image of a premium but affordable brand while providing the customer with high-quality products and services. The company will have to face competition from both small retail stores and established large retail organisations such as Conad, Selex and Coop Italia.
Industry environment 
	Factors
	Descriptions
	Impact

	Political 
	· Italy is a stable EU democracy, a member of the EU, with pro-business trade policies
	Positive 

	Economic 
	· Approximately €135 bn turnover in the Italian Retail market (Savills, 2025)
· Moderate GDP growth
· Cost pressure due to inflation
	Mixed

	Social 
	· Fresh produce, regional food culture are prioritised by cost-conscious Italian customers (Ice, 2023)
	Positive 

	Technological 
	· Rising adoption of e-commerce and online grocery market €4.6 bn in 2024 (Esmmagazine, 2024)
	Positive 

	Legal 
	· EU regulations for food safety and labour management 
	Negative 

	Environmental 
	· Demand for sustainable packaging & local sourcing (Researchandmarkets, 2024)
	Positive 


Table 2: PESTLE analysis
(Source: Created by the learner)
The above PESTLE analysis has projected the external environment of the Italian retail industry and its current market trends. Italy has secured membership in the EU, and the regulatory framework has helped to maintain strategic investment in business organisations. This will help o maintain ethical supply chain management activities of Sainsbury and avoid the Geopolitical market risk for successful foreign market entry. The larger grocery market of Italy will create more opportunities for strategic business expansion of Sainsbury. Economic volatility of a market and slow GDP is a challenge for potential business growth and development (Chikwira and Mohammed, 2023). The Italian customers have preferred sustainable grocery products, and this will help to create better market opportunities for Sainsbury with its diversified product profile.
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Figure 2: Grocery retail volume in Italy
(Source: Savills, 2025)
The rise of online grocery shopping tendencies will help Sainsbury to create a new customer base in both the offline and online retail grocery market. Integration of advanced technologies for retail operational management might p[provide better competitive advantages in a highly competitive market (Adewusi et al., 2024). On the other hand, Sainsbury could face higher operational costs for maintaining compliance with EU and Italian-specific food, labour, and packaging regulations could raise costs. However, market expansion in Italy can be successful for Sainsbury with its sustainable products management and packaging strategies.
[bookmark: _Toc214045578]Evaluation of the competitive landscape
	Force
	Power
	Description

	Threat of new entrants
	Moderate
	High capital required, but a fragmented market gives potential

	Bargaining power of suppliers
	Moderate
	Many small and local food producers, but large chains get scale

	Bargaining power of buyers
	High
	Italian consumers are price-sensitive, and many options

	Threat of substitutes
	Moderate
	Traditional open markets, local speciality shops, and e-commerce

	Industry rivalry
	High
	Fragmented but dominated by strong local players plus discount chains



Table 3: Porter’s five forces analysis
(Source: Created by the learner)
Porter’s five forces analysis has been implemented in this study to understand the current external market environment of the Italian retail industry and its competitive landscape. Entering the new market requires high investments of resources and strategic planning to tackle the existing competition (Tyukhtenko et al., 2024). Threat of new entrants is moderate for Sainsbury, a most of the retail companies have lacked in efficient financial investments and product management. Availability of multiple suppliers has created moderate power of suppliers in the Italian retail market, and Sainsbury will have to focus more on developing an efficient relationship with the suppliers for strong brand management.
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Figure 3: Growing demand in the Italian retail sector
(Source: Savills, 2025)
 The price-sensitive buyers of the Italian retail industry will definitely prefer a company that can provide premium quality services and products with sustainability. Effective advertisement about the core value propositions of a brand is effective to make better customer engagement and create developmental strategies in a foreign market (Katkov, 2025). Product substitution is a higher threat in the retail industry, as there are numerous retail companies offering the same products with different varieties. Improvement in product quality and brand reputation management will help Sainsbury to improve its services in the new retail market of Italy.
	Competitor
	Future objectives
	Current strategies
	Assumptions
	Capabilities

	Sainsbury 
	Expand digital retail and strengthen the value proposition while improving sustainability.
	Invests in online fulfilment, Nectar loyalty programme, and price-matching initiatives.
	Believes customers prioritise value, convenience, and trusted own-brand products.
	Strong supply chain, diverse store network, and established online delivery infrastructure.

	Conad
	Maintain its leadership; expand store network
	Local cooperative model, strong regional presence
	Consumers prefer a local, cooperative format
	Very deep national network, local sourcing

	Coop Italia
	Increase market share and digital presence
	Cooperative stores, sustainability focus
	Shoppers care about sustainability and community
	Strong brand, strong supply chain, local goodwill

	Lidl Italia
	Expand footprint & low-cost model
	Discounters, aggressive store growth
	Price remains the most important factor for many buyers
	Highly efficient supply chain, scale purchasing


Table 4: competitor analysis
(Source: Created by the learner)
Conad, Coop Italia and the Italian branch of Lidl have been identified as the most potential and challenging competitors of Sainsbury for expanding its business in Italy. The Italian Grocery brand has its roots in multiple regions of the country, and it will create a challenge for this foreign organisation to set its business activities. Sainsbury will have to focus on effective product differentiation strategies to gain better customer attention and competitive advantages. However, competitor analysis has been helpful to identify the existing key players of a new market and create product and service differentiation strategies for the long-term growth and successful development (Abubakar et al., 2024).
[bookmark: _Toc214045579]Projected threats and opportunities
Opportunities 
· Digital/grocery online growth: Sainsbury’s can scale its online and rapid-delivery “OnDemand” model with the high demand for online grocery services in Italy.
· Private-label expansion: Sainsbury’s own-brand expertise can attract the price-conscious consumers as private-label shares of the grocery stores have increased by approximately 30% for packaged goods (Savills, 2025).
· Sustainability positioning: Sainsbury’s sustainability record in its packaging can be positive in Italy’s increasingly eco-aware market and price-conscious customers.
· Fragmented market: Sainsbury’s can create an effective partnership with the small and medium-sized businesses and focus on brand reputation development. High availability of small retail companies will create greater opportunities for the international business expansion of this organisation.
Threats 
· Regulatory burden: Compliance with EU and country-specific labour, packaging, and food-safety laws can increase operational costs (Zaharia et al., 2021).
· Strong local competition: The Italian retail grocery market is already dominated by the pre-existing home and foreign brands, and this has created a high competitive force in the current market situation.
· Cultural adaptation: Italian consumers are loyal to local food traditions and may resist a foreign chain unless Sainsbury adapts to local tastes.
· Margin pressure: Price sensitivity in Italy and the cost of building supply chain, logistics, and stores may reduce the initial profitability.
[bookmark: _Toc214045580]Critical evolution of analytical tools
Market analytical tools have been effective in understanding the current market situations and the external industrial factors for effective business growth in a new market. STP analysis has been effective for examining the demographic, psychographic, behavioural and geographic position of the Italian retail market and critically evaluating brand positioning and target customers of Sainsbury’s. As commented by Olaleye et al.(2024), analytical frameworks are implemented to analyse the market potential and create better growth opportunities for a business. Similarly, PESTLE and Porter’s five forces analysis mainly depict the current socio-economic and competitive landscape of the Italian grocery retail sector. As per the argument of Madanchian (2024), the faster changing nature of the retail industry is challenging to create effective and accurate market forecasting and develop essential business development strategies. However, these analytical frameworks have provided relevant and authentic resources for better market penetration of Sainsbury’s in the highly competitive market structure of the Italian retail sector.
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[bookmark: _Toc214045582]Resource-Based Model
As stated by Weigel and Hiebl (2023), in the segment of the resource-based model, it is termed to be effective in terms of enabling the organisations to stay ethical in the context of delivering sustainable outcomes that are required for gaining a competitive advantage. This is because it stands to be essential for companies like Sainsbury’s to set up its benchmark by providing a robust identification of the exceptional assets that at times can be challenging for getting exploit within the Italian market. It can be stated that these types of assets depend on significant elements such as proprietary technology, along with innovative products and robust branding, for harnessing complete operational excellence. Standing to be ethical, this not only enables Sainsbury’s to maintain an acute reputation but at the same time it also allows it to stay competitive within the relevant industry by offering environmentally friendly solutions. As a result, this remains a vital aspect in the context of serving with valuable resources in the realms of Italian market and satisfying the needs and preferences of the consumers. As per Global Data (2023), the global retail market is found to be EUR410.3 billion in the fiscal year and is expected to rise by 2% from the financial year 2022 to 2027. In addition to this, posing with technological adaptabilities like the dependency on the advanced technologies is followed by robust manufacturing processes and innovative formulation. This is standing to be enigmatic in order to meet the ongoing tastes and preferences of the consumers, thus satisfying them to their core (Weigel and Hiebl, 2023). 
As opined by Ren et al. (2023), staying expertise with the eco-friendly development of the products has the power to differentiate them from their competitors. Within the existing supply chain management, that are often characterised by the integration of flexibility and efficiency. It has been termed to be effective in terms of being aligned with local suppliers and minimising the rate of costs and lead times. Moreover, it is a widely accepted fact that by resisting the organisational capabilities, such as improving the research and development for yield justifiable outcomes. Through the lens of the organisational capabilities generated with sustainable customer service, has the possibility to get aligned with the tastes and preferences of green Italian consumers by generating influence with the successful nuances. Therefore, with the construction of local partnerships and upscaling the understanding have been merged the regional segments for capitalising its position, leading to the betterment of the organisation (Renet al., 2023). 
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Figure 4: Resource-Based Model
(Source: Ren et al., 2023)
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As per Nicolaset al. (2026), the implementation of the IO model tends to be beneficial for the company's like Sainsbury’s business domain in order to provide a competitive advantage within the primary teaching terminal of the external industry factors instead of the internal resources. Focusing on this type of dependency not only requires the proper knowledge about the structure of the industry, but at the same time, it also provides proper market dynamics and strategic and financial positioning within the competitive infrastructure. In the case of successful expansion through the model is truly beneficial for providing a robust analysis of the market segments in the space attractiveness and tailoring its entry strategies accordingly. It is a widely accepted fact that the market of retail market in Italy is usually characterised by the rising demand that is given by the increasing health awareness, followed by regulating standards and environment and concern (Nicolas et al., 2026). 
As stated by Sugimori et al. (2022), the recent behind this is that due to the exhibition of moderate to high competition with the established local players and international brands that are reputed for their production services often vying for a proper market share. However, the entry barriers, which consider the regulatory compliance followed by distribution channels and consumer loyalty to the existing brand, prove to be effective in elevating the chances of Eco-friendly and innovative solutions presenting with optimal opportunities for differentiation. Moreover, it can be noted that the application of the model in the company is very relevant. This aids in providing a complete assessment ofthe industry attractiveness for generating sustainable results and maintaining a reputation within the relevant industry. Thus, it can be stated that proposing with a strong value proposition and managing the industry rivalry often demands with proposed strategy which are used for scaling their production services to meet the ongoing demands and preferences of the consumers (Sugimori et al.,2022).
 As a result, this tends to be true for the company to position itself to capitalise on the latest industry opportunities and serve with innovative and environmentally sustainable services toalign with the regulatory trends. Furthermore, the development of strategic analysis has served to be essential for leveraging the industry's specific knowledge and helping to minimise the chances of entry risk and putting more focus on niche segments for delivery with a competitive edge (Li, Ren and Yang, 2021).
[bookmark: _Toc214045584]SWOT Analysis
The implementation of sport analysis is considered effective for companies since theories and it allows for analysing the internal environment, such as strengths and weaknesses, and at the same time examines the external environment, like opportunities and threats, in a mediating manner.
Strengths: In terms of strength, it is found that the company features a robust reputation for high-quality and eco-friendly products that are better by strong research and development capabilities. The second strength refers to the global experience of the company that nurtures valuable inside for staying sustainable within the international market and complying with the ethical guidelines of Italy to increase environmental regulations and consumer preferences (Abumalloh et al., 2024).
Weaknesses: The second factor is the weakness under which Sainsbury’s encounters limited local market knowledge and brand recognition in Italy, which can be challenging for the company to maintain its strategic and financial position. In addition to this, the second threat refers to the high cost of the products that are associated with international logistics. Following compliance and localisation efficiency, which often signifies ongoing issues that also need to be identified in the initial stages, and they need to be resolved by ethical strategies for replicating with sustainable results (Daruvuri, 2022).
Opportunities: In the context of external environment analysis, focusing and opportunities tends to be a vital point in which Italy's emerging market is truly expanding in a coherent manner because of the rising level in the health segment and observing the ageing population needs. It tends to increase the chances of sustainable products, which also stands to be another beneficial point for the company to generate with positive outcomes. Second opportunity highlights the rise of eco-conscious consumers and regulatory pressure management for the construction of a favourable environment for the company in terms of differentiating its product portfolios. This kind of opportunity is achieved by building trustworthiness the collaboration with the local distributor and actively participating in industry trade shows and targeted marketing campaigns, which can help to accelerate the overall awareness rate of the brand (Raoet al.,2021).
Threats: Talking about threats, the first one signifies high adrenaline competition from the established local and international brands, which place in the segment on price wars and quality of the brand that needs to be understood and acted accordingly. The second threat refers to regulatory hurdles and import tariffs, which tend to increase the operational cost. Economic fluctuations are another trade that cannot be ignored, which often hamper the political stability, while the expansion of the company results in a slowing of the market acceptance.
[bookmark: _Toc214045585]Ansoff Matrix
In order to achieve successful expansion for a company like Sainsbury’s within Italy, the application of the ends of the matrix needs to be applied holistically. Passing through mediating factors like market penetrations, is present along with the development of the product, followed by market development and diversification. 
Market Penetration: As per Achumie et al. (2022), firstly, regarding market penetration, it is observed that the rising sales of the existing product within Italy's current market is to be achieved by the integration of aggressive marketing, followed by promotional campaigns and the successful establishment of the relationship with the local distributors. At the same time, posing with incentive or loyalty programs has the power to enhance the market share within the existing clients, such as hospitals or cleaning companies and ensures that it remains suitable for gaining quick footholds and raising the brand visibility rates.
Product Development: According to Akram et al. (2021), the second factor is the development of the product, which introduces fresh and updated products that Taylor to Italian preferences, such as eco-friendly services along smart solutions and culturally preferred packaging. It also involves robust investment in research and development for the application of innovative compliant products is local environmental standards and to facilitate the attention of the large array of consumers for successfully differentiating the brand.
Market Development: As cited by Har et al. (2022), in the course of the third factor, that is market development, which serves to be of paramount importance, focus is on complete expansion within the regional markets within Italy, specifically highlighting the northern industrial zones or under-reserved rural areas that can fascinate the customer base. Here it is to be noted that the company needs to focus on effective consideration of targeting the specific sectors, such as health care or hospitality, where its role is termed to be pivotal and demanding for advanced solutions, which results in generating sustainable outcomes for the company. 
Diversification: As opined by He, Miao and Qureshi (2022), similarly, the fourth factor, which is diversification, is considered to be an elemental state that is observed for determining the long-term success of the company with regard to exhibiting the retail sectors or a smart, high-level management system. By leveraging the animated modes of diversification, it minimises the rates of dependency on a single market segment and can open the doors to sustainable revenue streams and minimise the chances of high risk to generate substantial investments. Therefore, this can be highlighted that by focusing on this type of modem, the company shows and of for rendering successful expansion in the new regions and sectors. This helps in promoting strategic flexibility and allowing the company to get a line with the market conditions for the construction of a competitive advantage and ensuring sustainable growth in Italy.
[bookmark: _Toc214045586]Performance Evaluation Framework
As stated by Andersson et al. (2022), the following section provides a nuanced understanding by providing a detailed analysis of the performance evaluations that are termed to the field of the relative industry. Additionally, the selection of the right type of performance evaluation framework is expected to be crucial, as it sheds light on the significance of the environment along with social and economic impacts. Now this can be better understood through the incorporation of Triple Bottom Line theory, that are used to emphasise by undermining the three essential factors, such as environmental along withsocial and economic scales, for impacting on adhering to sustainability and performance. Here, it has been noted that the first factor, that is, environmental, depends intricately on the development of the product, followed by minimising the chances of carbon footprint and managing the waste within the company. This can be stated that it not only has the potential to stay more effective with the environmental regulations but at the same time helps to strengthen the overall image and identity of the brand, which in turn aids in meeting the regulatory standards.
The next faction that is termed to be beneficial highlights the intricacies of the evaluation of the community engagement along with balancing the overall welfare of the employees and maintaining trustworthy relationships with the essential stakeholders for determining fruitful outcomes. As a result, the construction of the positive social impact has the power the embrace the brand reputation and supplement with long-term growth. It is a widely accepted fact that the type of factor resonates with the precise implementation and monitoring setting the benchmark for the company from understanding the key performance indicators (Moshood et al.,2022). 
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Figure 5: Triple Bottom Line Theory
(Source: Moshoodet al., 2022)
As per De Giovanni (2023), regularly observing the performance metrics allows for timely adjustments and thus involves the use of the dashboards, which are applied in a meticulous sense for visualising with a progressive path leading to the betterment of the organisation. Additionally, setting up switch feedback mechanisms involves frontline staff workers and partners for ensuring acute adjustments and consistency in overall development within the organisational settings. Featuring success metrics is often consisted of the attaining of predicting the sales targets and thus developing them. It also involves satisfying the customers to their core and setting benchmarks for shedding with positive light on the environment. This can be stated that it in turn, helps in conglomerating with the overall engagement scores. Measuring with ethical grand recognition stands to be another focal point that tends to align with the overarching perceptions of the necessary stakeholders. Therefore, it stands to be true for the company to be established within the riding market to nurture valuable insights for delivering sustainable outcomes (Liute and De Giacomo,2022). 
As per Sainsbury's Sustainability Update Report (2020), the motive of the company highlights that they will attain net zero emissions by the end of the year 2040 and successfully align with the overall sustainability initiatives. In other words, the company is coming up with effective investments of £1billion for the next 20 years to achieve sustainable results. Aligning with the highest ambitions of the Paris Climate Change Agreement stands to be a significant point for Sainsbury’s for mitigating the percentage of carbon emissions with sophisticated food waste management, catering with environmentally friendly plastic packaging solutions. From the financial year that is 2018/2019,  it was notable that the company announced that they lowered the rate of greenhouse gas emissions in their operations to 818.161 tCO2e. Now, this stands to be a vital point that over the years, the company has truly worked hard in limiting the emissions found to be 14% in the same fiscal year (Sainsbury's Sustainability Update Report, 2020).
According to GlobalData (2022), through the analysis of the latest market patterns that the company have been termed to be iconic for cracking the code in attracting a large array of consumer on a global perspectives, Now this includes that as when majority of the consumer are tempted to be female accounting to about 56.9%, this sets the stage for the company to nurture with the robust investment in its overall value proposition while getting contrasted with Aldi made thus getting matched with enterprise propositions. This can be stated that the company welcomes with the company to welcome with more than 180 fresh products for getting appealto the consumers. The company operates with a diversified range of products that are used to incur sophisticated outcomes and thus render effective results in terms of contributing sustaining the betterment of the organisation. Another data supported that the company has truly gained £854 million after expiring with the loss of £164million in the financial year 2021. From overcoming the loss the company has sustained, with stable growth by a rate of 3.4% on an annual basis. Also, from the angler report, it has been estimated that the company proposed to be equitable and underlying with profit and thus generating a profit-before-tax of £730 million in the fiscal year 2021 and 2022.  Therefore, this has entailed the organisation to comply with the environmental guidelines and thus meet the choices and preferences of the environmentally conscious consumers for adhering to successful expansion in countries like Italy (GlobalData, 2022). 


[bookmark: _Toc214045587]Conclusion
It has been concluded that the current business environment of the Italian grocery retail industry has created multiple growth opportunities for the business expansion of Sainsbury’s. High customer demands and the growth of online retail sales might be helpful for the establishment of a successful retail business. High market competition and regulatory challenges have been the most challenging threats for Sainsbury’s. The market entry plan has suggested the organisation for a product and service differentiation strategy. In short, it can be said that Sainsbury’s business expansion in the Italian market will be successful with a diversified product and service range and digitalised operation management process.
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