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Executive Summary
This report focuses on the topic of strategic reviews in business, underpinned by research and observation on the business of a chosen UK business. This includes assessing the strategy of the business and the company's implementation of it in its operations as well as identifying the resources and capabilities of the business and its alignment with current business strategies. Furthermore, the report also assesses the competitive strategy of the business and how it creates an advantage over rivals, both in market performance and sustainability aspects. Lastly, the report discusses potential strategic directions for the chosen business and provides recommendations for further improvement of sustainability practices. 
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[bookmark: _Toc152867874]Introduction
Monitoring and measurement of business performance and progress is important in regard to helping growth and development. As such, strategic reviews are a good way to assess how well a business has performed against its set goals and objectives, which can allow for an optimising strategy to leverage business/marketing opportunities and adapt to the changing market environment (nibusinessinfo.co.uk, 2023). This report will conduct a strategic review of the corporate and business strategy of Sainsbury’s Plc and assess how successful it has been in implementing those strategies in its operations. Sainsbury’s is a UK-based supermarket chain which was founded in 1869 by John James Sainsbury (Forbes, 2023). Currently, it is headquartered in London, England, United Kingdom (UK), and has an extensive network of stores, with 1409 in the UK that employ around 171,000 people as of 2022 (Statista, 2023a; Sainsbury’ Plc, 2022). It also generates revenues in billions, with a total of about £29.89 billion generated through sales in 2022 (Sainsbury's, 2022).


[bookmark: _Toc152867875]Identify with evidence the key business and corporate strategies of the company.
Looking at the company’s business strategy, a big focus is on simplifying the company’s operations and fast-tracking its cost saving programmes, with the aim of improving the overall performance of the business. This includes efforts made towards improving the quality of its food products, increasing product choices, furthering innovation, and ensuring constant delivery of value to its customers. Overall, the business strategy of the company into five key categories with diverse focuses, which include – ‘Food First’, ‘Brands that Deliver’, ‘Save to Invest’, ‘Connect to Customers’ and ‘Plan to Better’. 
Food First – This strategic focus entails improving value and innovation in its food products, underpinned by providing buying benefits and lowering the cost to serve.
Brands that deliver – This strategic focus is related to its food business, which centres around its customers and profits. 
Save to invest – This strategy is aimed at lowering the operating costs of the business, for instance by lowering the investment of its food business in fuel, diversifying the savings to reduce the complexity involved and increasing the pace of operations. 
Connected to Customers – This focuses on knowing and understanding its consumers to sustain business success. 
Plant to Better – Lastly, this strategy focuses on offering its products in a way that reduces environmental impact (Sainsbury's, 2023).
Towards justifying the adoption of the current business strategies, the report has used analytical frameworks like PESTEL and SWOT analysis to assess the current state of the internal and external business environment of the company (refer to Appendix A and B). For instance, considering the current economic situation in the UK and around the world, specifically the rising cost of living due to high inflation and energy and fuel costs, which is limiting customer spending and increasing business costs, Sainsbury’s focus on lowering its cost to serve and its focus on reducing its operational costs through its ‘save to invest’ focus makes perfect sense (British Business Bank, 2023). 
Furthermore, the company can be said to be leveraging ongoing technological advancements and the shifting consumer focus to online retail changes through many of its brands now largely focusing on online sales (from the PESTEL analysis). This stands as both a requirement and an enabler for the company to pursue personalisation which is evident in its strategic focus on 'brands that deliver' and 'connected to customers'. Lastly, taking into account the current public sentiment regarding business sustainability and the environmental impact of business, the company's commitment to becoming Net Zero in its operations and reducing its environmental impact is well justified (Sainsbury's, 2023). 

[bookmark: _Toc152867876]Identify with evidence the resources and capabilities of the selected company and analyse to what extent the company has aligned its resources and capabilities to its current business/corporate strategies.
In light of the above analysis of Sainsbury's business strategy, an evaluation of its resources and capabilities in the context of assessing the company's capacity to support and sustain its current strategy is required. To this end, applying the principles of the resource-based view, the following discussion analyses the company's current tangible and intangible resources and competencies. 
Tangible
Human resources – The company has an expansive workforce with around 171,000 employees
Financial resources – In terms of financial resources, the company generated revenue of around £29,895 million and a gross profit of £2,366 million in the last 2021/22 financial year. The company’s current operating profit is £1,156 million, while its total assets can be evaluated at £26,912 million. Overall, it has substantial financial resources to finance its business strategies.
Properties/equipment – Its portfolio of physical properties, plant, and equipment are valued at £8,402 million as of FY 2021/22. 
Intangible
Brand value – The company’s brand value as of 2022 is $3.75 billion (£2.98 billion) (Statista, 2023b). 
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Figure 1: Sainsbury’s brand value from 2018-2022
(Source: Statista, 2023b)
Brand awareness – In regard to its food/grocery business, the company’s brand awareness is at 95% in the UK. Of the 95% of online grocery delivery users who know about the brand, around 41% people say that they like it (Statista, 2023c).
Patents/copyrights – The company currently has a total of 37 patents globally, out of which 20 belong to unique patent families, and 4 are active (Insights; Gate, 2023). 
[image: ]
Figure 2: Sainsbury’s active and dead patents
(Source: Insights; Gate, 2023)
Goodwill – The company’s goodwill and intangible assets are valued at $1.234 billion as of March 31, 2023 (Macrotrends, 2023). 
Below is a VRIO analysis to assess the value and significance of the resources identified above:
	Resources/
competencies
	Value
	Rare
	Imitation
	Organisation
	Competitive advantage (CA)

	Human resources 
	Yes
	No
	No
	Yes
	Comparative CA

	Financial resources 
	Yes
	No
	No
	Yes
	Comparative CA

	Properties/equipment
	Yes
	No
	No
	Yes
	Comparative CA

	Brand value 
	Yes
	Yes
	No
	Yes
	Temporary CA

	Brand awareness 
	Yes
	Yes
	No
	Yes
	Temporary CA

	Patents/copyrights 
	Yes
	Yes
	Yes
	Yes
	Sustainable CA

	Goodwill
	Yes
	Yes
	Yes
	Yes
	Sustainable CA


Table 1: VRIO analysis of Sainsbury's
(Source: Created by the learner)
Based on the above data, it is evident that the company has an extensive portfolio of resources which are definitely going to be helpful in regard to helping its business grow. Overall, considering the current business strategy of the company, it can be said the company’s resources and capabilities are well aligned to support them. For one, its expansive human resource network means it has the talent to further its marketing capabilities through the use of technology, which will help it ensure the personalisation of its product and marketing strategy. Furthermore, combined with its existing patents and copyrights, the business will surely be capable of delivering innovation in its operations, including developing new ways to save costs. Moreover, its brand value and awareness will serve to help it deliver value to a wider consumer base. 

[bookmark: _Toc152867877]Evaluate with evidence how successful the company has been in implementing selected business and corporate strategies to compete in the market and create competitive advantages over rivals.
The grocery supermarket segment is a competitive industry. As is identified through Porter's Five Forces Model (refer to Appendix C), Sainsbury's competes with three other supermarkets in the UK for market share and consumers, combinedly known as the 'Big Four'. It is therefore evident that each of these companies is constantly trying to gain a competitive advantage over its rivals. In this regard, the above VRIO analysis has served to establish that Sainsbury's patents and copyrights and its goodwill go a long way to ensure that it has some amount of competitive advantage over its rivals. However, it needs to be considered that the other businesses also have their strengths which means that Sainsbury's will need to do something different to ensure that its business is able to sustain its competitive advantage. For instance, Tesco currently leads in regard to market share with 26.9% of the UK’s overall grocery market share, followed by Sainsbury’s, Asda, and Morrisons at 14.6%, 14.1%, and 9.1% respectively (McKevitt, 2022).  
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Figure 3: Grocery market share in the UK in 2022
(Source: McKevitt, 2022)
To this end, Sainsbury’s has indeed implemented some strategies to compete with its rivals. In alignment with its core strategic focuses like 'Food First' and 'Save to Invest', which include objectives like reducing its cost to serve and operational costs, the company has adopted a "bolder" approach to value, innovation, and service. This has allowed it to fend off competition from discount supermarkets Aldi and Lidl over Christmas in 2022, who have snatched market share away from the big four supermarkets. The company has allegedly achieved this by improving its value credentials (Carroll, 2023). 
Furthermore, the company is looking to enhance both quality and low-product pricing, once again resonating with its ‘Food First' strategic focus. This has allowed the company to increase its market share by nearly 0.4 percentage points. In this regard, it is competing with discount supermarkets with its 'Aldi price Match' strategy as well as catering to customers who are trading up to premium products during the Christmas period, primarily with its ‘Taste the Difference’ range (Sutcliffe, 2023). It is also targeting its Big Four rivals like Tesco with its Nectar Prices Scheme which directly targets Tesco's Clubcard prices and covers 6,000 of Sainsbury's products. Additionally, it has also focused on innovation by introducing nearly 300 new products, with most being in its Taste the Difference range; before the Christmas period to attract customers looking for premium options (Caterlyst, 2023). Overall, it is evident that the company has implemented effective business strategies to compete in the UK supermarket segment with its rivals. 

[bookmark: _Toc152867878]Evaluate with evidence how the selected company has tried to become more competitive while taking into consideration sustainability and the environment.
Apart from competing for market share, it is also important for the business to emphasize sustainability and the environment, as it is an area where there is increasing consumer focus. Studies find that many consumers (33%) would likely opt for businesses which they find more sustainable compared to those who are not (Unilever, 2017). In light of this, it is also an area where businesses compete to gain consumer preference. The Big Four supermarkets have also made substantial investments in this area to improve their sustainability practices. For instance, Asda has in place initiatives to remove plastic from its packaging and offer clothing products made from recycled plastic. Morrisons, similarly, have committed to making all their packaging recyclable by 2025. Tesco has in place a similar initiative and has indoor plastic bottle recycling machines and avocado packaging. All in all, most of Sainsbury's competitors have several sustainability initiatives in place. 
In this regard, Sainsbury’s has its ‘Plan for Better’ strategy which tackles environmental and social challenges. In this regard, the company focuses on three areas of commitment in regard to its Planning for Better strategy. This includes ‘Better for you’, ‘Better for the planet’, and ‘Better for everyone’. In regard to the ‘Better for you’ commitment, the company is focusing on healthy and sustainable diets, to which end, the company has achieved an 85% healthy target (Sainsbury’s, 2022). On the other hand, in regard to its ‘Better for the planet’ commitment, there are several objectives that the company has focused on. This includes:
· Reduction in carbon emissions – Reducing emissions by 30% by 2030.
· Reduction in food waste – Reducing food waste by 50% by 2030.
· Reduction in packaging waste – Reducing own-brand plastic packaging by 50% by 2025.
· Increasing recycling – Expansion of circular economy across its supply chain.
· Sustainable sourcing and biodiversity – Ensuring sourcing with integrity and ensuring a net positive impact of its operations on biodiversity.
· Minimising water usage – reducing the use of water in its operations and becoming water-neutral by 2040 (Sainsbury’s, 2022).
Lastly, focusing on the ‘Better for everyone’ commitment by the company, there are several objectives which it has established, which include:
· Championing of human rights – This involves commitment to championing human rights 
· Community and partnerships – Addressing issues like food poverty and improving how everyone eats. 
· An inclusive place to work and shop – Making commitments to achieving targets of diverse representation in leadership by 2024. 
· Skills and opportunities for all – Providing apprenticeship programs for employees to support their career development.
· Animal health and welfare – Improving animal health and welfare (Sainsbury’s, 2022). 
Overall, these sustainability strategies by the business allow it to be in a competitive position in regard to sustainability and environmental efforts and initiatives among rival businesses. It is evident that the company has many initiatives, with some having achieved greater progress than others in their initiatives. As such, assessing a front-runner is difficult, but surely, it can be said that the company has made extensive efforts to be competitive in regard to sustainability and the environment. 

[bookmark: _Toc152867879]Evaluate the choices available for the company’s strategic direction in the future.
Taking from the above discussion, it is evident that the company is in a good place in terms of market position and business performance. However, ensuring sustained success requires adapting to the changing business environment. In this regard, there are number of strategic directions that the company can choose from, based on the Ansoff matrix. The Ansoff matrix is a strategic framework that provides four standard strategic direction choices to help businesses grow, which are focused on product and market strategies. This includes market penetration, market development, product development, and diversification. 
[image: Ansoff Matrix]
Figure 4: Ansoff Matrix
(Source: Nasrudin, 2023)
Market penetration – is the least risky and involves using knowledge and experience in the market along with innovative strategies to increase the share of existing products in the existing market. 
Market development – entails greater risk and involves entering a new market, for instance, a foreign market or another region, or targeting a different segment with existing products. 
Product development – involves a company's launching new products, which can be a variant of an existing product or a completely new product, which means there is the risk of acceptance from existing consumers. 
Diversification – is the riskiest strategy, as it means developing a new product for a new market or target segment, which can be two types, namely synergistic diversification and conglomerate diversification. The former strategy makes use of existing knowledge, while conglomerate diversification involves entering into entirely new markets (Nasrudin, 2023.). 
Considering the company's current market and strategy, the best option for the company would be to adopt a market development or diversification strategy. Compared to the other Big Four supermarkets, Sainsbury's does not have any operations outside of the UK. In this regard, the company should consider expanding its business to some European markets, which would allow it to access a wider consumer base and increase sales. On the other hand, it can also consider diversifying, by introducing new products in its portfolio in new markets. In this regard, synergistic diversification is more likely to align with its business. An option in this regard is to relaunch its network operator business which the company ceased some years ago. It will allow for catering to a larger market and become more competitive. 
In regard to further sustainability practices that can help improve the company's sustainability proposition and develop a competitive advantage, below are some recommendations:
· Engaging in social responsibility and voluntary activities
· Furthering employee well-being practices
· Leveraging strategic partnerships with charities and non-government organisations to make impactful changes (Idhola, 2023)

[bookmark: _Toc152867880]Conclusion
Overall, the above discussion provides a comprehensive strategic review of Sainsbury's strategic choices and performance. This included a discussion of its current strategies and their implementation in its operations. Also, the resources and capabilities of the business have been discussed in regard to their alignment with its strategy. Its competitive strategy both in regard to market performance and sustainability has been discussed as well, alongside recommendations for future strategic direction and improved sustainability performance.  
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[bookmark: _Toc152867883]Appendix A – PESTEL analysis
	Factors
	Description

	Political 
	· Political stability – 0.48 (The Global Economy, 2023)
· Corruption Perceptions Index – 73/100 (Transparency.org, 2023)

	Economic
	· Inflation (Consumer Prices Index) – 4.6% in October 2023
· Soaring energy, fuel, and food prices 
· Rising cost of living (Francis-Devine et al., 2023)

	Social
	· Consumer behaviour shifting to online shopping
· Focus on suitability

	Technological 
	· Digital transformation in business
· Use of artificial intelligence (AI), big data analytics, augmented, and so on for improving consumer personalisation and experience (The Telegraph, 2018).

	Environmental
	· Increasing stakeholder focus on sustainability and impact on business activity on environment (HSBC UK, 2020)

	Legal 
	· Compliance with tax and employment law in the UK


[bookmark: _Toc152867884]Appendix B – SWOT analysis
	Strengths
	Weaknesses

	· An extensive business network (Statista, 2023a)
· Huge employee base (Sainsbury’s, 2022)
· Great finances and assets (Sainsbury’s, 2022)
· High brand awareness (Statista, 2023c)

	· No presence outside of UK
· Lack of distinct price identity

	Opportunities
	Threats

	· Number of potential foreign markets to expand
· Huge online opportunities
	· Threat of competition 
· Threat of new entrants in the business
· Inflation






[bookmark: _Toc152867885]Appendix C – Porter’s Five Forces Analysis
Threat of competition – There are a number of competitors in the UK supermarket segment, with Sainsbury's biggest competitors being the other members of the 'Big Four' – Tesco, Asda, and Morrisons, alongside discount supermarkets Aldi and Lidl (Statista, 2023d). hence, the threat of competition is high. 
The threat of new entrants – The UK retail sector has a very low barrier to entry and there is great demand as well, which makes the threat of new entrants high.
Threat of substitutes – Because of innovation and competition, the threat of substitutes is high. 
Bargaining power of consumers – With a number of options available to customers, the bargaining power of consumers is high. 
Bargaining power of suppliers – The number of suppliers, in the UK and outside makes the bargaining power of suppliers low. 
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