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Implementation and Control
Sainsbury’s implementation plan should be delivered over 12 months and should focus on increasing sales through value, quality, loyalty and convenience. This fits with Sainsbury’s wider “Next Level Sainsbury’s” strategy, which prioritises food leadership, stronger loyalty, growth through Argos, and reinvestment into the customer offer (J Sainsbury plc, 2025). 
During months 1–3, Sainsbury’s should focus on campaign planning and customer targeting. The main target groups should be value-conscious families, regular Nectar users, health-focused shoppers and convenience-led online customers. Marketing messages should be consistent across stores, the Nectar app, email marketing, social media, online grocery pages and in-store point-of-sale displays. Nectar should be central to implementation because loyalty pricing and personalised offers have become important tools for encouraging repeat purchasing and improving customer value perception (J Sainsbury plc, 2026). 
During months 4–8, Sainsbury’s should implement the campaign across stores and digital channels. In-store activity should promote fresh food, own-brand ranges, Taste the Difference products, meal deals and Aldi Price Match items. Online activity should include personalised product recommendations, recipe-based bundles and targeted Nectar offers. Store managers should ensure that promotional displays, product availability and staff knowledge are consistent, as poor execution could weaken the effectiveness of the campaign. This is particularly important in grocery retailing because customer satisfaction depends not only on price, but also on availability, convenience and service quality.
During months 9–12, Sainsbury’s should review performance and adjust the campaign based on sales data, Nectar engagement, customer feedback and online behaviour. Control should be based on a balanced scorecard approach, as this allows the business to measure both financial and non-financial performance, including customer, internal process, and learning and growth outcomes (Kaplan and Norton, 1992; Kaplan, 2010). 

	Perspective 
	KPI
	Control method

	Financial 
	Sales growth, average basket value, marketing ROI
	Monthly campaign performance review

	Customer
	Nectar engagement, repeat purchases, customer satisfaction
	Loyalty data and customer surveys

	Internal process
	Stock availability, online conversion, delivery reliability
	Weekly store and online performance checks

	Learning and growth
	Staff training, service quality
	Training records and service feedback

	Sustainability 
	Food waste reduction, healthier product sales
	Review against Plan for Better targets



Corrective action should be taken if KPIs are not achieved. For example, weak Nectar engagement would require simpler and more visible offers, while low stock availability would require improved forecasting and store-level monitoring. Overall, this implementation and control plan would help Sainsbury’s increase sales while maintaining its positioning around value, quality, convenience and customer loyalty.
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