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Abstract
The dissertation assesses the effects of economic and political conditions relating to the UK cost-of-living crisis on consumer behaviour and interest in the value marketing propositions at Sainsbury. It is based on the background of a long-term inflationary phase, wage stagnation, post-Brexit disruptions in the trade, and increased energy and food prices, all of which have collectively altered the household buying habits in the UK grocery industry. The study is based on a positivist philosophy, which is a deductive research approach and mono-quantitative methodology based on primary data gathered using a structured survey with 100 customers of Sainsbury in the UK. The data were statistically analyzed through SPSS which entailed the descriptive statistics, correlation analysis, regression analysis and ANOVA to determine the relationship between economic and political pressures and consumer participation in value based programs like price matching, own-label products and loyalty programs. The results indicate that the role of economic forces, especially the inflation rate and the decline of the real income, has a greater and more direct effect on the consumer buying behaviour in comparison with the political factors. This study makes a theoretical contribution by extending cost-of-living and consumer behaviour literature through the integration of price sensitivity, perceived value, and behavioural adaptation within the UK hospitality context. It empirically validates how economic pressure reshapes consumer decision-making beyond traditional demand models. Practically, the findings provide actionable insights for UK hospitality managers, highlighting adaptive pricing, value-oriented service design, and cost-efficient operational strategies to sustain customer retention during prolonged economic uncertainty.
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[bookmark: _Toc220769623][bookmark: _Toc220769787]Chapter 1: Introduction
[bookmark: _Toc220769624][bookmark: _Toc220769788]1.1 Introduction
The introduction chapter starts with introducing the research topic, which intends to understand the UK economic and political factors that are responsible for the rising cost-of-living crisis, and its influence on consumer purchasing intent for Sainsbury's products. This chapter first accesses the current background information regarding the research topic, identifies the problem statement and finds the research aim, objectives and questions. These are important to set the guidance to perform the overall research properly and to obtain quality research results. This chapter also outlines the research methodology and structure of the dissertation to maintain clear and structured research outcomes. 
[bookmark: _Toc220769789][bookmark: _Toc220769625]1.2 Background
In the UK, the rising cost-of-living crisis during the 2021-2022 period significantly affected the normal lifestyle, affecting the affordability of goods and services that influenced the consumer’s purchasing behaviour (Jackson et al., 2023). In October 2022, the inflation rose to 11.1%, which was the highest in the last 41 years, increasing the operational cost of the retail organisations, including Sainsbury’s and also affected the food product purchasing intent of the consumers (Devine et al., 2024).
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[bookmark: _Toc219397619][bookmark: _Toc220769626][bookmark: _Toc219389075]Figure 1.1: UK consumer price increase level
(Source: Devine et al., 2024)
In the UK, the consumer price index increased by over 20.8% in the last three months, increasing the complexity for customers to purchase essential retail products and maintain a normal, healthy lifestyle (Devine et al., 2024). COVID-19 pandemic, supply chain disruption and Brexit situation are some of the main causes that significantly increased the cost-of-living crisis in the UK. Additionally, Rojas-Reyes, Rivera-Cadavid and Peña-Orozco (2024) argued that the rising demand for food retail products and the lack of supply significantly create bottlenecks and increase the product cost. Thus, considering increasing economic and regulatory challenges, this research needs to conduct an in-depth research to promote better solutions for Sainsbury’s to promote a value proposition to enhance sales during this crisis and maintain business profitability. 
[bookmark: _Toc220769627][bookmark: _Toc220769790]1.3 Research Problem
The increasing political pressure, inflation, and COVID-19  altogether increase the complexity for the UK consumers to survive effectively and maintain a normal lifestyle. The changing consumers’ preferences fund food products, preferring local food labels, impacted the business profitability of the retail supermarkets like Sainsbury's. Das, Sarkar and Debroy (2022) argued that after the COVID-19 pandemic, the consumer’s behaviour for product purchase has shifted from physical store visit to online e-commerce purchase. Additionally, preferring low-price products with high quality became a normal behaviour for most UK consumers. Considering all these challenges, Sainsbury's is facing a problem in maintaining an effective value proposition that fulfils the customer’s demand and also ensures significant business profitability (Gilbert and Jackaria, 2002). Apart from this, the ring inflation decreases the operating cost of the retail organisations. This case, offering low-priced products, also became challenging for Sainsbury's in the UK market. Thus, considering all these challenges, this study intends to find suitable value propositions and marketing approaches that can help Sainsbury's to attract customers during the cost-of-living crisis and ensure business profitability. 
[bookmark: _Toc220769791][bookmark: _Toc220769628]1.4 Research Aim, Objective and Questions
Aim
The research aims to evaluate the political and economic factors associated with the cost-of-living crisis that influence UK consumer food product purchasing behaviour to suggest better value marketing propositions for Sainsbury’s business growth. 
Objectives
· To examine the overall economic and political pressures affecting UK consumers during the cost-of-living crisis.
· To analyse how these economic and political pressures influence consumer behaviour and purchasing decisions within the UK grocery sector.
· To evaluate the impact of economic and political pressures on consumer engagement with Sainsbury’s value marketing propositions.
· To propose strategic recommendations for Sainsbury’s to enhance its value marketing and better support consumers during periods of economic pressure.
Research Questions
RQ1: What are the economic and political pressures affecting UK consumers during the cost-of-living crisis?
RQ2: How do these economic and political pressures influence consumer behaviour and purchasing decisions within the UK grocery sector?
RQ3: What is the impact of economic and political pressures on consumer engagement with Sainsbury’s value marketing propositions?
RQ4: What are the strategic recommendations for Sainsbury’s to enhance its value marketing and better support consumers during periods of economic pressure?
Hypothesis
H0: “Economic and political pressure does not influence UK consumer's purchasing intension and their engagement with Sainsbury's value marketing propositions.”
H1: “Economic and political pressure can significantly influence UK consumer's purchasing intension and their engagement with Sainsbury's value marketing propositions”
[bookmark: _Toc220769792][bookmark: _Toc220769629]1.5 Rationale
The selected research is widely relevant to conduct the research as the increasing inflation, fluctuating economic conditions, unsuitable policies, and regulatory pressure affect the consumer’s food purchasing intent and the retailer’s product selling approach. With this research, it is intended to provide actionable recommendations for Sainsbury’s to promote a suitable balance between the business profitability in this cost-of-owning crisis situation. Sainsbury’s holds around 15-16% of the total UK supermarket share and has a strong customer base (Ercouncil, 2023). Thus, it is important for the brand to retain its customers during the crisis, as customers intend to prefer local brands' products that offer food products at a lower price, which may reduce the customer base and affect the market position of the brand. This research significantly considers an in-depth analysis of each political and economic cause of the cost-of-living crisis and assesses the way these factors affect the consumer’s burning intention. This research helps Sainsbury’s to make better decisions to address these issues. This research is also suitable for the policy makers, retailers and government to adopt new policy measures to reduce the food affordability issue, changing customers’ preferences and help food retail brands to ensure business growth in the UK. 
[bookmark: _Toc220769630][bookmark: _Toc220769793]1.6 Significance
This research plays a significant role in addressing the most concerning challenges in the current UK market. The increasing inflation rate of the UK economy, political disruption and economic instability became a critical challenge. This study significantly analyses the economic and political pressure to understand the political uncertainty and its impact on consumers’ purchasing decisions. Along with this, the current UK grocery market is significantly facing challenges as consumers are shifting brands (Wood and McCarthy, 2023). They are pirating local brands' products, which are priced low. This is influencing the business profitability of the grocery retail brand. Considering these ring challenges, this study provides insights into how households manage their grocery spending during the crisis. This knowledge can help Sainsbury’s to improve the value positioning marketing that addresses the customer’s changing preferences and also align organisational growth strategy.  
[bookmark: _Toc220769794][bookmark: _Toc220769631]1.7 Scope
The research scope centred on understanding how the UK cost-of-living crisis crystals shaping the customer engagement, behaviour and product purchasing intention. Assessing this knowledge the UK retail organisations like Sainsbury’s can improve its value proposition to maintain a stable business post in the crisis situation. Geographically, this study focuses on the UK, accessing the political and economic conditions and its influence pressure on fuel price,  energy and food product policies. It has been identified that the increasing inflation rate reduced the household spending on premium products and services, instead, consumers are preferring low-cost products (Cavallo and Kryvtsov, 2024). This significant change among the UK customers is a serious threat for the food retail brands like Sainsbury's. Holding a strong customer base of Sainsbury is important to maintain the market post and business profitability. Considering an opportunity, Sainsbury's can also maintain a stable business performance by offering online food products to the customers and maintain brand engagement and ensure a strong value proposition. 
[bookmark: _Toc220769632][bookmark: _Toc220769795]1.8 Methodology
Methodology is important in research to conduct research based on the collected data (Snyder, 2019). For this study, positivist philosophy has been selected, as it is cost-effective, takes less time to conduct efficient data collection to understand the impact of economic and political factors to consumers’ purchasing intention. The deductive research approach has been identified as the most suitable approach for collecting the primary quantitative data collection survey. The descriptive design selection is also justified as it promotes better collection and identifies the trends in consumer perspectives, and allows Sainsbury’s to promote a value-driven growth strategy. After the data collection, SPSS was used to conduct the descriptive statistics analyses, correlation, regression and ANOVA analyses. This helps to identify the relationship between the political and economic factors’ impact on consumers ’ purchasing behaviour and the impact of value propositions on Sainsbury’s business growth. 
[bookmark: _Toc220769633][bookmark: _Toc220769796]1.9 Structure of the dissertation
	Chapter 1: Introduction
	Introduces the research topic, identified aim, objectives, and questions

	Chapter 2: Literature Review
	Reviewed the literature findings critically and identified gaps

	Chapter 3: Research Methodology
	Selected a suitable method for data collection and analysis

	Chapter 4: Data Analysts and Findings
	Analyse the collected data and interpret the results

	Chapter 5: Discussion
	Discuss the findings align wth existing literature and theories

	Chapter 6: Conclusion and Recommendations
	Conclude main findings and recommend future research solutions


[bookmark: _Toc219389093][bookmark: _Toc219397627][bookmark: _Toc220769634]Table 1.1: Dissertation Structure
(Source: Self-created)
[bookmark: _Toc220769797][bookmark: _Toc220769635]1.10 Chapter Summary 
The introduction chapter summarises the research background framework, problem statement and provides a rationale for selecting the research topic. The provided aim, objective help to guide the research accordingly to achieve suitable solutions as a result that address the increasing challenges of Sainsbury’s to attract and retain customers during crisis situations and maintain a strong market position.  
[bookmark: _heading=h.dnsm8j3a57q3]


[bookmark: _Toc220769798][bookmark: _Toc220769636]Chapter 2: Literature Review
[bookmark: _Toc220769637][bookmark: _Toc220769799]2.1 Introduction
The literature review chapter reviewed the currently available existing studies on the research topic to gather knowledge and theoretical insights relevant to the research topic. The study mainly focuses on evaluating the impact of economic and political factors influencing the living cost of the UK people and its impact on customers’ product purchasing intention for Sainsbury's value marketing propositions. After reviewing the literature, this chapter also identified existing gaps to provide further recommendations for future research to address the identified gaps in the existing literature.
[bookmark: _Toc220769638][bookmark: _Toc220769800]2.2 Theoretical Underpinning
[bookmark: _Toc220769801][bookmark: _Toc220769639]2.2.1 Consumer Behaviour Theory
Consumer behaviour theory studies a person’s behaviour while making purchase decisions, selecting and using any goods, ideas and services (Manuere et al., 2022). Consumer Behaviour Theory is especially useful in explaining how economic pressures such as inflation and rising energy costs shift the focus in buying to be price sensitive and to be given promotional offers. Its key strength lies in the connexion between income constraint and observable changes in behaviour and is therefore well aligned with the cost of living crisis in the United Kingdom. Nonetheless, the theory mostly assumes rational decision-making while underestimating the influence of emotional stress, anxiety and long-term trust erosion, which are of increasing importance in longer economic crises affecting grocery consumption.
This theory explores psychological, sociological, and economic factors that influence people to change their behaviour while making purchases or using products, goods or services. However, factors like income, prices, and external pressure influence people to change their purchasing behaviour. This theory helped to understand how inflation, taxes, energy costs and policy pressure affect customers’ real income and purchasing behaviour. The study also finds how people respond to product promotions, value ranges and loyalty discounts during heavy external economic and political pressure. 
[bookmark: _Toc220769640][bookmark: _Toc220769802]2.2.2 Consumption Value Theory
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[bookmark: _Toc219389076][bookmark: _Toc220769641][bookmark: _Toc219397634]Figure 2.1: Consumption Value theory
(Source: Jagsheth, 2024)
The consumption value theory identifies the reason why customers buy or do not buy products, and products from one product to another (Jagsheth, 2024). Consumption Value Theory provides a powerful multi-dimensional framework which captures functional, conditional and emotional drivers to the purchase behaviour under economic strain. The flexibility is why UK consumers are more focused on affordability and loyalty savings during periods of inflation. Yet, the theory does not fully integrate outside structural constraints (e.g. supply shortages or policy driven price volatility), thus limiting its capacity to explain retailer controlled determinants of value delivery in a prolonged crisis. 
As per this theory, functional value, conditional value, social value, emotional and epistemic value influence customers’ purchase intention. For example, functional value refers to the price, quality, utility and performance. Under inflation, UK shoppers focus mainly on low prices, reliability, quality of product and loyalty savings. It can help to access the root cause that influences the purchase decision-making of the UK customers towards Sainsbury’s value-marketing propositions. On the other hand, conditional value helped to understand people in different situations (Jagsheth, 2024). For example, during high inflation, high energy costs, and political instability, this theory helped to determine people’s choice towards the Sainsbury's grocery items and helped the organisation to adopt the best value-opposition marketing to boost sales during economic and political crises in the UK. 
[bookmark: _Toc220769803][bookmark: _Toc220769642]2.2.3 Value-Based Marketing (VBM) Theory
The value-based marketing (VBM) theory states that organisational growth critically depends on the organisational ability to communicate, create and deliver value to the customers, aligning with the customer’s requirements (Rachmad, 2023). In the case of the grocery retail sector, value is not limited to providing low prices; it also includes maintaining product quality, trust, convenience and brand reliability. During a crisis situation like the UK cost-of-living crisis, consumers’ intention to purchase continuously changes with price, affordability, transparency and requirements of product ranges. VBM provides effective marketing propositions that are in line with the changing consumers’ expectations under economic pressure (Määttä, 2025).
VBM is significantly important for this research as it can help Sainsbury’s to improve the value in product offerings and align with consumers’ needs. Using the VBM, Sainsbury’s encourages engagement among its customers by providing quality and value in its products. Additionally, it provides effective strategic solutions to maintain the value proposition and enhance customer loyalty in this high-price-sensitive environment. 
[bookmark: _Toc220769643][bookmark: _Toc220769804]2.2.4 Institutional Theory
Institutional theory significantly helps to analyse the impact of institutional policy, regulatory frameworks,  social norms and industry pressure on the behaviour of organisations and people (Balzano, Marzi, and Turzo,2024). In the context of the UK grocery retail sector, efficient use of instructional theory, Sainsbury’s can understand the impact of government policies and regulations, competition law, labour standards and the post-Brexit trade conditions on the Customers' intention to purchase products and services from brands and how it influences the retail business organisations to maintain food products. The inspirational forces significantly affect the retailer's choice to make product prices perform negotiations with suppliers products forcing and providing sufficient support to the customers during economic crises, like the cost-of-living Crisis in the UK. Insulation theory is important for this research as this theory provides a framework to understand how economic pressure and political conditions significantly affect both retailer behaviour and consumers' purchasing intention (Kauppi, 2025). During the cost-of-living crisis situation in the UK, the rising inflation level adjustments and scrutiny of Supermarket pricing significantly affect the Retailers' intention to offer a value proposition to the customers. With the help of institutional theory, Sensory can understand how external factors like political factors, regulations, and laws influence customers' purchasing intention, and the Organisation can make more fair, transparent and affordable product ranges that fully meet the customer's needs during the crisis. 
[bookmark: _Toc220769805][bookmark: _Toc220769644]2.3 Literature Insights
[bookmark: _Toc220769806][bookmark: _Toc220769645]2.3.1 Economic and political pressures shaping UK consumers’ behaviour
The economic and political disruption influences people’s cost of living, which affects their purchasing behaviour. In this context, Breinlich et al. (2022) argued that after the Brexit situation, which was a political issue between the UK and the UAE regarding trade agreements, that disrupted the normal trading between these two countries, which affected the UK market. Post-Brexit increased the prices by 2.9%, increasing house costs by around £870 per year. These evidence-based statements stated that the current rising inflation in the UK is not solely a result of the COVID-19 pandemic, but Brexit has a critical impact on it. Di Pace and Masolo (2025) further extended these findings and identified that Brexit pressure increased the currency-driven inflation in the first phase, and later it affected the supply-demand-driven inflation. Both of these significantly cause a fall in real wages and create the current cost-of-living crisis for UK consumers. 
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[bookmark: _Toc220769646][bookmark: _Toc219389077][bookmark: _Toc219397639]Figure 2.2: Consumer price index after Brexit
(Source: BBC, 2022)
Figure 2.2 shows that after Brexit and the COVID-19 pandemic significantly increased the consumer price index up to 10.1% in September 2022, the highest rise since 2014 (BBC,2024). Brexit has created a financial crisis, and the falling value of the pound makes the products and services more expensive, which has created the cost-of-living crisis in the UK. Chronopoulos et al. (2020) show that the rising inflation changed the purchasing behaviour of UK consumers. UK consumers started reducing non-durable spending by 15-20% during an early COVID-19 pandemic. This supports the argument of Nardotto and Sequeira (2021) that the rising cost-of-living crisis due to both economic and political factors significantly affected people’s purchasing behaviour, reducing consumption on groceries and affecting the business profitability of Sainsbury’s. Khan, Alroomi and Nikolopoulos (2022) stated that economic pressure guided by the COVID-19 pandemic significantly affected the supply chains and reduced the product life and prices. This has changed the intention of the economics and changed the spending behaviour with a focus on affordability. On the other hand, Freund and Springmann (2021) argued that political factors played a major role that significantly affected the customer purchasing intention in the UK. After the Brexit situation, the trade agreements have been broken down between the UK and the EU. This reduces the supply of Required products and food items, which increases the product pricing. However, Khan, Alroomi and Nikolopoulos (2022) only focus on the impact of economic pressure on the UK consumer’s purchase intention, not focusing on an in-depth analysis of how the political factor affects the consumer’s behaviour, which has created limitations. On the other hand, Freund and Springmann (2021) focus on political factors, and less fickle economic factors that affect the consumer’s intention for food product purchasing, which is another limitation of this study. 
In contrast, Benker (2024) focuses primarily on the cost-of-living crisis situation in the UK and identifies that economic insecurity of the consumers is pushing them towards creating resilient behaviour. At the same time, Stone et al. (2024) argue that the increasing price of food products reduces the food purchasing capability of the vulnerable group of people, which influences them to buy cheaper and less healthy food items. While the findings of Benker (2024) significantly identified how the cost-of-living costs affect the consumer’s purchasing intention, Stone et al. (2024)’s findings also go deeper and identified how it influences vulnerable people’s good purchasing intentions, which is a strength of the findings. These findings reinforce findings that economic and political factors are strongly responsible for limiting consumers’ choices. This also affects the product selling rate, reducing the business profitability of the supermarkets present in the UK. 
[bookmark: _Toc220769647][bookmark: _Toc220769807]2.3.2 Impact of economic and political pressure on consumer purchasing decisions in the UK Grocery Sector
The literature findings are evidence that the increasing cost-of-living significantly has a negative impact on consumer purchasing behaviour and pushes people towards price-sensitive purchases in the UK. In this context, English and Tobi (2023) argued that recent food price inflation , up to 19% at its peak, has increased pressure for UK households to restrict their spending patterns, including switching supermarket grocery product purchasing rate, reducing product variety, and prioritising calories over nutritional value. This dramatic change significantly affected grocery businesses performance, like Sainsbury's profitability in the UK. 
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[bookmark: _Toc219389078][bookmark: _Toc220769648][bookmark: _Toc219397641]Figure 2.3:UK consumer spending graph
(Source: Trading Economics, 2025)
Figure 2.3 shows that UK consumer spending has decreased to 410K GBP Million in Quarter 4 of 2024, which was 418K GBP million in Quarter 4 of 2022 (Trading Economics, 2025). The increasing inflation, Brexit, and post-pandemic combine to influence the customer’s purchasing intention. However, in the current situation, Quarter 3 of 2025, the consumer spending again increases to 416K million. Benker (2024) demonstrates that UK people prefer bulk purchasing and stockpiling in recent times, which initially increases the consumer, but it may negatively affect business organisations, including Sainsbury's in Future. Supporting this argument, Renard et al. (2024) stated that more than 29% of UK adults experienced food insecurity during the cost-of-living crisis. Thus, the increasing economic pressure not only creates financial and purchasing behaviour, but it also has significant psychological consequences. The rising costs are increasing the stress level among young individuals, influencing decision-making and causing them to select affordability over brand preference. Overall, the literature findings demonstrate the increasing living costs in the UK due to rising inflation, significantly affecting the purchasing decision-making, which indicates a threat to the business growth and performance for the grocery retail organisation like Sainsbury’s in the UK market. Brüggemann, Martinez and Pauwels (2025) stated that the post-pandemic macroeconomic environment, inflation rates, and uncertain market conditions significantly diverged the grocery food items purchasing behaviour of the customers in the UK. Notably, after the post-pandemic period, consumers are preferring to purchase products from online e-commerce stores. 
The study finds that online grocery market growth was accelerated by 6.11% growth in 2023, which is estimated to increase by more than 10.23% by the end of 2029. This data insight significantly shows the measurable shift in consumers’ purchasing intention after the pandemic situation. On the other hand, Lingham et al. (2025) focus on the political-economic angle and argue that after the Brexit situation, the policy changes and trade shifts altered the normal food supply chain, therefore affecting the consumer’s purchasing decision. These findings provide evidence of his findings by identifying that the UK global food security index score was 78.8 in 2022, and the affordability rate of 91.5. But the weaker availability score, 71.6 and the lack of quality/safe products 80.1, significantly reduced consumers' intention. These data evidence that the implementation of new policy measures after Brexit reshaped the product’s availability. Quality, safety and price that affect consumers’ purchasing intention. 
However, while Brüggemann, Martinez and Pauwels (2025) focused particularly on the economic performance that drives the major role of change in consumers’ purchasing shift from traditional tool purchasing, the findings of Lingham et al. (2025) combine both the political and economic factors that affect the product quality, availability that drives the purchasing behaviour change among the UK consumers. Though these studies provided the cause of the issue, they do not provide any particular solutions to address the current situation and improve the purchasing decision, which creates limitations in the study. 
Żurek and Rudy (2024) in the study conducted an in-depth analysis of the impact of the pandemic on food purchasing intention. The study findings reveal that the COVID-19 pandemic produces a behavioural shift among the consumer's purchasing intention, long-term, substitution, short-term stockpiling, reduced frequency of shopping and referring to cheaper versions of products. This shift in consumers’ purchasing intention affects the brand’s product selling rate, a brand seeking an alternative way to attract customers and maintain a strong business position in the current complex dynamic market. On the other hand, Moore and Norman (2025) argued that after the Brexit situation, the major food market was disrupted. It is evident from these study findings that the UK market’s price has increased by 40% as compared to the EU. This shift significantly affects the customer’s food purchase selection behaviour. Consumers intend to select the cheaper food product available, which is also less nutritious. While the findings of Żurek and Rudy (2024) focus on assessing the impact on the pandemic on the other hand, Moore and Norman (2025) focus on assessing the political impact of Brexit on the consumer’s purchase decision-making. However, both studies have focused on two different approaches, neither of which has provided identification of the suitable solutions specifically for Sainsbury’s to create value propositions in the market to attract more customers and maintain efficient growth in this crisis situation. 
[bookmark: _Toc220769808][bookmark: _Toc220769649]2.3.3 Consumer engagement with supermarket value propositions during economic crisis
The literature findings show that during the economic crisis in the UK, consumers engaged with supermarkets, significantly influenced by the value propositions of the brands. For example, Khan, Alroomi and Nikolopoulos (2022) argued that after the COVID-19 pandemic, consumers preferred brands that provide reliable products, easy accessibility, price stability and clear value signalling. However, the brand’s value proposition also depends on the economic pressure, political factors, supply chain performance, and people engagement. Sainsbury’s also purchases its products in the UK;  thus, the UK inflation, unstable politics significantly influence the brand’s performance. The increasing raw material cost, fuel cost significantly increased the business operational cost, which made it difficult to maintain affordability to meet the customer’s demand and balance the business profitability at the same time. 
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[bookmark: _Toc219389079][bookmark: _Toc219397643][bookmark: _Toc220769650]Figure 2.4: Sainsbury’s profitability
(Source: BBC, 2021)
Figure 2.4 shows that after the pandemic and Brexit situation's business profitability started to fall and reached -£261 million by the end of 2021 (BBC, 2021). Thus, this is evidence that the increasing political and economic pressure on household purchasing significantly affects Sainsbury’s business profitability negatively. However, to deal with this type of situation, Sainsbury's significantly adopted a value-driven marketing approach that helped the organisation to boost public trust, engagement and influence bulk purchasing that increased Sainsbury’s profitability up to £1 billion by the end of 2024/2025 (Statista, 2025). 
Similarly, Jeong et al. (2022) highlighted that the reduction of product price is related to the value-driven marketing approach. Price promotion is most important during an economic crisis situation, it helps people to get the most affordable products and helps business organisations build brand image and competitive advantages in the market. This significantly aligns with Sainsbury’s adoption of “Aldo Price Match and Nectar Prices”, which act as a public signal for fairness and affordability during the economic crisis situation in the UK. This engages more customers and influences customers to purchase in bucks by providing discounts and loyalty programs. Past crisis situations also demonstrate the same approach. For example, Basev (2018) stated that during financial crises in the UK, British consumers demonstrated a ‘system trading down' behaviour and more than 45% of consumers preferred local private level brands rather than global brands with high product processes. 
Thus, overall literature finding shows that during any kind of crisis consumers changed their purchasing behaviour, preferring affordability over brands. Thus, in this situation, business organisations like Sainsbury’s can grab the market by promoting a value-based marketing approach to ensure market competitiveness and maintain profitability even if there is an economic crisis. Baran (2022) argued that during a kind of crisis repetition, consumers became more value-driven. Customers prefer more affordability, reliability and prefer low-cost products. The study findings reveal that during crisis situations, consumers abandon premium retailers and show an intention to shift towards the local brands' products, which are available at a lower cost. This significantly indicates how economic pressure affects the consumer’s purchasing intention for the branded products. In contrast, Furey (2022) highlights that during crisis situations, premium brands are adopting food promotion strategies to increase consumer engagement. The findings show that during crusty situations, promoting nutrient-rich and healthy food offerings at a desirable cost may attract the customers. 
The promotion-led value proposition thus plays a significant role in promoting consumer attraction during the crisis situation. This approach can be used by Sainsbury's to drive more customers and increase the organizational sales growth. However, Furey (2022) focused more on nutrition-based food offerings rather than retailers' specific behavior, which is a limitation of this study, which can create challenges to adopt the right approach for Sainsbury's to address the current situation. On the other hand, Baran (2022) argued that economic pressure strengthens customer engagement with value propositions. Offering discounts, price guarantees and private labels, organisations can attract customers. However, this study only focuses on some value proposition approaches but provides limited ways to implement within the retail organizations. Ordering these gaps, this study intends to find the ways to implement the discounts, loyalty programs to foster better value proposition and enhance the success of the organisation. 
At the same time, Atkinson-Toal (2023) argued that after increasing the economic uncertainty, consumers are more engaged with the local British-branded products and prefer national identity products as compared to the global products. Thus, literature reveals that after the pandemic situation, in Sainsbury’s campaigns, focusing on “British sourcing” can help the organisation to promote value creation among the customers. 
On the other hand, Sansone and Iorio (2024) argued that disruptive economic and political situations are seeking reliable and cost-effective alternatives. These findings show a clear behavioural shift of the consumers' crusts. Thus, while the study by Sansone and Iorio (2024) focuses on the changing preferences of the customers, Atkinson-Toal (2023) identified that consumers are preferring more value-driven products. These findings are suitable for Sainsbury’s to make decisions to focus on a value-driven approach, creating a: British sourcing campaign to attract more customers during the pandemic. However, both of these studies only focus on country-of-origin items and identify the multiple disruptions' effect on the consumer’s purchasing behaviour; the studies are limited to offering a better scope for promoting value-driven marketing for the organisations. 
[bookmark: _Toc220769651][bookmark: _Toc220769809]2.3.4 Strategic value marketing responses to support consumers' buying decisions during economic pressure
Literature demonstrates the importance of understanding customer demand, needs and preferences during crisis situations to create effective value-driven marketing to boost people's trust, engage and drive business profitability. In this context, Ishrat et al. (2023) demonstrated that during the crusty situation, people become more focused on affordability, but the brand’s supply chain disruption creates challenges for the brand to maintain affordability, which hampers brand loyalty and reduces customer engagement. 
Findings show that real business organisations that have the capability to respond with simplified value propositions, transparent pricing and enhanced digital communication can get more customers and promote business growth. Further, Kanumuri (2025) argued that during the economic crisis situation, business organisations need to focus on value-centric demand rather than promotion-centric strategy. However, only reducing product price is not sufficient; they need to implement integrated value frameworks that combine the reliability, affordability, quality and loyalty. Thus, to sustain an effective business position, grocery retail organisations like Sainsbury’s adopt strategies that focus on “sustained value” rather than short-term discounts. This approach significantly attracts customers during economic downturn and helps business organisations like Sainsbury’s to achieve profitability, brand engagement and competitive position in the UK market. 
Theoretically, Lopez (2020) stated the use of value-based theory, that enhances balancing organisational cost structure with customer relationship building efforts that drive customers’ trust, engaging during economic complexities. Thus, the literature finds evidence that focusing more on value-based pricing approaches during the crisis situation in the UK to attract customers, enhance revenue and support Sainsbury’s to achieve a better market position during the economic and political crisis situation. Ishrat et al. (2023) identified that during the crisis situation in the UK, most retailers adopted the marketing strategies that directly intended to resolve the consumer preferences and needs, such as affordability, value and quality of products. But the increasing inflation level, economic pressure also creates challenges for the organisations to offer quality products at very low price ranges, as it is directly influencing the business profitability. The crisis marketing model reveals some approaches like promotion, transparency pricing, reducing psychological and financial stress and offering value-focused product bundles. On the other hand, the study of Gielens et al. (2021) focuses more on retail-specific solutions and identified that the private label (PL) strategy is a core of value marketing, which increases consumer engagement with the brand and purchasing intention. 
These findings is important for Sainsbury's to adopt the private label approach as core value-proposition marketing to drive customer engagement and sales growth during the crisis situation. The study of Ishrat et al. (2023) suggests that consumers are seeking brands that can offer economic relief and emotional security. This finding is a strength of the study, which can be used by supermarkets like Sainsbury’s to focus on simplifying product pricing and focusing on sales growth and strengthening trust-building messages. On the other hand, Furey (2022) suggested focusing on design promotions that focus on retaining affordability to promote better solutions to attract more customers during the crisis situation. However, this study is relevant to using the pricing strategy, but it is limited to retail profitability while maintaining customer engagement., Thus, this study focuses on addressing limitations and finding significant solutions that can help supermarkets like Sainsbury’s maintain a good balance between business profitability and promoting value propositions. 
[bookmark: _Toc220769810][bookmark: _Toc220769652]2.4 Literature gap
The literature findings have critically analysed the cost-of-living crisis situation in the UK due to increasing economic and political pressure. Additionally, the findings demonstrate the changing consumer purchasing behaviour for the retail grocery items and assess the effectiveness of value-chain marketing purchase of Sainsbury’s to address these crises' impact on business growth. However, there are gaps present in the existing literature. For example, Etro (2024) and Sheth (2021) discussed the shift of value perception, but it failed to fully implement this approach within the business organisation. Future studies should address this gap by identifying strategic ways to implement it within Sainsbury’s. Additionally, Khan et al. (2022) and  Basev (2018) identified the crisis reasons like pandemic, Brexit, but the study only focuses on the short-term implications of these situations. Future studies need to analyse the long-term impact of these aspects on customers’ purchasing decisions and Sainsbury’s business profitability and growth. On the other hand, this chapter only focuses on two theories, such as consumer behaviour theory and consumption value theory. There are many theories related to this research topic that could be included in this literature review section, which has created the gap. Future studies should identify more reliable theatres and demonstrate strong knowledge about creating new marketing approaches and strategies to attract customers and boost business growth during economic crisis situations. 
[bookmark: _Toc220769653][bookmark: _Toc220769811]2.5 Conceptual Framework
Based on the reviewed literature, the conceptual framework specifies the key variables examined in this study.
· Independent Variables: Price Sensitivity, Disposable Income Pressure, Perceived Value for Money
· Mediating Variable: Consumer Behavioural Adaptation
· Dependent Variable: Hospitality Consumption Patterns
· Contextual Moderator: UK Cost-of-Living Crisis
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[bookmark: _Toc219389080][bookmark: _Toc219397647][bookmark: _Toc220769654]Figure 2.5: Conceptual Framework
(Source: Self-Created)
[bookmark: _GoBack]The theoretical model shows how economic forces that occur as a result of UK cost of living crisis affect consumer behaviour within the hospitality industry. The independent variables which influence hospitality consumption patterns are price sensitivity, pressure in disposable income, and value of money. The behavioural adaptation of consumers acts as a mediating factor, as it describes how people respond by spending less by visiting less, substituting or making value-based decisions. This relationship is enhanced by the cost-of-living crisis which presents the contextual environment. This model will allow the systematic empirical testing of the processes according to which macroeconomic strain is converted into visible shifts in hospitality consumption. Consumer Behaviour and Consumption Value theories explain changes in demand side behaviour, while Institutional and Value based marketing theories explain organisational responses to regulatory and cost pressures. This framework explains the role of value-led strategies as mediating mechanisms which are then used to relate macro-economic conditions to consumer engagement outcomes and ultimately to the performance of Sainsbury's within the crisis of the cost of living.
[bookmark: _Toc220769812][bookmark: _Toc220769655]2.6 Chapter Summary
The literature review chapter reviewed the reliable literature, also aligning the literature with the research topic to boost academic integrity and reliability. Using theories like consumer behaviour theory and consumption value theory, Sainsbury’s can identify the root cause of consumer purchase behaviour during the economic crisis situation. Additionally, it helps to make informed decisions to promote a better value-driven marketing approach that will enhance customer satisfaction, engagement, and promote organisational growth. The next chapter focuses on research methodology to collect relevant data and identify data analysis techniques by maintaining ethics to find valuable results that address the research objectives and provide solutions for the research questions. 

[bookmark: _Toc220769656][bookmark: _Toc220769813]Chapter 3: Methodology
[bookmark: _Toc220769814][bookmark: _Toc220769657]3.1 Chapter Introduction
The methodology chapter outlines all the methodological frameworks that have been implemented in this research to explore how UK economic and political factors are associated with the cost-of-living crisis and influence consumer engagement and behaviour with value marketing propositions of Sainsbury. Methodology has been structured to ensure consistency along with research objectives, aim, and questions. It has also explained and justified the philosophical stance, approach, design, strategy, data collection methods, data analysis, and ethics. Each of the choices has been justified here properly, along with a demonstration of why not to select other tools has been provided here. This will ensure the academic rigour, coherence, and validity of the research. 
[bookmark: _Toc220769815][bookmark: _Toc220769658]3.2 Research Onion
[image: ]
[bookmark: _Toc220769659][bookmark: _Toc219397652][bookmark: _Toc219389081]Figure 3.1: Research Onion
(Source: Saunders, Lewis, and Thornhill, 2019)
The afore-attached image is a research onion framework proposed by Saunders. This is a systematic framework that helps to structure research methodology from assumptions of philosophy to particular data collection techniques. A research onion consists of several layers that involve philosophy, approach, design, methodological choice, strategy, time horizon, and data collection methods (Gamage, 2025). Each of the layers helps to guide the development of a coherent research that can properly align with methodological decisions. 
In this research, the research onion sets a clear linkage between theoretical assumptions and practical methods. In the outermost layer, a positivism philosophy has been selected so that the objective measurement of consumer behaviour can be understood properly. In the next layer, a deductive approach has been implemented so that relationships derived from existing literature can be acknowledged. Furthermore, the methodological choice was mono-quantitative and supported by descriptive design and survey strategy. After this, in the next layer, a cross-sectional time horizon has been selected to capture perceptions of consumers at a particular point in time during the cost-of-living crisis. Finally, in the core of the research onion, a primary data collection method has been selected along with a statistical analysis technique. 
[bookmark: _Toc220769816][bookmark: _Toc220769660]3.3 Research Philosophy
Research philosophy can be described as the suppositions regarding the way of knowledge generation and the valid knowledge (Turyahikayo, 2021). The well-known research philosophies are positivism, interpretivism, and pragmatism. Positivism considers that reality is objective and can be measured and independent of the researcher, and hence it can be examined quantitatively.
This research method employed positivist philosophy since it aims at measuring the relationships between the economic and political factors and consumer behaviour objectives using mathematical figures. The therapeutic approach to positivism favours the process of hypothesis testing, statistical analysis, and generalisation of results (Chirkov, 2024). This is mostly critical in testing consumer reception of the value marketing propositions of Sainsbury's in the cost-of-living crisis. Positivism is capable of gathering extensive data, and in this study, close to 100 respondents' answers have been taken. It is an easy task to maintain control over the research process (Hagan, Curran, and Spillane, 2023).
The rationale behind the choice of interpretivism is that it deals with subjective meanings and qualitative information, which would restrict the possibility of statistical testing of relationships on a larger population. Although it is flexible, pragmatism can result in mixed methods that are beyond the scope and word limitation of this dissertation. Positivism is hence the most suitable philosophy because it correlates with the aims of the research, assists in collecting data quantitatively, and increases the reliability, objectivity, and precision of analysis.
[bookmark: _Toc220769661][bookmark: _Toc220769817]3.4 Research Approach
The research approach describes the application of a theory in research (Pearse, 2021). The primary approaches include deductive, inductive, and abductive approaches. The deductive approach commences with available theories and literature, based on which the hypotheses or expectations are formulated and validated using empirical data (Fife and Gossner, 2024).
The research has implemented a deductive approach as it is based on existing theories like the consumer behaviour theory and the political economy of retailing. These theories enlighten on a projection of the impact of inflation, wages, and political decisions on consumer purchase decisions. The deductive method allows the systematic gathering of data using questionnaires and statistical testing of the association among variables (Hall, Hall, and Shaw, 2022).
The rationale for non-selection of inductive reasoning is based on its emphasis on theory generation through qualitative data, which is not congruent with the aim of the study, which was to test prevailing theoretical equations. Although abductive approaches are appropriate to exploratory situations, they add interpretive complexity to the situation, which can cause less analytical clarity (Hulst and Visser, 2024). Hence, the deductive approach is most appropriate because it guarantees theoretical consistency, efficiency in data analysis, and clear correspondence to the quantitative, positivist character of this study.
[bookmark: _Toc220769662][bookmark: _Toc220769818]3.5 Research Design
The research design is defined as the general plan by which the data is collected and analysed (Khoa, Hung, and Brahmi, 2023). Some of the common designs are exploratory, explanatory, and descriptive research designs. Descriptive design aims at characterizing characteristics, behaviours, or relationships in a population (Duckett, 2021).
In this paper, the research design was a descriptive research design to investigate consumer perceptions, behaviours, and the level of engagement with Sainsbury's value marketing propositions in the cost-of-living crisis. The descriptive design suits well because the study does not focus on creating cause-and-effect relationships but only on defining patterns and relationships. Descriptive design is concerned with quantitative, numerical data and has been utilized in this study to get to know the consumer perceptions concerning the value marketing of Sainsbury.
An exploratory design was not chosen due to the fact that it is an appropriate design when research has been developed through revealing new phenomena through qualitative research. Explanatory design, which is based on causal relationships, would demand experimental or longitudinal data that is out of the scope of this dissertation. The rationale behind the descriptive design is that the design will be effective in data collection, suitable for quantitative research through surveys, and give a thorough insight into consumer behaviour patterns that may be adopted by the strategic decision-making aspect of Sainsbury.
[bookmark: _Toc220769819][bookmark: _Toc220769663]3.6 Research Choice
Research choice entails the use of quantitative methods, qualitative methods, or both methods (Sardana et al., 2023). Quantitative research is based on numbers and statistical analysis. This paper used a mono-quantitative research option. The rationale behind choosing the mono-quantitative method is that it offers the objective measurement of consumer behaviour and offers the testing of hypotheses based on statistical methods. It guarantees adherence to the positivist philosophy and deductive methodology that was used in the research. The reason why qualitative and mixed-method methods were not chosen was that they bring subjectivity, complexity, and require plenty of data integration. The mono-quantitative option was the most suitable methodology in this research due to the purpose and time available, since it offers clarity, reliability, and accuracy in analysis.
[bookmark: _Toc220769820][bookmark: _Toc220769664]3.7 Research Strategy
Research strategy can be described as the particular technique of the research (Johannesson and Perjons, 2021). Some of the strategies used are surveys, case studies, experiments, and interviews. The quantitative research largely relied on surveys, which are used to gather standardised data on a large sample (Rashid et al., 2021).
The study utilised a survey method of acquiring primary quantitative data from customers of Sainsbury's. The surveys make it possible to gather structured answers in terms of economic strains, political causes, and buying behaviour to make statistical analysis and generalization.
Interviews and case studies were not chosen as other strategies since they mainly produce qualitative data, which restricts the extent of numerical analysis and generalisation. Ethical and practical limitations were also against the use of experimental strategies. Survey strategy is thus right because it is efficient, scalable, and fits well in the positivist and deductive paradigm, and as such, it is the best choice on which to answer the research questions effectively.
[bookmark: _Toc220769821][bookmark: _Toc220769665]3.8 Time Horizon
The time horizon is the duration of time during which data is gathered (O’Mahony, 2021). These are the cross-sectional and longitudinal types. A cross-sectional study involves gathering data at one time point (Hunziker and Blankenagel, 2024). This study has used a cross-sectional time horizon in capturing consumer perceptions in the prevailing cost-of-living crisis. This design is appropriate because it can enable data collection and analysis of the existing consumer behaviour in due time. There was no option of a longitudinal approach since it involves a long period of time and recurrence of data collection, which is not feasible in this dissertation. The cross-sectional design is thus suitable because it follows the objectives of the research, time limit, and availability of the subjects, and yet it offers relevant information.
[bookmark: _Toc220769666][bookmark: _Toc220769822]3.9 Data Collection Method
In research data collection, primary, secondary and mixed methods are used to collect the relevant and reliable data that aligns with the research topic. This research has collected data based on the primary data collection method. Taherdoost (2021) stated that the primary data collection method helps to collect quantitative data, which is easy to collect and interpret. Primary data collection involves gathering reliable data from a selected group of participants by conducting a survey of an interview. However, this study has selected the survey method to collect the quantitative data from the 100 Sainsbury’s customers in the UK. All the respondents has been recruited via online platform like LinkedIn, Facebook. Additionally, the primary data collection supported by the survey method is more reliable as it saves more time, cost and effort. Primary sources gather data to promote a better understanding of any fact, trend, as it relies on feedback or information provided by people about real-life scenarios. It reduced the effort to find sufficient data evidence to identify the solutions for the research problem.
In contrast, the secondary data collection method promotes qualitative data collection from secondary sources like articles, journals, books, and industry reports (Mazhar et al., 2021). Secondary data collection is also a reliable, time-saving and cost-saving approach, but it does not collect any kind of real-life evidence directly from the people or a selected group of participants, which is a limitation of the secondary data collection method. As the research required to understand how the political and economic factors like government policies, inflation, and pandemic situation influence customers’ food retail products put attention, the selection of the primary data collection method was justified. 
Heap and Waters (2019) argued that mixed data collection is more time-consuming, takes more effort to collect data and analyse the data. However, this research used the primary method, instead of a mixed data collection method as it simply meant to collect the survey data from the selected group of participants. The collected data helped to understand the current preferences, needs of the customers in the UK market. As this is the main intention of the study to understand the current consumer references and based on this to find effective decisions to adopt new value propositions marketing to fulfil the desires of the customers, the primary method is justified. Additionally, with the help of this primary quantitative data collection method supported by the survey method promoted better results and increased sales growth and business positioning of Sainsbury’s in the UK market were achieved despite significant market complexities and challenges. 
[bookmark: _Toc220769667][bookmark: _Toc220769823]3.10 Inclusion and Exclusion Criteria
	Criterion
	Inclusion
	Exclusion

	Geography
	Residents of the United Kingdom
	Non-UK residents or temporary visitors

	Age
	Aged 18 years or older
	Under 18

	Residency duration
	Lived in the UK for more than 12 months
	Lived in the UK for less than 12 months

	Primary grocery shopper status
	Primary or joint household grocery buyer (shops once or more than once per month)
	Never/rarely involved in grocery shopping

	Shopping frequency
	Shop for groceries at least once a month
	Shop less than once a month

	Sainsbury’s experience
	Has shopped at Sainsbury’s at least once in past 12 months
	Never shopped at Sainsbury’s

	Language proficiency
	Able to read/write English to complete the survey unaided
	Insufficient English to understand/answer the survey

	Capacity and consent
	Able and willing to provide informed consent
	Unable/unwilling to consent 


[bookmark: _Toc220769668][bookmark: _Toc219397661][bookmark: _Toc219389094]Table 3.1: Inclusion-Exclusion Criteria
(Source: self-created)
Table 3.1 shows that for the survey, the participants should be UK residents. Participants from other countries will not be allowed to take the survey. Further, the participants need to be at least 18 years old or above to participate in the survey data collection and be willing to provide a response voluntarily. Participants who don't have sufficient English understanding were excluded from the survey. Additionally, only the Sainsbury’s customers who have purchased products from Sainsbury regularly have been selected to take part in the survey. 
[bookmark: _Toc220769669][bookmark: _Toc220769824]3.11 Sampling Strategy
Sampling in research data collection is important as it promotes feasibility, better data collection and improves the accuracy of the collected data by selecting the right group of participants. There are different types of sampling strategies available, such as snowball strategy, simple random sampling, and convenience sampling (Noor, Tajik and Golzar, 2022). Based on the required data collection intent, the sampling methods are selected. The simple random method has been selected in this study as the study conducted a survey by selecting 100 Sainsbury’s customers from the UK. Total 17 questions has been asked after taking consent from participants. The random customers have been selected as it reduces the risk of bias and improves efficiency and data collection. Simple random sampling comes under the probability sampling method, which selects participants randomly without any kind of discriminatory terms of race, colour, or gender. Thus, the selection of simple random sampling for the survey responses was suitable and justifiable. [Refer to Appendix 1]
[bookmark: _Toc220769670][bookmark: _Toc220769825]3.12 Data Analysis Technique 
Data analysis is an important part for research, it analyses the collected data, finds solutions and addresses the research problems. Thematic, graphical and SPSS data collection techniques were primarily used to analyse data (Abu-Bader, 2021).  Thematic data analysis helps to analyse qualitative data, while graphical and SPSS helps to analyse the primary quantitative data. The analysis of the survey data has been done through the SPSS software after the data is collected, as this was sufficient to analyse the primary data. 
To comprehend the relationship between the economic and political pressure and the purchasing decision of the UK customers towards the product, the code  was created after the data had been shuffled, and descriptive statistics, correlation analysis, regression analysis and ANOVA analysis were conducted. The descriptive statistics assist in determining the mean, median and standard deviations of the demographic data of the participants of the survey. Correlations used to perceive the relationship between the dependent and independent variables and advance a superior understanding of the linkage between the political and economic factors on consumers' buying decisions of the food products.
[bookmark: _Toc220769826][bookmark: _Toc220769671]3.13 Ethical Considerations
Ethical issues are underlying in research integrity, protection, and credibility of findings (Zhaksylyk et al., 2023). In this work, ethical standards of the hosting university were adhered to, and fully satisfied by the UK Data Protection Act 2018 and the General Data Protection Regulation (UK GDPR) (UK Government, 2025). Such legislation guarantees that individual information is handled in a legal, just, and open manner.
Before the participation, the respondents were all given a participant information sheet explaining why the research was conducted, what the respondent would do in the research, and what they would do with the data collected. A consent form was provided, and the participants were expected to make informed consent before gaining access to the survey. The participation was made completely optional, and no incentives or coercive practices were applied during the stimulation of responses. The participants were well-informed on the fact that they had the right to withdraw from the study at any point in the study without any justification, and any withdrawn responses would not be included in the analysis.
In order to reduce bias and safeguard the welfare of the participants, the survey did not involve leading, sensitive, or personal questions such as questions about the level of income, political affiliations, or health conditions. To minimise the bias in the researcher and the respondent, the questionnaire was written in neutral and objective words. Anonymity was also preserved by having no personally identifiable information, like names, contact information, or IP addresses.
The data obtained were utilized in an academic way and kept in a safe place only. The datasets that were made final were uploaded to the university's password-protected digital portal, which would be accessed only by authorised academic supervisors. When handling, storing, and analyzing data, institutional guidelines were observed so that access and misuse could be avoided. The compliance with such ethical principles guaranteed the protection of the participants as well as data integrity, adherence to rules, and legal and academic standards.
[bookmark: _Toc220769672][bookmark: _Toc220769827]3.14 Limitations
This research is limited by a number of limitations, even though the methodological design is appropriate. To begin with, the study is based on self-reported survey data, which is subject to response bias because respondents may over- or understate their financial strains and buying behaviour. Second, a cross-sectional research design limits the possibility of tracking the changes in consumer behaviour with time, especially since the cost-of-living crisis is dynamic and shaped by the political and economic processes that are continuously underway. Third, the sample is restricted to the customers of Sainsbury 's, which could diminish the ability to generalise the results to the entire market of UK grocery retail. Moreover, mono-quantitative methodology does not provide insight into the emotional and psychological reactions of consumers, as it could have been provided with the help of qualitative research. These were the limits that had to be made because of time, resource, and scope constraints, but they do offer direction for future studies by using longitudinal and mixed-method designs.
[bookmark: _Toc220769673][bookmark: _Toc220769828]3.15 Chapter Summary
This chapter outlined and defended the methodological framework to be used in this study. On the basis of the research onion, positivist philosophy and deductive approach were chosen as an indication of objective, theory-directed research. The mono-quantitative, cross-sectional approach was used as the survey strategy, and the research design was a descriptive research design. SPSS was used to perform a statistical analysis, and the online survey was used to collect primary data by means of random sampling. Ethical elements were strictly followed in accordance with GDPR provisions. Even though there are some methodological constraints, the selected methodology gives a solid and trustworthy ground to the analysis of the impact of economic and political variables on consumer behaviour in the UK cost-of-living crisis.


[bookmark: _Toc219246813][bookmark: _Toc220769674][bookmark: _Toc220769829]Chapter 4: Findings and Analysis
[bookmark: _Toc220769675][bookmark: _Toc219246814][bookmark: _Toc220769830]4.1 Introduction 
This chapter introduces and discusses the main data results to assess the effect of the UK economic and political factors related to the cost-of-living crisis on consumer behaviour and the interest towards the value marketing propositions offered by Sainsbury. Statistical methods are used to analyse behavioural patterns, relationship and model strength. The survey questionnaire was distributed to approximately 130 potential participants using online platforms such as LinkedIn and Facebook, targeting UK residents who regularly shop at Sainsbury’s. Out of these, 100 valid responses were received and included in the final analysis. Participation was entirely voluntary, and informed consent was obtained at the start of the survey through a mandatory consent statement before respondents could proceed with the questionnaire.
[bookmark: _Toc220769831][bookmark: _Toc220769676][bookmark: _Toc219246815]4.2 Primary Findings
[bookmark: _Toc220769832][bookmark: _Toc220769677][bookmark: _Toc219246816]4.2.1 Frequency Analysis
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[bookmark: _Toc219397671][bookmark: _Toc219389082][bookmark: _Toc220769678]Figure 4.1: Purchase from Sainsbury’s
(Source: SPSS)
The high brand penetration and dependence due to a 100% of the total number of those consulting Sainsbury has bought its products before (Refer to Appendix 2). In the case of the UK cost-of-living crisis, it implies that consumers would switch to other un-trusted retailers only after they have lost confidence in the current stores that they believe provide consistent pricing, vital supply, and value propositions.
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[bookmark: _Toc219397672][bookmark: _Toc220769679][bookmark: _Toc219389083]Figure 4.2: Age Distribution of Respondents
(Source: SPSS)
The highest of them lie within the brackets of 25-44 years old as it represents economically active households that are the most susceptible to the effects of inflation, mortgage pressures and childcare expenses (Refer to Appendix 3). Their superiority presupposes value marketing can be very close to economically responsible consumers who want to control their expenses, get multiple purchases, and use their own-labelled products in the times of extended economic uncertainty.
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[bookmark: _Toc219389084][bookmark: _Toc219397673][bookmark: _Toc220769680]Figure 4.3: Gender Distribution of Respondents
(Source: SPSS)
The almost equal gender balance indicates that it is not a demographic decision-making but a household-wide decision-making according to the time-pushed-cost-of-living considerations of grocery buying (Refer to Appendix 4). This works in favour of Sainsbury whose broad-based value message that is grounded in affordability, ethical pricing, and everyday essentials is a universal appeal that supports both inclusive engagements instead of niching-based promotional activities.
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[bookmark: _Toc220769681][bookmark: _Toc219397674][bookmark: _Toc219389085]Figure 4.4: Shopping Distribution of Respondents
(Source: SPSS)
Cautious, needs-based buying behaviour is exhibited by high shopping frequencies in terms of both weekly and monthly shopping (Refer to Appendix 5). With increasing food prices, customers are seen to allocate their spending on smaller, manageable trips instead of buying in large quantities. This trend supports the interests in the Sainsbury loyalty programs, price-locks, and regular worth notifications. 
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[bookmark: _Toc219389086][bookmark: _Toc219397675][bookmark: _Toc220769682]Figure 4.5: Range of income
(Source: SPSS)
The shrinkage in the lower-to-middle income brackets draws attention to the increased price sensibility due to wage stagnation and increase in the cost of living (Refer to Appendix 6). The utilisation of Sainsbury value ranges, own-label items, and discounted offers are adaptive consumer behaviour strategies to ensure food quality whilst dealing with diminishing disposable income.
[bookmark: _Toc220769833][bookmark: _Toc219246817][bookmark: _Toc220769683]4.2.2 Descriptive Analysis
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[bookmark: _Toc219389087][bookmark: _Toc220769684][bookmark: _Toc219397677]Figure 4.6: Descriptive Results
(Source: SPSS)
The descriptive statistics show that there are significant differences between demographic stability and behavioural adaptation between consumers who participate in the Sainsbury during the UK cost-of-living crisis. Although demographic variables, including age (Mean= 2.86) and gender (Mean = 1.48), have a relatively low dispersion and an almost normal distribution (the skewness values are near to zero), the behavioural variables, especially the shopping frequency (Mean= 2.94, SD= 1.213) and income range (Mean= 2.35, SD= 1.086), have a higher dispersion. This difference implies that there are economic pressures which affect the way consumers shop more than who they are. Comparatively, age and gender seem to be relatively stable, which suggests that the crisis concerning the cost of living has not changed the demographic structure of the customers of Sainsbury drastically. Conversely, shopping frequency has more dispersion, which indicates adaptive consumer behaviour including smaller size of baskets, higher price comparison and dependence on promotions. According to Epstein (2025), this fits within the rational choice theory whereby consumer behaviour to the pressure of inflation is to respond maximally by maximising utility via frequent controlled purchases.
The negative kurtosis (-1.251) shows the existence of a flatter curve, which shows that the pressure on the income is concentrated across a range of people rather than concentrating in the hands of one income level. This supports the results of Khan (2025) which observe that middle-income families are getting hit by the pressures of cost of living, not just the low earners. As a result, the interaction with the value marketing by the Sainsbury including price locks, own label and loyalty discounting cuts across income lines. 
[bookmark: _Toc220769834][bookmark: _Toc220769685][bookmark: _Toc219246818]4.2.3 Correlation Analysis
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[bookmark: _Toc219389088][bookmark: _Toc220769686][bookmark: _Toc219397679]Figure 4.7: Correlation Results
(Source: SPSS)
There is a distinct opposition between peripheral assessive items and core value-engagement inquiries in the correlation matrix, which shows the way in which economic and political pressures change consumer priorities in the UK cost-of-living crisis. Questions that are asked quite early in the series (Q2-Q6) demonstrate low or unstable relationships with subsequent behavioural outcomes, meaning that overall economic perceptions or situational beliefs do not necessarily evolve into interaction with Sainsbury value propositions. Contrary to this, a high-density grouping of the strong positive correlations begins at Q7 and continues especially between Q8 and Q16, with coefficients often exceeding r = 0.65 (p < 0.01). These questions seem to be a set of related constructs like perceived price fairness, perceived trust in promotions, responsiveness to value ranges, and repeat engagement. This inter-correlation implies that when consumers have positively rated one element based on value, the other interrelated behaviours support each other and do not work in isolation.
The most notable cases are that there are stronger relationships between the questions in the middle of a sequence and the later ones (e.g., Q9 15, 10 16), which suggests that the development of value recognition is followed by a regular commitment to behaviour. This is very different compared to the weaker ties and the Q2-Q4 that are not pretty attached to the core cluster of engagement. This has been spurred by the fact that, in cases where consumers are economically stressed, abstract attitudes give way to risk-reducing decision patterns. Theoretically, this trend is consistent with adaptive consumption behaviour in which households act under the macro-economic pressure by developing internally consistent value-seeking routines instead of ad hoc responses (Sheaff, 2025). 
[bookmark: _Toc220769687][bookmark: _Toc220769835][bookmark: _Toc219246819]4.2.4 Regression Analysis
Model Summary
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[bookmark: _Toc219397681][bookmark: _Toc220769688][bookmark: _Toc219389089]Figure 4.8: Model Summary
(Source: SPSS)
The regression equation shows that the collective impact of both economic and political variables on consumer interest in Sainsbury value initiatives is significant due to the large value (R = 0.730) of the correlation coefficient and the large value (R2 = 0.533) of the explanatory variable. This implies that more than half the sensitivity of consumer responsiveness to consumer value propositions including the Nectar Prices and price-matching schemes is attributable to cost-of-living related pressures. In a comparative sense, it seems as though economic drivers, such as inflation driven food prices, spending cut on branded products, and increased economic uncertainty have a more direct and close behavioural influence. These variables represent the objective limitations over household budgets, where consumers are motivated to find low-cost substitutes more willing and activates the participation in value systems managed by retailers. This is consistent with Cavallo and Kryvtsov (2024)’s finding that inflation increases the price sensitivity and hastens the substitution to personal labels and discounts plans.
Political reasons, including perceived effects of Brexit on food affordability, by contrast, are more indirect, as they influence a general consumer mood, and not every day buying behavior. Although political uncertainty is a contributor to long-term insecurity, its impact is moderated by the economic performance such as supply chain disruption and cost pass-through. Kuzenbayev and Pelizzo (2023) argues that this difference favours macro-consumption studies that imply political instability influences expectations and confidence, however, economic variables lead to behaviour observability. This value of adjusted R2 (0.514) also proves that the model remains strong when many predictors are considered, meaning that there is a strong relation, but not a statistical inflation. On balance, the disparity of short-term economic limitation and situational political pressure explains why value-oriented marketing approaches turn out to be especially efficient in the context of extended economic strain, as they both meet the affordability requirements of the customer and present the sense of pricing justice. 
ANOVA
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[bookmark: _Toc219389090][bookmark: _Toc219397682][bookmark: _Toc220769689]Figure 4.9: ANOVA
(Source: SPSS)
The outcomes of ANOVA prove that the regression model that analyses the engagement with Sainsbury value initiatives is statistically significant (F= 27.130, p< 0.001), which means that combined economic and political predictors have a significant impact on consumer buying decisions. The discovery here is the obvious difference between continuum, model-wide impact and chance, which cost-of-living exerts are not accidental but engraved in consumer behaviour. In comparative terms, the regression sum of squares (107.794) is higher than the residual sum of squares (94.366) indicating that external economic and political factors are all important contributors to the change in behaviour. The proximal factors that drive the shift in shopping behavior are economic variables; inflation-driven food prices, less spending on branded goods and increased economic uncertainty, which directly influence shopping strategies and support shopping behavior with value-based interventions like price matching and loyalty offers. This is in line with Simon and Echter (2023)’s finding that inflationary situations would heighten the sense of price and retailer shift to value-based propositions.
On the other hand, political reasons, such as the perception related to Brexit and affordability of food, have more of a contextual and indirect effect. Although their influence is less visible on the day-to-day buying behavior, they form the expectations, trust and trustworthiness in the stability of food prices in the long run. This difference helps to justify macro-consumption studies, which revealed that political ambiguity impacts sentiment and perceived risk, but economic constraints lead to the observable behavioural response (Ghazi et al., 2025). Such a large F-statistic thus indicates not only statistical sufficiency but a stratified system of influence, with economic strains seriously taking the lead over short-term interaction and political circumstances over longer term perceptions of values. Comprehensively, the ANOVA justifies the strategic applicability of Sainsbury value marketing as a logical consumer reaction towards the combined economic and political forces at the time of cost-of-living crisis in the UK 
Histogram
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[bookmark: _Toc220769690][bookmark: _Toc219389091][bookmark: _Toc219397683]Figure 4.10: Histogram
(Source: SPSS)
The histogram of standardised residuals offers some significant diagnostic information concerning the extent to which economic and political factors are effective in explaining the consumer participation in Sainsbury value propositions in the UK cost-of-living crisis. The values of the residuals are normally distributed around a mean that is nearly equal to zero (Mean 0; SD 0.98 ), which implies that the regression model meets the normality assumption. This is an indication that all the identified predictors are systematic indicators of consumer behaviour instead of generating biased or distorted estimates. Compared to the delineation of extreme outliers, the central concentration of the residuals is contrasted with a minor amount of the outliers. This means that value marketing propositions are relatively responsive to most consumers when they are faced with economic pressure. Georgarakos et al. (2024) argue that increasing inflation, declining real wages and household uncertainty seem to influence predictable behavioural reactions, including increased price matching and loyalty break. This is consistent with the classical theory of consumer behaviour that argues that when financial stress increases, people tend to become more rational and utility maximising.
Conversely, the small dispersion in the tails of the distribution indicates the heterogeneity of the internalisation of political and economic uncertainty among the consumers. Although it is the case that these individuals respond intensely to the pressure of cost of living by basing a lot of their behaviour on value programmes, there are those who are less responsive to change in behaviour, which is arguably because they are more income resilient or perceive less political risk. This difference confirms the results of Arnal Sarasa et al. (2020), who introduce the thesis that economic crises do not create consistent effects but rather cause adaptive patterns of consumption in groups. Moreover, the residual values are almost symmetrical, which indicates that political factors, e.g., the perceptions about the affordability of food due to Brexit, do not bring systematic bias to the model (Lingham et al., 2025). Rather, the impacts on them are picked up by more macroeconomic processes, including inflation and cost pass-through in the supply chain. The current distribution is stable and robust compared to those with skewed residual at a time of speculative consumption or emotional consumption, which supports the consistency of the regression results. On the whole, the histogram compares the model adequacy and behavioural consistency with the variability at the individual level and proves that the value-led marketing engagement in the context of the cost-of-living crisis is highly structured, predictable and based on the economical rationality instead of random reactions and responses of consumers. 
Normal P-P Plot 
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[bookmark: _Toc219389092][bookmark: _Toc219397684][bookmark: _Toc220769691]Figure 4.11: Normal P-P Plot Test
(Source: SPSS)
The Normal P–P Plot shows that the observed and the expected cumulative probabilities have a very close fit, which concludes that the regression residuals have a strong normal distribution. This is unlike the case of models that are influenced by structural bias or omitted-variable effects where a systematic deviation off the line would be visible. On a comparative perspective, the core part of the plot exhibits exceptionally high conformity with normality which means that in overall consumers, the association between the cost-of-living compulsions and eagerness to value propositions is constant and predictable. This is an indication of the fact that inflation, wage stagnation, and energy-price shocks always direct households to price-matching schemes, loyalty rewards, and own-label alternatives. This consistency is similar to the neoclassical theory of consumption based on the rational adaptation to budgets (Dubois, 2022).
Contrarily, there are slight deviations in the lower and upper tails of the plot which indicate low heterogeneity in behavioural response. It is possible that these deviations are a sign of income resilience differences or political sensitivity- there are consumers to whom the affordability issues associated with Brexit or inflation stories are more and others less responsive. This is opposed to the overall direction and substantiates the perception that political aspects are contextual amplifiers than behavioural initiators. According to Winters (2024), recessionary conditions lead to adaptive yet disproportionate shopping behavior among consumer segments. Notably, the lack of strong curvature or systematic deviation in the PP plot is in contrast to the results found in the literature of the era of speculative consuming or emotion-driven consumption that tended to corrupt models of behaviour when there was political uncertainty. 
[bookmark: _Toc219246825][bookmark: _Toc220769836][bookmark: _Toc220769692]4.4 Analysis 
The results all show that there is a definite difference in the structural consumer stability and behavioural adaptability in reaction to the UK cost-of-living crisis. The demographic (age, gender) trends are relatively constant, and the tendency does not reveal any changes in economic pressure that may have influenced the shopper who visits Sainsbury, but behavioural specifics (shopping frequency, income sensitivity, and value engagement) vary greatly. This comparison points to the fact that the crisis does not change the consumers, but it changes consumer behavior, which supports the importance of value-based decision-making. As a comparison, economic forces, including inflation, dwindled real income and limited household budgets, become the most imminent and potent forces behind involvement in Sainsbury-based value programs. The findings of regression and ANOVA support the fact that these factors directly affect purchasing behaviour and are statistically significant, which is in line with the information that inflation increases price sensitivity and promotes substitution to own-label and discount plans (Cavallo and Kryvtsov, 2024; Simon and Echter, 2023). Conversely, political considerations, such as Brexit-related affordability beliefs, have a more indirect and situational impact on the influencing of expectations and trust instead of everyday purchasing behavior (Kuzenbayev and Pelizzo, 2023; Ghazi et al., 2025). Diagnostic tests (histogram and P-P plot) go further to compare model robustness with small individual heterogeneity and demonstrate that though the majority of consumers are predictable and respond rationally to economic strain, a small percentage of the population is deviant because of income resilience or political sensitivity. All in all, it can be concluded that the value marketing adopted by Sainsbury is effective in that it appeals to the economic constraints in the short term but strengthens the long-term view of the fairness and reliability of the pricing policy.
[bookmark: _Toc220769837][bookmark: _Toc220769693][bookmark: _Toc219246826]4.5 Chapter Summary 
Generally, the results reveal that economic pressures have a greater and simpler impact on consumer participation in the value programmes of Sainsbury as compared to political forces. On the one hand, the demographics may be considered steady, whereas on the other hand, the behavioural changes can be seen, which proves that value-based approaches are more than effective to meet demands related to the affordability and support the consumer trust in the times of extended economic instability.


[bookmark: _4m4ukr5vjlav][bookmark: _Toc220769694][bookmark: _Toc220769838]Chapter 5: Discussion
[bookmark: _2gmuvfxgv8sa][bookmark: _Toc220769839][bookmark: _Toc220769695]5.1 Chapter Introduction
This chapter gives a detailed discussion of the empirical evidence offered in Chapter 4, the objective being to explain its meaning in reference to the research objectives and the overall context of the UK cost-of-living crisis. Whereas the preceding chapter was occupied with the presentation of the statistical output, the chapter goes past the numerical output to provide the how and why of how consumer behaviour and interest in the Sainsbury value marketing propositions have been influenced by the economic and political pressures. The discussion has been organized on the basis of the research objectives in order to make the study coherent in terms of objectives, findings and conclusions. Special attention is given to finding the prevailing economic factors, considering behavioural changes in the UK grocery industry, analysing consumer reactions to value propositions, and creating a basis of strategic advice. This chapter acts as a form of an intermediary between strategic decision-making and empirical analysis.
[bookmark: _jzjiv5m38ewd][bookmark: _Toc220769696][bookmark: _Toc220769840]5.2 Summary of Key Findings
The results show that the crisis of the cost-of-living in the UK has significantly and statistically affected consumer behaviour, and the participation in the value marketing programs of Sainsbury. A high percentage of all the respondents (100%) indicated that they have been shopping at Sainsbury and this implies that they have a high brand dependency despite the pressure on their finances. The most prevalent age group of the respondent was 25-44 years, which is the most economically active household that is the most susceptible to inflationary pressures of increased food price, increased energy costs, and increased housing costs (Epstein, 2025). Gender was almost equal, implying that the buying behaviour of grocery under economic strain is not gender based but that household purchase behaviour is common.
The distribution of income was observed to have significant dispersion with a concentration in the lower-middle and lower income groups with the negative value of kurtosis of -1.251. This shows that financial strain is not a limited phenomenon to the consumers with low income only. There was also very high variability in the frequency of shopping (Mean = 2.94, SD = 1.213), which is an adaptive behaviour that yields smaller basket sizes, more frequent visits to the store, and price sensitivity.
The weak correlations between general economic perceptions and early behavioural variables were determined through correlation analysis. Some of the correlations surpassed r = 0.65 at the 0.01 level of significance proving a strongly intertwined value-seeking behavioural pattern. This impact is statistically supported by the regression analysis, where economic and political factors explain 53.3% of the variation in consumer engagement with Sainsbury’s value marketing propositions (R² = 0.533; Adjusted R² = 0.514). The model is highly significant (F = 27.130, p < 0.001), confirming that cost-of-living pressures meaningfully influence purchasing behaviour. Additionally, strong positive correlations (r > 0.65, p < 0.01) indicate that perceived price fairness, trust in promotions, and loyalty schemes reinforce repeat engagement.
[bookmark: _t3dh9rf31w1j][bookmark: _Toc220769697][bookmark: _Toc220769841]5.3 Discussion in Relation to Research Objectives
To examine the overall economic and political pressures affecting UK consumers during the cost-of-living crisis.
The results illustrate that among the UK consumers the economic pressures are the main pressure exerting influence during the cost-of-living crisis. The escalating prices of food, the declining real income caused by inflation and the increased spending on necessities have imposed long term financial pressure on income categories (Stiglitz and Regmi, 2023). This spread of the data on incomes leads to the conclusion that the middle-income families also face a high level of affordability pressure and this does not allow assuming that only those consumers with lower incomes are the ones who experience the crisis. Overall, these findings indicate that the cost-of-living crisis represents a widespread and structural financial strain, affecting consumer behaviour across income groups rather than being confined solely to traditionally vulnerable households.
To analyse how these economic and political pressures influence consumer behaviour and purchasing decisions within the UK grocery sector.
The findings suggest that pressure of cost-of-living affects consumer behaviour based on behavioural adjustment and not necessarily on demographic change. The age and gender distributions are stable, and they indicate that consumers still shop in the traditional supermarkets, but the purchase making changes. Growth in the variance of shopping frequency is indicative of shopping in smaller amounts, shopping the necessities, and promotion hunting (Georgarakos et al., 2024). The high value-related variables correlations suggest that consumers use systematic value-seeking habits instead of selective ones. When the consumers believe that there is fairness of prices or they trust promotional mechanisms, they tend to greatly purchase in a repeat way, own-label substitution (Vanhuele, 2021). It shows rational consumption behaviour under constraint and utility maximisation turns out to be the focus of decision-making.
To evaluate the impact of economic and political pressures on consumer engagement with Sainsbury’s value marketing propositions.
The regression and correlation results highly support this objective. The evidence that value marketing propositions are at the heart of consumer decision-making in economic hardship is confirmed because over 50% of the engagement variance can be explained by cost-of-living pressures. The economic reasons that directly affect the engagement in Nectar Prices, price matching, and own-label ranges are economic factors that include inflation and lower disposable income (Benfratello and Ganci, 2023). Political pressures affect the engagement in an indirect manner by developing the perception of trust and reasonableness instead of direct buying behaviour (Wood and McCarthy, 2023). Diagnostic tests also appeared to establish the fact that engagement patterns are predictable and regular, meaning that consumers react in a systemic manner instead of being influenced by emotions or impulsive decisions.
To propose strategic recommendations for Sainsbury’s to enhance its value marketing and better support consumers during periods of economic pressure.
Although this goal is discussed in Chapter 6 in more detail, the results in this chapter have provided a strict empirical basis of the strategic action. The correlation between economic pressure and value engagement is very high, which proves that consumers are actively searching for the retailers that can provide the opportunity of being affordable, stable, and transparent (Pangarkar, Shukla and Taylor, 2021). Such success of the current value propositions means that some additional enhancement and strategic emphasis of value-based efforts can help enhance the consumer loyalty and remain viable through long periods of economic uncertainty.
[bookmark: _56qrk74eh6m9][bookmark: _Toc220769842][bookmark: _Toc220769698]5.4 Discussion in Relation to Existing Literature
The results in this research confirm and expand previous literature in this area of consumer behaviour in times of economic crisis especially in the UK grocery industry. The close relation between the high impact of inflation, and income pressure, and the rise in food prices on the purchasing behaviour coincides with studies that found that in the event of economic disruption, the UK households recorded significant decreases in discretionary spending and an increase in price sensitivity. Equally, the income pressure prevalent in this research indicates the research by Benker (2024), that the cost-of-living crisis has no longer impacted only the traditionally low-income households but also middle-income households.
The change in behaviour in accordance with the findings regarding the shift towards affordability, value, and product promotion corresponds to modulations in the writings of English and Tobi (2023), where the researchers highlighted that inflation of food prices compels customers to decrease product assortment, value and commitment, as well as retailers or product category change. 
Relative to political influences, the results agree with those provided by Freund and Springmann (2021), who found Brexit-related supply chain shocks and policy rearrangements as the cause of increased food prices. Nevertheless, the current study supports the stance towards the fact that political factors have a more indirect impact on consumer behaviour. Political uncertainty does not seem to directly influence the purchasing decisions; instead, it seems to influence consumer anticipations regarding price stability, supply, and equity, which in turn is affected by economic constraints. The success of Sainsbury value marketing propositions witnessed in this study is highly consistent with the value based literature of marketing. Khan, Alroomi and Nikolopoulos (2022), underlined that consumers prefer retailers that offer clear value signalling, price transparency, and reliability especially in the time of crisis.
Other than the available literature, the results also indicate that value engagement is not just reactive, but routine with time. The consumers do not react to isolated promotions but rather they build up organised value-seeking behaviour incorporating more than one value mechanism at a given time. This behavioural incorporation is not explicitly discussed in previous researches and is a significant provision of existing knowledge regarding consumption prompted by crisis.
[bookmark: _87l05xmt1pu5][bookmark: _Toc220769699][bookmark: _Toc220769843]5.5 Theoretical Implications
The results of the research are very much empirical in that they show that consumers are reacting to economic pressure through utility maximizing behavior which is rational. The change towards price-sensitive buying, own-label replacement, and greater use of promotions indicates income-limited decision-making, which Manuere et al. (2022), confirm. 
It also supports the Consumption Value Theory, especially the over-rule of the functional and the conditional value in the face of economic pressure. The functional elements of value, including cost, quality, and dependability, are put in the center, as suggested by Jagsheth (2024), when consumers cannot afford large costs. The effect of inflation, political uncertainty, and the pressure on cost of living as a way of re-allocating buying priorities are examples of conditional value. 
The findings are highly in favor of the use of Value-Based Marketing (VBM) theory. The key explanatory role of economic and political forces to engage in value propositions of Sainsbury indicates that value creation and communication are essential in keeping consumers loyal to the company in the crisis situations. 
The Institutional Theory is somewhat supported especially on the explanation of the indirectness of the political pressures. According to Balzano, Marzi and Turzo (2024), the organisational behaviour is predetermined by institutional and regulatory environments and affects the consumer outcomes.
[bookmark: _7t1hawht0v9d][bookmark: _Toc220769700][bookmark: _Toc220769844]5.6 Chapter Summary
This chapter has been critical in discussing the empirical findings with respect to the research objectives, existing literature, and major theoretical frameworks. The discussion has shown that the major forces influencing consumer behaviour in the UK grocery market during the cost-of-living crisis are the economic pressures and in this case the inflation and the declining disposable income. Political pressures play an indirect part by strengthening the feeling of suspicion and affecting the expectation regarding affordability and pricing stability. The results are in a remarkable agreement with other existing studies on consumption caused by crisis as well as contributing to the literature by showing how various value mechanisms interact in a coordinated manner to influence organised and predictable consumer behaviour. The Consumer Behaviour Theory, Consumption Value Theory, Value-Based Marketing theory, and the Institutional Theory turned out to provide a valuable explanatory power, albeit where there was a varying focus on the economic versus the political factors.
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[bookmark: _Toc220769845][bookmark: _Toc220769701]Chapter 6: Conclusion and Recommendations
[bookmark: _syehxspish1z][bookmark: _Toc220769702][bookmark: _Toc220769846]6.1 Conclusion of the Study
This paper aimed to examine the relationship between the economic and political conditions in the UK that relate to the cost-of-living crisis and consumer behaviour and response to Sainsbury value marketing propositions. Based on primary quantitative research and statistical inferences, the study reveals that the long-term economic stress especially inflation and declining disposable income has contributed to altering the grocery buying behaviour of UK consumers substantially. Mainstream supermarkets have not been rejected by consumers, rather they have embarked on repositioning their buying behaviours by focusing on affordability, price stability, and perceived value (Stone et al., 2025).
The results indicate that the effect of economic factors on the behaviour of consumers is more immediate and measurable compared to that of political factors. Political factors like uncertainty around Brexit are influencing perceptions of instability at large, but it is food prices and income restriction through inflation that will have a direct impact on the frequency of shopping, the goods purchased, and the value programs (Lingham et al., 2025). Noteworthy, the study confirms that value marketing propositions are not auxiliary at the times of crisis but are the focus of consumer decision-making. The use of mechanisms like own-label range, price matching, and loyalty-based pricing involves rational, systematic adaptation of behaviour in response to possible changes and not an immediate or emotional reaction (Tomczyk et al., 2022). On the whole, the research establishes that the Sainsbury value-based strategies are in line with consumer requirements during the cost-of-living crisis, yet their success will be determined by consistency, transparency, and strategic orientation and not the level of promotional intensity in the short-term.
[bookmark: _cyoe5d4kduo9][bookmark: _Toc220769703][bookmark: _Toc220769847]6.2 Achievement of Research Aim and Objectives
The research objective is to assess the political and economic conditions related to the cost-of-living crisis that affect the UK consumer food purchasing behaviour in order to propose enhanced value marketing propositions to Sainsbury, has been well accomplished. Descriptive and inferential analysis was used because it helps achieve the first objective that involved exploring the overall economic and political pressures that impacted the UK consumers (Cooksey, 2020). The results explicitly reveal that the economic constraints influencing consumer behaviour are economic pressures like inflation, increasing food prices and declining real income, as opposed to political pressures being the contextual enhancers as opposed to behavioural influencers.
The second objective, which is the examination of the effect of the said pressures on consumer behaviour and purchasing choices in the UK grocery industry was met by determining the effect to be behavioural adjustment instead of demographic shift. The age and gender ratios also consisted of stable values but the shopping frequency and income sensitivity showed a lot of variation meaning that consumers changed the way in which they shop but not where they shop.
Regression and correlation results supported the third objective which was to evaluate the effect of these pressures on consumer engagement of Sainsbury value marketing propositions in a strong way. Cost-of-living pressures accounted for more than half of the difference in engagement, pitching the value-led initiatives as being strategically relevant (Ucl, 2026).
[bookmark: _y8ff7bbacy76][bookmark: _Toc220769704][bookmark: _Toc220769848]6.3 Limitations of the Study
There are a number of limitations that have to be mentioned in this study notwithstanding its contributions. To begin with, the study followed a mono-quantitative and cross-sectional design, which will capture consumer perceptions at one time. Considering that the cost-of-living crisis is dynamic, consumer behaviour can keep on changing with the future economic or political developments (Droubi et al., 2023). The longitudinal approach would give more information of behavioural change with time. Second, the research has used self-reported survey data and this gives the chance of response bias. The respondents can either be under-rewarding financial pressure or overstating participation in value initiatives because of social desirability or recall bias. Although internal consistency was attested by statistical testing, self-reported measures are not able to represent subconscious or emotional motivation of behaviour (Corneille and Gawronski, 2024). Third, the sample was restricted to such consumers who had already shopped in Sainsbury. Although it was required to assess the interaction with the value propositions at Sainsbury, it restricts the generalisation of the findings to the broader UK grocery industry. The behaviour of consumers that mostly shop in discount retail outlets or other supermarkets can be different (Tan et al., 2021). Lastly, the analysis was conducted mainly in terms of the economic and political factors, and there were no psychological or emotional aspects like stress and anxiety or financial insecurity. These are areas that can be taken into consideration in the interaction with economic constraints and affect consumer behaviour further, and this is an opportunity to conduct a deeper investigation in the future.
[bookmark: _Toc220769849][bookmark: _Toc220769705]6.4 Theoretical and Practical Contribution
Theoretical: The research contributes to the body of knowledge on consumer behaviour and value-based marketing by offering empirical data that the pressure of the economy has a stronger direct effect on the process of purchasing behaviour than the effect of political factors in the case of a cost-of-living crisis. It integrates the Consumer Behaviour Theory, Consumption Value Theory and Value Based Marketing to explain adaptive value-seeking behaviour when dealing with an enduring economic stress.
This study contributes to consumer behaviour theory by locating the behavioural adaptation as one of the key mechanisms between the economic pressure and the results of hospitality consumption. The literature that has been available tends to discuss price sensitivity and income effects separately but this study presents the constructs in a coherent framework. The results are an extension of the behavioural economics and demand theory by showing that consumption loss is not only dependent on lowered income; an individual may also decide to rejudge perceived worth and make adaptive decision making. This UK contextualised cost-of-living crisis evidence adds new theoretical knowledge on consumer adjustment behaviour during long-term economic pressure.
Practical: In practical terms, the findings provide operational information to Sainsbury after establishing the effectiveness of value-based strategies, including price matching, proprietary assortment, and loyalty programmes, in retaining customers during economic hardship. The paper explains the strategic significance of the affordability, pricing transparency, and trust-building programmes to sustain consumer activity and profitability.
In practise, the research provides evidence-based advice to hospitality managers working in the economically limited contexts. The results point to the necessity to implement value-based pricing, adaptable menu designs, and cost-effective services provisions to ensure customer participation. The insights can help managers to redesign service propositions that are affordable and perceived to be of good quality. Also, the results guide the policymakers to understand that discretionary consumption sectors are vulnerable, which aids in the formulation of specific financial assistance and strategic assistance to the hospitality industry in case of economic disasters.
[bookmark: _by5pek3jvesu][bookmark: _Toc220769706][bookmark: _Toc220769850]6.5 Strategic Recommendations for Sainsbury’s
Recommendation 1: Strengthening Own-Label Value Ranges and Price Stability on Essentials
This recommendation is directly based on the study finding that consumers react the most to functional value whenever the economy is under pressure. The correlation between perceived price fairness, use of own-label and repeat purchase are strong indications that the consumer is actively engaged in substituting branded products with alternatives that they trust and are able to afford when their incomes are limited (Eniola and Ok, 2025). Sainsbury’s needs to build-up on its own-label value and essentials ranges by increasing its coverage over staple items like bread, milk, fresh produce and household requirements and at the same time, reinforce the long-term price stability of these products (Gielens et al., 2021). This approach would decrease consumer uncertainty, reinforce budgeting behaviour and establish Sainsbury as a stable provider of everyday low prices instead of a promotion-based retailer. As a method of overcoming consumer anxiety related to uncertain price volatility, Sainsbury can offer stable prices other than regular short-term offers (McKinsey & Company, 2021). This method also helps to keep the margin under control since easier pricing and supply chain can be achieved through own-label products than branded products. As the results have shown, consumers are likely to respond more to value programs that are persistent and believable as opposed to short lived.
Recommendation 2: Deepening Value Engagement and Personalised Savings
The second suggestion is directed at improving the interaction with the current loyalty systems at Sainsbury, especially Nectar-based pricing. The research found that consumers who believe in a single value mechanism had a propensity of much more likelihood to utilise others which proved that value involvement works out as a system. To enhance personalised value engagement, Sainsbury’s needs to go beyond the offers to customers by utilising loyalty data to create personalised offers that are price sensitive and guided by items that are essential and frequently bought, but not discretionary goods (Fu, 2024). It would mean that loyalty pricing would be responding to actual financial pressure instead of operating as a generic reward system. Individualised savings also improve the feeling of fairness by matching the offers to the needs of an individual household, which boosts repeat buying and loyalty (Mazlan, 2024). The strategy also enables Sainsbury to invest the promotional funds more effectively in the form of blanket discounting without compromising the high perceived value by price-sensitive shoppers. Combined, these two recommendations speak directly into the identified behavioural trends in the findings and present a narrow, evidence-based plan of supporting consumers and maintaining competitive edge in times of long-lasting economic strains.
[bookmark: _mv1a5v264wpr][bookmark: _Toc220769851][bookmark: _Toc220769707]6.6 Directions for Future Research
Although the research offers empirical evidence on how economic and political demands affect consumer behaviour and involvement with Sainsbury value marketing propositions, it is important to note that there are a number of research opportunities that can be undertaken in the future. To begin with, researchers in the future must use longitudinal research design to observe the way the consumer behaviour changes with time as the cost-of-living crisis persists or abates. Here, the behaviour was only captured at one point but inflation, wage adjustment and interventions of the policies are still changing. Longitudinal analysis would enable the researchers to determine whether the value seeking behaviour is a permanent or a reduced behaviour with improved economic conditions (Cooper and Stewart, 2020).
Second, the subsequent study ought to include the qualitative portion of the study, that is, the in-depth interviews, or the focus groups to investigate the psychological and emotional aspects of consumer decision-making under the pressure of a constant economy. Although this research detected rational and value driven behaviour, it failed to capture emotional reactions like anxiety, stress and loss of trust among others that can play a vital role in the long term brand relationships (Tarka, Kukar-Kinney and Harnish, 2022). The qualitative perspective may enhance the knowledge of the perception of the consumers in regard to fairness, transparency and ethical pricing in times of crisis.
Third, generalisability would be improved by comparative research between the various UK grocery retailers, such as discount supermarkets and premium retailers (LUCY, 2024). This paper specifically concentrated on Sainsbury only and this restricts the generalization of the sector. The comparative analysis may determine whether value engagement processes are comparable among retailers which have different pricing models and brand positioning.
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Section A : Demographic Questions
1. Have you ever purchased from Sainsbury’s ?
· Yes
· No
2.What is your age group?
· 18–24
· 25–34
· 35–44
· 45–54
· 55 and above
3. What is your gender?
· Male
· Female
· Prefer not to say
4. How often do you shop at Sainsbury’s?
· More than once in a week
· Once in a week
· 2-3 times in a month
· Once in a month
· Less than once in a month
5. What is the range of your income?
· Less than £2,000
· £2,000 – £3,499
· £3,500 – £4,999
· £5,000 or above
	Variable Questions
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree

	Rising food prices due to inflation have significantly affected my grocery purchasing behaviour.
	
	
	
	
	

	Political changes (e.g., Brexit) have influenced my perception of food affordability.
	
	
	
	
	

	I have reduced my spending on branded grocery items because of the cost-of-living crisis.
	
	
	
	
	

	Economic uncertainty makes me prioritise low-cost alternatives when shopping at Sainsbury’s.
	
	
	
	
	

	I now compare prices across supermarkets more frequently than before.
	
	
	
	
	

	I am more willing to switch brands if a cheaper alternative is available at Sainsbury’s.
	
	
	
	
	

	I focus more on discounts, promotions, and price reductions when shopping.
	
	
	
	
	

	The cost-of-living crisis has made me more price-sensitive when buying groceries.
	
	
	
	
	

	Sainsbury’s value initiatives (e.g., Nectar Prices, Aldi Price Match) influence my purchase decisions.
	
	
	
	
	

	I feel Sainsbury’s provides good value for money during the cost-of-living crisis.
	
	
	
	
	

	Loyalty schemes like Nectar points make me more likely to shop at Sainsbury’s.
	
	
	
	
	

	Sainsbury’s value-based marketing makes me feel more supported during economic pressures.
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Have you ever purchased from Sainsbury’s ?

Frequency Percent Valid Percent Cumulative Percent

Valid 1 100 100.0 100.0 100.0
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What is your age group?

Frequency Percent Valid Percent Cumulative Percent

Valid 1824 14 14.0 14.0 14.0

2534 27 270 270 410

3544 27 270 270 68.0

4554 23 23.0 230 91.0

55 and 9 9.0 9.0 100.0

above

Total 100 100.0 100.0
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What is your gender?

Frequenc: Percent Valid Percent Cumulative Percent
Valid Male 54 540 54.0 540
Female 44 440 440 98.0
Prefer not 2 20 20 100.0
tosay
Total 100 100.0 100.0
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How often do you shop at Sainsbury’s?

Frequency Percent Valid Percent Cumulative Percent

Valid More than 11 11.0 11.0 11.0

onceina

week

Onceina 30 30.0 300 41.0

week

2.3 times 26 26.0 26.0 67.0

in a month

Onceina 20 200 200 87.0

‘month

Less than 13 13.0 13.0 100.0

onceina

‘month

Total 100 100.0 100.0
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‘What is the range of your income?

Frequency Percent Valid Percent Cumulative Percent

Valid Less than 28 280 280 280

£2,000

£2,000— 28 280 280 56.0

£3.499

£3,500— 25 250 250 810

£4,999

£5,000 or 19 19.0 19.0 100.0

above

Total 100 100.0 100.0
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Descriptive Statistics

N Minimum  Maximum ~ Mean  Std. Deviation ~Skewness
Statistic _ Statistic __ Statistic __ Statistic Statistic Statistic
Have you ever purchased 100 1 1 1.00 000
from Sainsbury’s 2
What is your age group? 100 1 s 286 1.189 092
What is your gender? 100 1 3 148 541 472
How often do you shop at 100 1 5 294 1213 186
Sainsbury’s?
What is the range of your 100 1 4 235 1.086 178
income?
Valid N (listwise) 100
Descriptive Statistics

Skewness Kurtosis

Std. Error Statistic Std. Error
Have you ever purchased from Sainsbury’s 2
What is your age group? 241 -894 478
What is your gender? 241 -991 478
How often do you shop at Sainsbury’s? 241 -918 478
What is the range of your income? 241 -1251 478

Valid N (listwise)





image16.emf
Q2 Q3 Q4 Q5 Q6 Q7 Q8 Q9 Q10 Q11 Q12 Q13 Q14 Q15 Q16 Q17

Q2 1 0.058 0.064 0.117 0.037 -0.018 -0.083 -0.083 0.054 0.024 -0.055 -0.054 -0.035 -0.058 0.003 -0.123

Q3 0.058 1

-.202

* 0.003 0.041 0.007 0.093 -0.031 0.037 0.004 -0.097 -0.034 -0.099 0.022 -0.176 -0.123

Q4 0.064

-.202

* 1 0.008 -0.159 0.091 -0.051 -0.038 0.065 -0.054 0.002 -0.063 0.095 -0.058 0.093 0.098

Q5 0.117 0.003 0.008 1 -0.065 -0.121 0.013 -0.104 -0.181 -0.101 -0.154 -0.061 -0.027 -0.002 -0.076 -0.029

Q6 0.037 0.041 -0.159 -0.065 1

.641

**

.519

**

.537

**

.558

**

.600

**

.504

**

.549

**

.484

**

.511

**

.600

**

.545

**

Q7 -0.018 0.007 0.091 -0.121

.641

** 1

.564

**

.656

**

.750

**

.600

**

.673

**

.550

**

.629

**

.584

**

.669

**

.656

**

Q8 -0.083 0.093 -0.051 0.013

.519

**

.564

** 1

.656

**

.549

**

.527

**

.521

**

.534

**

.489

**

.607

**

.604

**

.562

**

Q9 -0.083 -0.031 -0.038 -0.104

.537

**

.656

**

.656

** 1

.638

**

.694

**

.632

**

.729

**

.691

**

.728

**

.671

**

.694

**

Q10 0.054 0.037 0.065 -0.181

.558

**

.750

**

.549

**

.638

** 1

.651

**

.651

**

.566

**

.603

**

.624

**

.678

**

.602

**

Q11 0.024 0.004 -0.054 -0.101

.600

**

.600

**

.527

**

.694

**

.651

** 1

.579

**

.725

**

.699

**

.679

**

.616

**

.588

**

Q12 -0.055 -0.097 0.002 -0.154

.504

**

.673

**

.521

**

.632

**

.651

**

.579

** 1

.719

**

.781

**

.649

**

.769

**

.624

**

Q13 -0.054 -0.034 -0.063 -0.061

.549

**

.550

**

.534

**

.729

**

.566

**

.725

**

.719

** 1

.704

**

.702

**

.686

**

.657

**

Q14 -0.035 -0.099 0.095 -0.027

.484

**

.629

**

.489

**

.691

**

.603

**

.699

**

.781

**

.704

** 1

.644

**

.732

**

.724

**

Q15 -0.058 0.022 -0.058 -0.002

.511

**

.584

**

.607

**

.728

**

.624

**

.679

**

.649

**

.702

**

.644

** 1

.664

**

.778

**

Q16 0.003 -0.176 0.093 -0.076

.600

**

.669

**

.604

**

.671

**

.678

**

.616

**

.769

**

.686

**

.732

**

.664

** 1

.759

**

Q7 -0.123 -0.123 0.098 -0.029

.545

**

.656

**

.562

**

.694

**

.602

**

.588

**

.624

**

.657

**

.724

**

.778

**

.759

** 1

Correlations


image17.png
Model Summary”,

Model R R Square Adjusted R Square ___Std. Error of the Estimate
1 7300 533 514 997

a Predictors: (Constant), [Economic uncertainty makes me prioritise low-cost alternatives when shopping at
Sainsbury’s.], [Rising food prices due to inflation have significantly affected my grocery purchasing
behaviour.], [I have reduced my spending on branded grocery items because of the cost-of-living crisis.],

[Political changes (e.g., Brexit) have influenced my perception of food affordability.]

b. Dependent Variable:_[Sainsbury’s value initiatives (e.g., Nectar Prices, Aldi Price Match) influence my
purchase decisions ]
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Model Sum of Squares Mean Square F Sig.
1 Regression 107.794 4 26.948 27.130 000
Residual 94.366 95 993

Total 202.160 99

a Dependent Variable:_[Sainsbury’s value initiatives (e.g., Nectar Prices, Aldi Price Match) influence my
purchase decisions.]

b. Predictors: (Constant), [Economic uncertainty makes me prioritise low-cost alternatives when shopping at
Sainsbury’s.], [Rising food prices due to inflation have significantly affected my grocery purchasing
behaviour.], [I have reduced my spending on branded grocery items because of the cost-of-living crisis.],
[Political changes (e.g., Brexit) have influenced my perception of food affordability.]
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Histogram

Dependent Variable: [Sainsbury’s value initiatives (e.g., Nectar Prices, Aldi
Price Match) influence my purchase decisions.]
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Normal P-P Plot of Regression Standardized Residual

Dependent Variable: [Sainsbury’s value initiatives (e.g., Nectar Prices, Aldi
Price Match) influence my purchase decisions.]
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