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Task 1:
Strategic marketing management requires organisations to examine the macro-marketing environment to identify opportunities and threats that shape competitive advantage. In the UK online grocery market, Tesco was the first company in the UK to become a leader in online grocery retailing, whilst Sainsbury was the second to create its own online grocery platform. Technological change and economic conditions (cost-of-living pressures) are two macro-level factors that influence this industry. The two firms face opportunities and threats arising from these forces that affect their competitive positions in the UK grocery market.
1. Tesco 
Technological Environment
Technological change has been seen as one of the most significant sources of opportunity to Tesco. Tesco became one of the first companies to adopt online grocery services and thus, invested in online platforms, home delivery logistics, and data analytics. This is a major competitive advantage of the company within the online groceries market (Roy, 2024). Tesco currently occupies the market that is estimated to be 28-29% of the UK grocery market and is therefore leading the market. 
Moreover, Tesco holds approximately 37% of UK online grocery market, which reflects the efficiency of its online resources and capabilities to deliver products to its customers (Reuters 2025). Another technological advancement that has contributed to the Tesco advantage is the rapid-delivery services. The digital technology is turning into a game-changer in terms of consumer need and desire because its Whoosh high-speed delivery service can now serve nearly 1,600 stores and focus on over 70% of the UK population demand concerning convenience and speed (Finance 2025). The opportunity presented by technology to Tesco is strategic in the area of marketing in a few ways: 
· Data-driven marketing: Tesco has the loyalty program (Clubcard) that helps the business to analyze consumer behaviour and promote offers, improving customer retention (Azan and Karimah, 2022). 
· Expenses: Digital supply chains and automation improve the delivery of the order and reduce expenses. 
· Market leadership: Leadership in the market by a company that embraces new technology early on, sets a barrier in the way of other companies that may want to embrace the same level of infrastructure (Kallmuenzer et al. 2025). 
However, change is also threatening technological. Competition has grown in the online grocery market with the advent of online grocery services and emergence of fast-commerce platforms and all-online grocery stores. The penetrating of the new players was initially a danger to the traditional supermarkets that offered ultra-fast delivery service. Although Tesco has already reacted to the threat of losing its margin due to the emergence of its own rapid delivery service, the additional spread of the digital competition can be a threat and requires the increased investment in the logistical and technological capabilities (Roy, 2024). Overall, the technological factors contribute to the consolidation of the competitive advantage of Tesco already having the necessary infrastructure and expertise to exploit the opportunities of online retailing.
Economic Environment.
The other key factor that will determine the strategic position of Tesco is the status of the economy. The UK; during the past years, has been experiencing an increase in inflation and pressures of living costs, which influence consumer purchasing behaviour. Grogery inflation was at 5% in 2025 and hence people concentrated on value and low-price merchandise (Reuters 2026). These are the economic conditions that pose threats and opportunities to Tesco. In the opportunity side, Tesco possesses a significant size and buying power that can facilitate it to generate competitive prices. Some of the strategies that the company has put in place to make the company affordable include price matching and value promotions to attract consumers with low-price sensitivities. This has been one of the strategies which have aided an upsurge in sales and market share in the last few years (Meng, 2024).
However, inflation raises operation expenses that include the energy rates, transportation costs, labour rates, and cost of supply chain.  The higher expenses might decrease the profit margin unless the retailers increase their prices or work more effectively. In addition, Aldi and Lidl are also discount supermarkets which have grown at a very quick pace during economic crises where consumers move towards less expensive alternatives (Geyskens et al. 2024). Accordingly, economic drivers on the one hand provide a chance to Tesco to pursue the value and market share; on the other hand, they raise competition and costs pressures on the market.
2. Sainsbury’s 
Technological Environment
Sainsbury, a participant in the online grocery market, has also invested in digital retail and home delivery services. Yet it has lower technological capabilities, which were implemented later than Tesco's, thereby impacting its competitive standing.
Sainsbury's currently controls about 15-16% of the UK grocery market, which is by far lower than Tesco's market share. Although the company already has an online platform and delivery system, its presence in the digital grocery market is not as extensive as Tesco's (Spglobal 2025). 
The use of technology will give Sainsbury a chance to enhance its competitiveness. For example:
· Convenience-oriented consumers can be attracted by increasing online delivery capacity and click-and-collect services.
· Online marketing technology allows organisations to make promotions personal and more interactive.
· Partnerships with logistics or technology companies can bridge the innovation gap between market players and the leaders (Attah et al. 2024).
Nonetheless, technological change is also one of the significant threats to follower firms. Investments into new technologies demand large capitals since Tesco and other big retailers already have a well-developed digital infrastructure and logistics networks. This poses entry barriers as well as restricts the rate at which the follower firms can proliferate online services  (Roy, 2024).
As a result, even though technology has the potential to grow Sainsbury, the company has a challenge of competing with a technologically advanced pioneer.
Economic Environment.
The competitive position of Sainsbury is also affected by the economic status. Like Tesco, Sainsbury's has to react to the cost-of-living pressures impacting the consumers in the UK. In times of high inflation, customers are more conscious of the pricing and value products.
In the case of Sainsbury, this environment has both positive and negative effects. On the opportunity front, the growth in sales can be supported due to the growth in demand of groceries in times of economic uncertainty. Statistics reveal that the expenditure at Sainsbury increased by approximately 4.7 per cent per annum over the period, which means that there is still demand in the supermarket market (Marketreportanalytics 2025).
However, the economic pressures are a greater threat to Sainsbury than Tesco. Tesco is able to provide lower prices due to its ability to bargain with its suppliers as the company scales larger and its bargaining power is higher. This complicates the ability of the follower firms, including Sainsbury, to compete based on price alone. And there is the competition that is further increasing with discount retailers that are still attracting consumers who want cheaper options in times of economic downturn (Gu et al. 2024).
In order to address these issues, Sainsbury has focused on differentiation approaches, such as superior products, own-label products, and superior online support. However, the economic pressures restrict the flexibility of prices and the strategic need to embrace continuous changes (Kallmuenzer et al. 2025).


Task 2:
Strategic Responses
The strategic responses that Tesco and Sainsbury have invoked to the macro-environmental forces that include technological progress and economic pressure include the need to keep the online grocery market in the UK growing. The high pace of digitalisation, growing competition posed by online stores, and the mounting pressure on cost-of-living have all played a major role in shaping consumer behaviour and retail strategies. As part of staying competitive, both organisations have embraced various strategic practices that aim to enhance efficiency, customer value, and positioning of the market (Azan and Karimah, 2022). This discussion measures the way that Tesco and Sainsbury address these external issues and preserve competitive advantage. Specifically, two important strategic frameworks, including Porters Generic Strategies which describe how companies can achieve competitive positions by either cost leadership or differing and Ansoffs Growth Matrix which describes how companies can grow by targeting market penetration, developing products, market development, and diversification are discussed (Globalbankingandfinance, 2026).
Porter's Generic Strategy: Differentiation with Cost Leadership.
The key strategy used by Tesco is the cost leadership strategy that is facilitated by its size, well-developed supply chain, and digital capabilities. Tesco is the largest grocery retailer in the UK, holding around 28–29% of the grocery market and approximately 37% of the online grocery market (Meng, 2024).
Tesco was also reacting to the cost-of living crisis and the increasing inflation rates by enhancing its value proposition by price matching and loyalty programmes. The Clubcard Prices and price matching with discount retailers are some of the initiatives that enable Tesco to retain price-sensitive consumers as it retains its market share. These are the strategies that are directly related to the economic pressures that affect consumers' buying behaviour (Marketingweek, 2025).
Technology and convenience are also among the differentiation strategies employed by Tesco. The firm has also launched the quick delivery program, Whoosh, through which customers can get their groceries within a maximum of 20 minutes. The online retail has seen Tesco take advantage of the technology changes to have the service operational in over 1,600 stores and has reached over 70 percent of households in the UK, indicating that the company is able to leverage on technology in its online retail market (Globalbankingandfinance, 2026).
Tesco can ensure a high competitive advantage in the UK grocery market using a cost-saving approach and continuous technological innovation. Tesco makes the shopping experience more efficient, expanding digital services and making delivery convenient, which strengthens loyalty among customers and makes the company competitive with the traditional supermarket as well as the newly arisen online grocery stores.
Ansoff’s Growth Matrix
Ansoff Growth Matrix can also be applied in explaining the growth strategy of Tesco.
Market Penetration:
Tesco has been working on market share expansion in the established markets by using loyalty programmes, promotions and low prices. The Clubcard program offers individualised deals, depending on the consumer information, which reinforces consumer retention and promotes repeat buying (Azan and Karimah, 2022).
Market Development:
The company has also extended online grocery delivery to other places in the UK. Tesco has covered more households and strengthened its online presence by expanding the number of houses that it can deliver to, as well as enhancing its logistics networks (Smith, 2023).
Product Development:
Tesco unceasingly launches new products and services, as well as high-quality own-label brands like Finest and new technology like Whoosh. Rapid-delivery services are projected to increase sales by more than 40 per cent in 2025, which shows that consumers seek convenience (Tescoplc 2025).
Diversification:
Tesco has been diversified in technology based services and ventures, such as digital marketplaces and extended retail services, enabling the company to produce other revenue streams besides traditional grocery retailing (Hänninen, 2023).
On balance, the strategies of Tesco can be viewed as an example of how innovative companies use their initial technological investments, economies of scale, and high brand loyalty to continue their development and dominate the market.
Porter's Generic Strategy: Differentiation and Value.
Sainsbury, being a follower in the online grocery business, uses the differentiation strategy coupled with value positioning mainly. Instead of competing on price only, the company focuses on product quality and customer experience as well as its own powerful-label brands (Ahmed et al. 2022).
As an illustration, the high-end range of Taste the Difference of Sainsbury will attract people who are interested in more quality grocery products. Moreover, the company is also employing the Nectar Prices, where discounts are provided individually based on its loyalty programme to retain customer loyalty, especially in times of economic uncertainty (Investegate, 2023).

Nevertheless, economic pressures have compelled Sainsbury to use more competitive pricing techniques. Similar to Tesco, the company launched Aldi price-matching schemes in order to keep the customers who would otherwise move to cheaper retailers. Sainsbury has been performing steadily, despite the high competition, with a report of about 15 per cent market share in the UK quality grocery and a growth in retail sales of an average of 4.5 percent per annum (Hawthorne, 2025).
Ansoff’s Growth Matrix
The Ansoff framework can also be applied to the strategic growth of Sainsbury.
Market Penetration:
The company reinforces its key grocery business with competitive prices, personalised offers and customer loyalty programs like Nectar rewards. These promotions will prompt repeat buying in the current UK market (Ziliani, 2025).
Product Development:
Sainsbury pays much attention to the product range innovation. The retailer introduced more than 400 new products within one year, which has shown its approach of appealing to consumers with differentiated and superior products (investing 2025).
Market Development:
Sainsbury's has grown its online grocery shopping and convenience formats. Its on-demand rapid delivery service increased tremendously, reaching beyond 1,200 destinations and approximately 65 per cent of the people in the UK, making access and convenience better to customers (Sainsburys 2024).
Diversification:
The inclusion of the Argos in the supermarkets of Sainsbury's is a diversification strategy. Using a combination of grocery retail business and a general merchandise business with digital click-and-collect services, the company enhances the omnichannel retail business (Detti, 2023).
Comparative Evaluation
The two companies have embraced strategic responses in response to the technological change and economic pressures; however, their strategies are different.
Tesco utilizes mainly a cost leadership policy with sound technological processes and operational efficiency (Marketingweek 2025). The company has ensured that it is in the UK digital infrastructure, data analytics, and state-of-the-art logistics systems through early investment which has helped it to consolidate its position in the online grocery market. Additional benefits of these investments enable Tesco to save on operational expenses in addition to enhancing efficiency in its delivery process and providing competitive prices to its clients. This has seen the company retain the biggest market share and enjoy the first mover advantage in online grocery retailing (Azan and Karimah, 2022). 
On the other hand, Sainsbury is more dependent on the differentiation strategy, which emphasizes on the quality of product, customer experience, and brand loyalty. The retailer focuses on high-end product offered, personalised offers, and rewarding schemes like Nectar rewards to win, and keep its customers. As much as Sainsbury has increased its online services and on demand delivery, its digital platform and market footprint is still small in relation to Tesco. Hence, Tesco competes primarily on the basis of cost efficiency and scale whereas Sainsbury competes on the basis of product differentiation and customer value (Ziliani, 2025).
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