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[bookmark: _Toc101894655]Introduction
Sainsbury is identified as one of the major retail businesses in the UK that is supplying items to every household. Starting from groceries to food the organisation has excelled in all fields. The organisation currency is working towards Sainsbury banking services and also moving towards the telecommunication industry at a fast pace. One of the major components of Sainsbury banking is found to be the Nectar Card. This organisation has always been a market leader and working towards the benefit of mankind since 1869. John James and Mary Ann Sainsbury were the founders of this company. It is often observed that retail organisations often sell services to customers for their consumption. Digital assets that the organisation owns are described successfully in this context. The study aims to identify internal and external structural flows along with information architectural design that helps Sainsbury excel in its marketing and operations. 
It is observed that technology and specifically the use of AI has become important in making the business grow and understand customer behaviors and preferences. Sainsbury has been working in the retail section for quite some time now and they are the leading in market retailing. Sainsbury uses a supremely compatible digital marketing strategy that helps them in online PR opt-in email and sponsorship (Sainsbury.co.uk, 2022). The predictive AI details help this organisation decide what their customers are more likely to buy-in. Applied theories of marketing allow the organisation to create promotions to successfully create market research and recommend strategies. Sainsbury also uses YouTube as a part of promoting its marketing components. Sainsbury is quite active in their online marketing index, and it promotes maximum high-quality product selling by applying a bunch of theories like SOSTAC, PESTLE, SWOT, PORTER'S FIVE FORCES, and SMART OBJECTIVES. 
[bookmark: _Toc101894656]Marketing and business planning
COSTAS
It is a situational and marketing planning guide that helps in understanding the situation where a person belongs and understanding the objectives of where the people want to be in. There are strategies demonstrated that help to get in this position. How exactly do people get in the position is identified as the tactics. Future planning on acting and taking control on getting into it is important. Overall marketing and digital marketing apply to the planning model of marketing. 
Situation: The Company is having a competitive strategy where the customers are kept in an improved position, and they are identified to live in the best probable options. Sainsbury's top competitors include TESCO, ALDI UK, and MORRISONS. Tesco provides retail. The newest addition to Sainsbury's digital marketing is identified to be the opening of Sainsbury bank. The banking services allow a home of choice services along with fixed rater services. There are credit options that allow a balance transferring and managing nectar points whenever shopping is done. Sainsbury's extra rewards are gained in every basket while making it 16.2%. Sainsbury is having a market standard and share of having 4000 stores and product range coming out as in 2000 stores (da Silva et al. 2020). Sainsbury's had the largest share throughout consideration like conveying vital attributes in the retail sector. Sainsbury has been successful since it promotes marketing and clear band communications. Retailers boost profit by 17% and 1 million customers are already being benefited from the services available in the market. 
Objectives: 20.95% p.a. Variable. It is important that performance consistency is developed, and people are served with their digital advancement (Devikar, P. and Garje, 2020). The main objective is to link to Argos and manage online shopping. While investigating the objectives it is observed that the email account of Sainsbury works legitimately within statistical data encouragement. Applications are more on the management of applying Sainsbury's digital footprint wherever applicable. The organisation is currently having 125 subscribers and they try to use their digital footprint wherever it is applicable. 
Strategy: The strategy is quite essential, and it is applicable within a consideration of improvement and understanding of how people would accept their strategies of using online portals and getting maximum benefits. The understanding applies to an understanding of relevant issues in secure logging into the portal (Erdmann, and Ponzoa, 2021). Sainsbury is revealing the media agency's essence to manage digital marketing information by focusing on single customer experiences. "Sainsbury's pricing strategy is based upon providing the customers 'the value for money and thus maintains the quality of products and services ensuring customer retention.” 
Tactics: Promotional values are received through the nectar and the understanding of technology is indicated. Marketing and organisational strategies are well implemented via the following group of actions such as PR opt-in-email. The organisation focuses on web advertisement, sponsorship, and getting used to the inbuilt chat system that can help people find out the most important actions (Fanelli, and Braccio, 2018). The creativity is outlasting the digitally being enabled competency of the organisation. Videos are coming every six weeks for both individual and group customers. In case a person wants to change delivery details a person might have to go through several stages and they do it in terms of seeking help from the technical help team and customer support is available 24/7. Logging to Sainsbury groceries has been easier with a few clicks to add items to the implementation of concepts. Videos posting on cooking ideas are creating a buzz among people. Sainsbury's promise terms and conditions are consumer-friendly and allow recycling at all available stores. One of the most important aspects is identified to be stock checking and answering FAQs for online purchases. Investigating and registering important events are possible by popping up feedback and aligning Sainsbury's banking operations (Giroux et al. 2022). 
Action: The Nectar 360 apps collection and spending align with possible linking with Argos and Sainsbury's typical cultural advancements to be organized. There is smart stop development observed for Sainsbury and it helps them just scan, bag, and go. This enabled one to skip the long hourly line at checkouts. Sainsbury's new in-store digital innovation has excellent quality and fresh choices for the contactless shopping experience to improve. There is a self-check-in kiosk designed that helps in using Sainsbury's QR codes at the best possible rate. However, the Smartshop concepts need to be improved within available and selected stores only. The Sainsbury's Nectar card points have no expiry dates as usual (Haenlein et al. 2019). 
Control: Sainsbury is getting its usual marketing consistency by enabling users to scan items and pay for the ones that they have purchased only. SmartShop app is linked with credit or debit cards, and it helps customers to take off the product from the shelf and engage in everything that they keep under control (Humphrey, 2002). The app and registration process would be best implemented via shopping at Sainsbury's with a relevant Nectar account opening and closing while the program ends. Supermarkets are often creating a scan and go checkout area. Scanning and checking out applications would create sustainability and update the cash management system. 
[bookmark: _Toc101894657]External environment analysis
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	Political
	Brexit uncertainties have brought about an issue with regards to the conquering of Sainsbury in the digital market. Sainsbury has been quite intelligently working towards high-quality product supplying at a lower price. Multi-brand and multi-brand businesses come up with the management of consumer choices as much as possible to maximize profits. Hiring and resource management are affected by Brexit (Kari et al. 2016). 

	Economical
	Rising fuel costs have been identified as one of the major concepts of decreasing profitability. Supermarkets are being accountable for not making the prices low and decreasing the overall profitability. It has been identified that transporting goods all across the country has become important and since fierce competition is developed across the UK market, it indulges in competitive marketing and keeping the price constant so that customer adaptability is imperative to long-term success.

	Social 
	Healthy eating has been influencing socio-cultural activity as people no longer want to go on a fad diet and unhealthy junk food. They are keener on getting used to cooking ready-to-eat meals which are both healthy and tasty. Consumer demand is being met by creating a fairer price for the daily need’s essentials like coffee and chocolate. 

	Technological
	Big data and artificial intelligence have been associated with principles of marketing and companies around the world learn more of the opportunities and come across supermarkets to encourage selling and maximizing profits. The systematic UK supermarket aligns with the profitability of Sainsbury and the advent of e-commerce have been essential. 

	Legal
	There are not many legal threats associated with Sainsbury. They try to create an equilibrium of labor and work around human rights. Their whole constituency works on equal rights by processing the act in the year 1910 and bringing about gender gap management. Here there are no rights of the companies seen to cut payments of labor based on their gender-defined roles. They need to create a sustainable activity that will encourage the roles and regulations for becoming similar for all people. 

	Environmental
	Reduction is observed in terms of carbon footprint and plastic waste generation. "Sainsbury's will need to look for ways to tackle plastic waste, such as offering incentives to customers who buy foodstuffs lose and bring their containers and bags" (Mangiaracina et al. 2015). The advanced analytical study is being used to manage the environmental sustainability issues at their best. 


Table 1: PESTEL analysis 
[image: ]
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Internal marketing analysis
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Figure 1: Sainsbury's strengths and weaknesses
	Strength 
· Reduces carbon footprint and plastic wastage
· Market presence of more than 150 years with a systematic alignment of concepts
· Political uncertainty is never coming under the pathway of strengthening Sainsbury's sales
· Wide variety of products starting from an extreme coverage home to banking services
· Best marketing services and unique strategies for promotion
· Greater customer feedback and creation of social media and online presence
· Online shopping engaging in a comfortable e-commerce distribution
	Weakness 
· Fewer margins
· Switching brands
· Increase in prices
· Financial instability
· Might be expensive for some customers 
· The global expansion allows a complementary economical shift 
· Switching brands and facing the risks from promotion might find it difficult for the customers
· Financial instability allows financial grace management for the different years
 

	Opportunities 
· Economical shifts are working on customer prevalence so that the latest trends are getting incorporated within Sainsbury
· Sainsbury is one of the organisations that creates the latest trends and has a large network in the UK
· Self-checkouts automated Sainsbury's technology components and defined the largest consumer markets
· Unique strategies for promotion include YouTube videos, Facebook uses, Instagram posts, and even emails. The strategies adopted within a brand competition would create every segment of products
	Threats
· The covid pandemic has created a globalized threat of non-competency
· Competitors are giving some neck-to-neck competition and the niche-focused market is giving threats
· Rules and regulations along with liability laws work on Sainsbury's development. 
· Daily-price fixing, VAT avoidance, and ethical issues are coming on the pathway to development 


Table 2: SWOT analysis
[bookmark: _Toc101894661]Competitive marketing analysis 
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It is one of the holistic strategy frameworks that take strategic decisions away to create sustainable competitive advancements in the retail industry. 
The threat of new entrants- 
The threat of new entrants is quite higher as the entry barricades are quite lesser in the case of porters. Fewer customers have been using the double promotion over the last few years. To manage the threat of new entrants, some steps can be taken, and these are as follows
· Innovation aligned products and unbeatable promotional strategies (Oosthuizen et al. 2021)
· Building economies of scaling that can lower the fixed cost per unit
· Building capabilities and spending a lump sum amount of research and development 
Customer’s buyer power-
It is identified to be the highest and Sainsbury provides a range of products and services to ensure that customers can get their money off in their next shopping with rewards from any of Nectar's partners. The services can be explained as:
· Innovations of new products and services such as let us go credit cards. It provides a quick balance transfer and purchases power improvement with no annual fees. It also collects nectar points with each shopping. 
· 5-star defaqto rated home insurances help in choosing the house, contents, or both
· Getting discounts in case of a nectar member, and the nectar points work by one nectar point achievement for every 1 pound of qualifying spent online. 
· Each nectar points are worth 0.5p, which means if a person earns 1 point from a purchase it is the equivalent of 0.5% of cashback (Pavitt, Robson, and Townsend, 1989). 
Suppliers' bargaining power-
It is identified to be medium as Sainsbury has quite an enormous number of bargaining power with an association to the Argos. With each time Argo's combination is created there is an online grocery selling market created within Sainsbury. The linking of nectar cards to online accounting and starting to collect points on shopping at the website name Sainbury.co.uk (Sainsbury.co.uk, 2022). To engage the suppliers some steps have been taken which can be explained as:
· Building an effective supply chain with multiple suppliers
· Experimenting with product design using a different material for managing the prices that are going up
· Third-party manufacturers have significantly less bargaining power as compared to Wal-Mart and Nike. 
Rivalry among existing competitors-
Rivalry among existing players has been competitive and it needs a retail industry. Great deals in Sainsbury are making the industry-level analysis beneficial for the people out there tagged as Sainsbury customers. This rivalry is identified to be higher, and the process is differentiated as: 
· By building a sustainable differentiation
· By building a scale that enables competing with other competitors in a better position
· “Collaborating with competitors to increase the market size”
The threat of substitutes-
This is lower as Sianbury is identified as one of the most all-in-one components. The rivalry is associated with cost reduction, managing challenges, and safeguarding the competitive edge. Sainsbury is developing a lifestyle implementation for people with greater consistency and reducing the industry's impact throughout. 
This is handled in the following options:
· Being service oriented rather than being product-oriented
· Increasing the switching cost for the customers helps in implications of quality objectives
· Managing the customers overall switching cost and understanding what they are buying and what is not (Pillarisetty, and Mishra, 2022)

[bookmark: _Toc101894663]Product/market expansion grid
	Market Penetration 
	Five pillars of Sainsbury's marketing have been used. It is so far coming up at fair prices in the new market and gives a comparison range. Customers can ask for services whenever and wherever they want by making it essential on Sainsbury. Moreover, Sainsbury's links with Argos, Habitat, TU, Nectar, and Sainsbury's Bank (Sainsbury, and Baskerville, 2006). 

	Market development
	Market development is focusing on quality, provenance, and sustainability. A strategy of lowering prices with customer management at the right place. Queuing time is reasonable, and deliveries are not time as high dependability is managed through the brand's quality improvement over 141 years. Online services are provided to keep a commitment to marketing at a stage where the geographic locations get aligned with strategic intervening and growth companionship management. The name of the organisation and goodwill helps in the marketing development of components. Planning vehicle routes to avoid backtracking is important since the functional areas are digitally invaded with the distribution. Distribution arranges the goods to be cost-effective as business functionalities are getting managed in a centralized way (Rousseva, 2008). 

	Product development
	Product development has been improved as Sainsbury holds 43.5 percent of the global marketing index. The growth curve is harnessed as talent, creativity and diversity enable great shopping experiences with people. Sainsbury often conducts customer surveys so that they can get an understanding of what advancements are being performed on a theoretical model. Transferable business often shows that the activities of external competitors need to be managed. The strategic business unit is a fully functional unit that has its vision and direction, and Sainsbury makes complete use of it (Shani, Sena, and Olin, 2003). The marketing activities are reaching out to different markets since diversification is committed to measuring rigorous product development. 

	Diversification 
	Diversification is found in international growth and business level satisfaction observation. The Egyptian market is turning at the end of the century while incurring losses of more than 100 million and working on the billion-dollar supermarket club. 


Table 4: Ansoff matrix
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Figure 2: Market share by groceries for Sainsbury
“Sainsbury's pricing strategy is based upon providing the customers 'the value for money and thus maintains the quality of products and services ensuring customer retention.” Sainsbury provides some smart objectives by growing exponentially and providing a financial return to stakeholders (Stankiewicz, 1994). Their aim is identified to be having healthy, safe, and tasty food supplied to multiple people. 
[bookmark: _Toc101894664]Smart objectives
	Specific
	The specific goal is to become net zero in its type of operations by 2035. The climate crisis is tackled through original ambition delivery and aligning the UN's goals of limiting global warming to 1.5 degrees. Sainsbury tries to live a healthy life while sourcing with integrity and creating respect for the environment for making the workplace better.

	Measurable
	Measurement will be done via greenhouse gas emissions and increasing the use of renewable energy. Some recycling occurs as the customers are consistently working upon some good values. Getting online surveys done and taking feedback from customers helps in online sales increase and commitment. 

	Achievable
	Sainsbury is measuring success by understanding the unique selling point and shaping the future to make sure that it is doing well. Sainsbury's achievable goals are associated with becoming sustainable and creating over 16.88 billion stock analyses. 

	Realistic 
	Realistic goals are aligned with Sainsbury's supermarket acceleration and profit inclusivity to Sainsbury's dignity determination. Sainsbury is there for 75% of the stake of the financial establishment of over-consumer spending and working on the Sainsbury bank. The credits received are following up the market share and applying digital management techniques at their best. The total shares of sales are identified in terms of 14.3% current valuation of objectives (Thomassey, and Zeng, 2018). 

	Time-bound
	Within the next 6 years of the time, the institution is trying to cope up with a sustainable benefit and engaging in quality checks. Since the consumers are looking forward to the supermarket rate increase. Principle of marketing standards are applicable within a co-operative manual generation on how the online system will work and how the customers will get more benefits. Online grocery selling has become quite improved by focusing on trends and retail working facilities at good rates and Argos essential development. 


Table 5: SMART objectives
[bookmark: _Toc101894665]Strategic action alignment and promotions
[bookmark: _Toc101894666]Effective Digital marketing strategies for retail industries including promotion for organisation 
“Sainsbury's has adopted both BTL and ATL strategies to market its products in the consumer market. It has launched ad campaigns in newspapers, radio, television, billboards, and leaflets to build its brand name. It uses sales promotion via incentives and database marketing as part of its promotional strategy” (Al-Sartawi, Razzaque, and Kamal, 2021). The group launched its Nectar Prices scheme in September, offering digital Nectar customers discounts on frequently purchased Sainsbury’s product. Sainsbury is creating one of the best practices for marketing and evidence-based alignments via working on the cash on scan and go service (al Habibi, 2019). Sainsbury has always opted for personalized marketing and the marketing concepts align with management of payment card details at its best and complementary identification of products and services. Sainsbury is working on promotional activities like delivering gift cards and aligning substitution promise terms and conditions. Sainsbury is working on their online services by linking to Argos and serving more people through the possibility of digital activity components. 2904.8 cores of GBP are associated with Sainsbury’s core revenue. 28.6 billion British pounds aligns with the company's financial statement, indulging and covering financial years. Annual retail sales of Sainsbury PLC align with a holding of the largest working period of construction as high as 43.5 percent. Fair trade gives Sainsbury’s the edge over its competitors. According to Justin King, the vision statement can be outlined in terms of differentiating proposition across the Banking sector which is newly developed. Argos, habitat, and nectar have been working towards the popularity checking of the prepositions. Sainsbury PLC is owned by the company’s royal family members who are holding 26.145% of the company. Sainsbury is working on the sales preposition of non-negative territory and managing retail sales fall (Hakansson, 2014). 
[bookmark: _Toc101894667]Impact of digital marketing on business organisations like Retail section
The process is developed using “Sainsbury's concept of more than a million customers a week are now using SmartShop and that the app accounts for more than half of sales in some supermarkets. Shoppers use the app to scan their shopping, which they can pack as they put it into their basket or trolley” (Al-Sartawi, Razzaque, and Kamal, 2021). Siansbury generates 720 million pounds of revenues for 660 million pounds made in 2020-2021 with a use of the digital marketing components. The forecasting in a full-year work in the benefits of annual revenue increase at .87% increase. Sainsbury is arranged via a superlative understanding of leaving up to the expectations and seeing an important sales boost. Covid has impacted Sainsbury during the period of 2000s. As the sales figures are getting peaked a steep fall in the Sainsbury's profit is seen with 261 million. Week-by-week sales growth is observed in Sainsbury as the capacity is rapidly increased. Sainsbury's profit was inclusive by 8.7% as an increasing format to align the grocery market at its best to increase the supermarket competition (Al-Sartawi, Razzaque, and Kamal, 2021). 
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Figure 3: Sainsbury’s sales boost
In-depth reports and current observations of Sainsbury at its activity alignment are aligned with the growth. Sainsbury's future is becoming well developed to manage a pre-tax loss of 137 million. 
Financial highlights are found to be engaging in the following: greenhouse gas emissions by 30 percent by 2030. Strong operating performance with an improvement of grocery sales up of 7.8% making a start of home brand management and business performance evaluation. Special dividend per share is getting increased within an understanding of non-lease net debt on Sainsbury as 1179 million (Bharati, 2020). A fantastic job is achieved through accelerating digital transformation and managing customer availability to reduce costs. Significant working and consensus forecasts are all-around 620 million and make strong informational value gaining. The maximum competition is observed within an underlying of 12 million online orders processing and prioritizing them from the absolute business expansion. It is also important to understand that working under the raise of 35 million local community funds stores have improvised business rates on Sainsbury's stores. A bold three-year plan is developed to keep the food managed at Sainsbury and allow all consumers to double up their grocery buying while the cost is reduced. A response to covid has been created as the colleagues needed to self-isolate and Sainsbury had produced isolation room ideas to improve customer availability. Sainsbury is working towards the digital impact by keeping up the shielding impact and recognizing extraordinary reports. Invested 485 million for raising consumer safety and overall order processing of required orders (Borg, 2009). 
Sainsbury's sales expenditure on one-off items in the UK allows luxury item building and creates a consumer-friendly range of services. Maximum people are eating at home as there is a significant investment in value gained. People are also pleased to gain an appropriate value, innovation, and service that leads to market growth. Each of the team members were working hard throughout the year to make sure that each product that is asked by consumers is gained easily. A price match campaign is created as a part of making Sainsbury the talk of the town and keeping them engaged with Sainsbury's over-the-counter services. Sainsbury is organizing Facebook live videos to encourage people on living the standardized grocery components.
[bookmark: _Toc101894668]Sainsbury’s digital marketing tools and technique
Marketing strategies are as follows:
1. Search engine optimization (SEO) Search engine optimization (SEO) is one of the most effective digital marketing initiatives today
2. Pay-per-click (PPC) advertising
3. Content marketing
4. Email marketing
5. Social media marketing
6. Voice search optimization
7. Video marketing” (Venkatesh, 2018)
Significant information is gathered regarding Sainsbury which is most likely to create an appropriate registering and logging. While the customer tries to log in its first directs towards the registration page. Post-registration the ID a sharing of essential login is done. Once a person gets the id and password to login, they can easily access the “My account” portal. Online shopping will be much appreciated with using the account details and buying groceries online. The online assistant also works by giving answers to the updating personal details like address and payment card. The card details are saved all inside the portal. Sometimes it might happen that people are not able to purchase groceries with their usernames. The portal might ask them to select some images with an appropriate name on it so that it is clarified that they are not robots. Sainsbury gives an account of promotions, events, mother days and Easter images (Zairi, and Al-Mashari, 2002). 
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Figure 4: Sainsbury login guide
(Source: https://www.google.com/url?sa=i&url=https%3A%2F%2Fwww.payslipviewv.com%2Foursainsburys%2F&psig=AOvVaw02WPNQVgxp5TFLijRoVGm-&ust=1649256150421000&source=images&cd=vfe&ved=0CAoQjRxqFwoTCNCvko2U_fYCFQAAAAAdAAAAABAD)
The portal is self-sufficient as there exists a help button so that customers can be guided through any issues regarding sign up. Sainsbury’s logging and registering process aligns with posting and managing questions and gift cards. Cooking ideas are shared with the community. The refund policy is associated with an understanding of available online purchases in the UK stores. The website also directs on how to buy and give them to people (Zairi, and Al-Mashari, 2002). Twitter is flooded with 592k followers, and the organisation is giving a direct login option through using their Facebook or twitter login credentials. The promotional activities are also taken into consideration via these digital connectivity. 
[bookmark: _Toc101894669]Digital assets, information/communication architecture for Sainsbury
“Argos, Habitat, Tu, Nectar and Sainsbury's Bank are all delivering for their customers, and we are on track to drive strong, sustainable, profitable growth to support core food business and continue to deploy the digital assets of Sainsbury as an organisation.” Sainsbury PLC is coming across a large variety of forces with an analysis that enables strategic operations. Porter's five forces are working on organisational stability, and it creates strategic planning via conducting research on overall market dominance and differentiating its products. The diversification strategy applies to supply and demand situation management. The threat of substitute products or services has become important to understand. Sainsbury J PLC focuses on greater quality of products just by understanding the market gap. While complete research is conducted on what the customer wants, Sainsbury PLC is growing every year to manage the rivalry among people on companionship (Reynolds, 2000). 
Rewards associated with 8000 bonus nectar points for the first two months then getting into a consistency of payments and collecting feedback. It is also observed that there are 0% transfers offered to the people who are working on banking service. Argos, Habitat, and TU clothing have been considered. 12 months interest factors help in getting an advancement of current offer transfers. "Balance transfer fee of 3% (minimum £3) applies on transfers made at application. The charge will depend on your current offer thereafter". A representative example is as follows:
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Figure 5: Purchase rate with a representative in nectar cards
[bookmark: _Toc101894670]Predictive Artificial Intelligence Technology uses of Sainsbury to become digital marketing expert
In retail sector the predictive AI is used to find patterns in historical datasets. Protective models have been implemented as a part of foreseeing the change and managing future events without any necessary human interaction. Predictive analysis in retail encourages retailers to understand what is in trend and what people are conscious to buy. Like in case of Sainsbury, they use Blue Yonder’s end-to-end platform to add the power of AI across multiple supply chain functions, predicting the demand and replenishment, warehouse management. Staff management and managing yards are part of this process. 
Siansbury applied the 4p’s of marketing through product, place, promotion, and pricing components. Organisations strategy aligns with a consistent benefit of using applications on customer phones and the ones that are available on Google play. Logging in Sainsbury is not possible since sometimes customers might fall under technical glitch like inactive internet. Online and promoting their digital marketing adequacy is important with giving appropriate assistance on application working. Some steps can be worked out as clearing cache and cookies and having clear options on browsing (Cao, 2021). The groceries app developed by Sainsbury has more than 30000 products in a person's cart that helps them an appropriate date and time of delivery. Clicking and collecting slots helps in understanding of the advanced shopping experiences. Sainsbury at any condition tries to manage the safety shopping experiences of the grocery market. Most beneficial attributes are found to be managing the one-hour delivery shops that buy in freshness to the people of particular regions. 
Retail giant Sainsbury has been deploying AI to identify what customers are really looking into. As an emphasis to the AI transformation, it is observed that big data and machine learning grow exponentially for recognizing any spills and quickly giving alerts to the store workers to get a quick cleanup (Chen, Tran-Thien-Y, and Florence, 2021). Artificial intelligence is aligning with deep learning platforms via understanding the natural language processing to detect store traffic at different sections at rush hour. Artificial intelligence is increasingly used in the public sector to guide people to choose essential services. Chatbots often take care of customer services which is a product of artificial intelligence. Price projections have been occurring while there is a product classification created within artificial intelligence management. AI is used in retail as this improves demand forecasting, visual search, and supply chain management. Predictive analytics helps with the right amount of stocking for the future. 
[bookmark: _Toc101894671]Conclusion 
Two of the most essential retail components are found to be exclusive by keeping the market research on interviews, reports, and more prior options. Sainsbury’s sales growth year-on-year inclusivity is working at its best as the gathered information is being managed by the entire Sainsbury group. The supermarket got activated within a companionship of United Kingdom’s republic components and sold it to the Australian Conglomerate Wesfarmers in January 2016. Sainsbury has even been selling paint whites to manage the competition even in the paints market. Sainsbury is observed to be identifying pain points for customer vulnerability and creating a supermarket like shopping experiences. 35 million dollar is raised for identifying the choice of good that customer likes to buy. 1500 small business have grown out earlier as Sainsbury was identified to be the major stores during longer-term retail management. Sainsbury comes with a high-quality intelligence and enjoyment creation for spotting opportunities of growth and identify what is trending in order to encourage the digital economy. The customers signing and cooperation is working with a consistent approach towards introducing digital shopping experiences for everyone. Supply chain management is essential as speed and accuracy of the decision-making is talked about in this writing. AI inside an organisation allows core business process improvement with clarity in decision making. Cloud-based data processing and storing works as a handy option for the AI-based working and predictive customer analysis is making the organisation grow. The malls are effectively solving their issues with organized algorithms and detailed processing advancements. Eventual supporting of the AI enabled community-based learning has become an important aspect to focus on. Hence, the objective of the report of showing digital competency of the organisation is fulfilled here.
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