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[bookmark: _Toc213414795]1.0 Introduction and Background 
[bookmark: _Toc213414796]1.1 Overview of the Research Topic 
The period between 2021 and 2025 was associated with very high inflation in the UK. The cost of food, energy, and other products increased very fast because of world supply problems, high prices on fuel, and the war in Ukraine (Devine et al., 2024). Even the inflation reached 11.1% in October 2022. In early 2023, there was a peak of 19.2% in food prices, and subsequently, the prices appeared to be 4% in March 2024 (Hopkins, 2024). In mid-2024, the inflation had reduced to the target of 2%, yet prices remained elevated in comparison to pre-crisis levels. As observed by Kerr et al. (2025), the cost-of-living crisis indicates that most households have significantly less money left after settling bills. Individuals reduce their expenditures, get fewer shopping opportunities, and seek promotions. To illustrate, statistics indicate that UK consumers abandoned name brands and bought cheaper own-label and value items when grocery prices were elevated (Davey, 2022). There is still a lack of consumer confidence, and people are feeling strangled by increasing prices.
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Figure 1: Supermarket share comparison
(Source: BBC, 2019)
These trends are influential in grocery retail. Sainsbury is the second-largest supermarket in Britain, which owns approximately 15% of the market share (Davey, 2024). People are more price-conscious and value-conscious as households have tight budgets. Supermarkets are deploying low prices and loyalty offers. Sainsbury currently offers an Aldi Price Match on a good number of staples and offers additional discounts to its Nectar loyalty card owners (Davey, 2024). During inflation, low prices are stressed by retailers. According to analysts, price is the most essential weapon of supermarkets as food prices increase (Hopkins, 2024). Briefly, inflation has forced Sainsbury and other grocers to resort to value pricing, which impacts how consumers perceive the value of brands and customer loyalty.
[bookmark: _Toc213414797]1.2 Problem Statement 
Government activity and escalation of prices are altering shopping behavior. The UK government cut domestic energy bills to a maximum of about £2,500 per household per year and provided subsidies to assist, and the Bank of England increased interest rates to curb inflation (OBR, 2023). However, most customers experience reduced disposable income and are shifting away from premium products to lower-cost ones (Davey, 2022). This implies that Sainsbury needs to change its marketing focus to value. As an illustration, it has increased its Aldi Price Match and increased its offers using the Nectar points scheme to remain competitive (Hopkins, 2024). Nonetheless, very few studies have so far examined the role of new inflation and policy developments in the mindset of UK shoppers as far as supermarket brands are concerned. This research gap renders the need to examine these tendencies in the post-2022 environment.
[bookmark: _Toc213414798]1.3 Rationale 
This research work has practical and theoretical importance. In practice, it assists Sainsbury in realizing the impacts of customer loyalty and the value perception on factors such as inflation and support policies. With reference to the study by Davey (2024) Sainsbury already controls approximately 15.2 percent of the UK grocery market. Indicatively, its Nectar loyalty offers can save consumers money on shopping; on a £80 shop, they average around 14 savings, so understanding what works with this type of offer is helpful (Virdi, 2025). Theoretically, the research applies theories of marketing and consumer behaviour to difficult economic periods, as price sensitivity and value perception theories in the presence of inflation. The results will be relevant to Tesco, Aldi, Lidl, etc. because they also adapt to the cost-of-living burdens and compete based on value.
[bookmark: _Toc213414799]2.0 Aim, Objectives, and Research Questions
Aim
This study aims to evaluate the impact of external political factors, specifically UK inflation and political responses to the cost-of-living crisis, on consumer behaviour and value marketing of Sainsbury's. 
Research Objectives
· To assess consumer perceptions of value-oriented marketing strategies of Sainsbury's in the context of the ongoing crisis of cost-of-living crisis in the UK.
· To explore how fluctuations in the UK Inflation rates affect consumer purchasing behaviour towards value and affordability at Sainsbury’s.
· To evaluate the effect of political and government response to the cost-of-living crisis (like tax cuts, subsidies) on the consumer expectations of supermarket promotion and pricing.
· To determine the relation between brand loyalty and consumer economic sentiment towards Sainsbury’s.
Research Questions
· How to consider consumer perceptions of value-oriented marketing strategies of Sainsbury's in the context of the ongoing crisis of cost-of-living crisis in the UK?
· How do fluctuations in the UK Inflation rates influence consumer preference for value and demand towards private purchase behaviour?
· How do government policy responses to the cost-of-living crisis influence consumer pricing anticipations and promotional responsiveness at Sainsbury's?
· What is the relation between brand loyalty and consumer economic sentiment towards Sainsbury’s?
Research Hypothesis
H0: There is no effective and significant relationship between the inflation rates of the UK and consumer attitudes towards Sainsbury’s value marketing strategies during the cost-of-living crisis. 
H1: There is an effective and significant relationship between the inflation rates of the UK and consumer attitudes towards Sainsbury’s value marketing strategies during the cost-of-living crisis. 
[bookmark: _Toc213414800]3.0 Literature review 
[bookmark: _Toc213414801]3.1 Theoretical Frameworks
According to the consumer behavior theory, the decision to purchase is driven by a lot of factors. As an example, personal, psychological, and social factors all influence purchases (Albari, 2020). On the same note, perceived value according to the Value theory is the trade-off of what a product gives and what it costs (Fehrenbach and Herrando, 2021). According to Maslow's hierarchy, it can be proposed that in difficult times, individuals tend to concentrate on the basic needs rather than the luxury needs. Similarly, on the other note by Awaad et al. (2024), theory of price-sensitivity reveals that lowering the price will increase demand, whereas increasing the price will lower the demand.
[bookmark: _Toc213414802]3.2 Inflation and Consumer Behaviour
UK inflation reached a high of 11% at the end of 2022 before declining to about 2-4% in 2024. Shoppers have been made thrifty by high inflation. Research indicates that a large number of buyers are reducing their extras and downsizing. Indicatively, Deloitte discovered that approximately 3 out of 10 individuals abandoned the large brands in favor of cheaper store-labels with the increasing food prices (Deloitte, 2023). According to McKinsey (2023), extensive trading down is observed in Europe as customers search for value. According to another report, almost three-quarters of shoppers in the UK spend more time in search of the best prices (Mintel, 2024).
[bookmark: _Toc213414803]3.3 Value Marketing in Retail
Sainsbury has increased on value message. It operates an Aldi Price Match campaign on hundreds of daily products, and has grown its own brand ranges (Virdi, 2025). It also relies on its Nectar loyalty scheme to provide personalised discounts - customers receive an average of 14 off on an 80 store with Nectar pricing. Phan Tan and Le (2023) highlight that the perceived quality raises consumer value, whereas a high price decreases it. In comparison, competitors exploit other loyalty tools. The Clubcard provided by Tesco provides an average shopper with approximately 10,000 weekly offers that, when combined, amount to a saving of up to £375 a year. Asda features an app-based Rewards scheme (6.4 million users) in which customers are allowed to receive cash bonuses by fulfilling purchase missions (Wood et al., 2025). These are loyalty schemes aimed at capturing buyers by guaranteeing those discounts and prizes.
[bookmark: _Toc213414804]3.4 Research Gap
The majority of the studies consider inflation or marketing as individual factors. Few have linked UK inflation, the government policy, and retailer marketing together. No one has really delved into the influence of national policies in the context of post-COVID inflation on the way people perceive supermarket brands. Our research will fill this gap by connecting the macroeconomic scenario, policy reaction, and consumer perceptions of value to UK groceries.
[bookmark: _Toc213414805]4.0 Research Methodology 
[bookmark: _Toc213414806]4.1 Research Philosophy 
A positivist philosophy will be employed in this study, as it is concerned with actual data and facts (Park et al., 2020). It will assist in gathering measurable and clear data among individuals who shop in Sainsbury's. Positivism is suitable in this case since the research will examine the influence of inflation and government intervention on the way people consider value marketing. Through this approach, the study will not be biased and will remain evidence-based. This will assist in providing honest and trustworthy responses that can be used to come up with powerful and practical conclusions.
[bookmark: _Toc213414807]4.2 Research Approach 
This study will be deductive since it begins with a theory and subsequently verifies it using information. It will start with consumer behaviour theory and value perception ideas. This will be followed by a survey on whether these ideas apply in the present UK economy. This methodology is effective in this topic since it assists in the connection between the well-known theories and the practical reaction (Fife and Gossner, 2024). It will also contribute to proving or disproving what may be anticipated, based on what the consumers say.
[bookmark: _Toc213414808]4.3 Research Design
The descriptive design will be applied to present a clear explanation of the feelings of the shoppers towards value marketing at Sainsbury's in the cost-of-living crisis. This form of design is effective when the idea is to explain a scenario or a trend, and not to transform it (Aggarwal and Ranganathan, 2019). In this instance, it will assist in demonstrating trends in consumer perceptions. It will also assist in the explanation of how the behaviour of people is influenced by factors such as inflation and political choices. The design proves useful in presenting the present consumer thinking.
[bookmark: _Toc213414809]4.4 Data Collection
The collected data procedure will consist of a concise online survey. In the survey, multiple-choice and rating scale questions will be applied to receive opinions on value, shopping patterns, and confidence in Sainsbury's pricing. On a similar note, a quantitative survey is appropriate in this research since it will reach a higher number of people and will gather measurable results. It will assist in seeking trends in the manner customers consider value marketing. The online survey process will be easy and reliable to analyse the results and get an idea about the impact on inflation. 
[bookmark: _Toc213414810]4.5 Sampling Method
This study will adopt a random sampling strategy on selected individuals. Most probably, it will target people and workers engaged with Sainsbury's to collect data and evidence. This implies that everybody will have the same opportunity to participate in the survey (Ahmed, 2024). It will also prevent the possibility of bias and ensure that the responses are representative of a diverse customer base. This approach will provide balanced outcomes. It will also assist in demonstrating that various types of people (age, income, background) would feel regarding the value offers that Sainsbury's offers during this period of the cost-of-living crisis.
[bookmark: _Toc213414811]4.6 Data Analysis
The results of the survey will be analysed using SPSS software. It will assist in the identification of patterns, comparing the answers, and viewing the manner in which various groups react to similar questions. SPSS is suitable for this study due to its ability to process large numbers and simplify the findings. It will also simplify the preparation of the chart and summaries. This will assist in proving whether issues such as inflation or loyalty programs make a difference in the way people perceive value in Sainsbury's.
[bookmark: _Toc213414812]4.7 Ethics
Ethical measures will be observed to safeguard all the participants in the survey. No names or personal information will be gathered, and no responses will remain confidential. Data protection in this study will governed by the “UK General Data Protection Regulation (UK GDPR)” and the “Data Protection Act 2018” (Gov.uk, 2025). The purpose of the study will be communicated to the people before they consent to participate. This is significant as the topic will also incorporate the opinion on spending, politics, and money, which can be sensitive. Such measures will make people feel secure and valued. It will also help to be more honest with the data and trustworthy with the study.
[bookmark: _Toc213414813]5.0 Expected findings 
It is hoped that the research will reveal that the majority of shoppers have become more economical. Most of the individuals will be closely concerned with low prices and good offers. They can have confidence in stores that provide transparent prices and discounts for loyalty. Customers may purchase own-brand or low-end products more frequently and avoid expensive or luxury products. This demonstrates a tremendous change in consumer behavior in the tough economic periods. Customers who prefer quality and reasonable prices can help Sainsbury have a better perspective. However, there is still a chance that some shoppers will stick to the cheaper shops such as Aldi or Lidl (Fatricia, 2020). Relief can be provided to people in the short term by government assistance, such as energy assistance or rebates. But even that help will not cause many to spend carelessly. This study would be useful in either confirming or revising the hypotheses regarding the perceptions of value during high inflation. It will also assist Sainsbury in knowing how to maintain faith with its customers. Their marketing might be more driven towards fairness, savings, and loyalty, which might enable them to compete more in the cost-of-living crisis and beyond.
[bookmark: _Toc213414814]6.0 Limitations 
The research could be limited in a number of ways. The time available is insufficient to gather a significant amount of survey responses. In addition, individuals can provide responses that demonstrate how they feel at the current time, but this may not be their future shopping patterns. As this is self-reported, it might not be a complete picture of what they do in reality. The research also simply examines whether the findings can be generalized to other supermarkets in the UK. The research might also experience changes in inflation and government policies. To minimize these problems, the research will operate on up-to-date information and concentrate on the period between 2023 and 2025.
[bookmark: _Toc213414815]7.0 Timeframe
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Figure 2: Research Timeline
8.0 Conclusion 
This research is significant in that the value perceptions of people in the UK and their affordability have shifted due to inflation and government interventions. It will enable us to determine how the shoppers currently consider price, quality, and trust with supermarkets such as Sainsbury's. The study will contribute to the body of knowledge by demonstrating the effect of marketing in the bad economic periods. It will also provide good ideas that could be useful in enhancing the value strategy in Sainsbury. The strategy is evident, the approach is sound, and ethics will be taken. This research aims to assist retailers in the UK to create trust and provide reasonable value in the hard economic times.
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[bookmark: _Toc213414819]Section A: Demographic Questions
1. What is Your Age?
1. 18 to 24
2. 25 to 34
3. 35 to 44
4. 45 to 54
5. Above 55
2. What is Your Gender?
1. Male
2. Female
3. Others
3. How often do you purchase from Sainsbury’s store?
1. Weekly
2. Fortingly
3. Monthly
4. Rarely
[bookmark: _Toc213414820]Section B: Perceptions and Attitudes
	Questions/Statements
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree

	4. Rising inflation has made me more conscious about grocery prices.
	
	
	
	
	

	5. Government and political responses to the cost-of-living crisis have influenced my shopping habits.
	
	
	
	
	

	6. Actively look for supermarkets that promote value-for-money marketing.
	
	
	
	
	

	7. Sainsbury’s current marketing effectively communicates affordability and value.
	
	
	
	
	

	8. Have trust in Sainsbury’s claims about offering fair prices during inflation.
	
	
	
	
	

	9. I am more likely to remain loyal to Sainsbury’s because of its value promotions.
	
	
	
	
	

	10. Sainsbury’s value marketing influences the choice compared with competitors.
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