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[bookmark: _Toc151396694]INTRODUCTION
Strategic management is process that consists of development and implementation of a number of plans in order to support the organisation with the accomplishment of desired goals and missions. The process may further comprise of formulation of various important strategies, organisational structures, allocation of resources, monitoring and control of the operations, managing change initiatives and much more (Fuertes, 2020). Sustainability is the term that refers to the capabilities of an entity to sustain or enhance the present state and future availability of required resources or conditions over a long time. From the context of a business organisation, sustainability refers to the strategies made to reduce negative impact in any area due to the company’s operations in specific market. The report will discuss about the organisational strategies of Sainsbury Plc which is one of the listed companies in LSE. It will discuss the resources and capabilities of the company along with the evaluation of its present strategies and sustainability efforts.  
[bookmark: _Toc151396695]MAIN BODY
[bookmark: _Toc151396696]Organisational Overview
Sainsbury Plc is one of the biggest multi-channel retail company offering products related to groceries, merchandise and clothing options. Established in 1869, this wholesale and retail company have its outlets in various formats such as stores and supermarkets across the country (Fengyi, 2021). The company’s main aim is to increase the availability of quality food choices and consistent innovation and delivery of value to the potential customers. It also provides support to essential food businesses. 
[bookmark: _Toc151396697]Porter generic strategies of Sainsbury 
Cost leadership: Sainsbury is currently using the strategy of cost leadership for increasing its market shares. For example, organisation gives constant offers like summer sales and festive sales in their stores and facilitates discount of above 50%. Sainsbury needs this strategy for becoming successful. There is one major risk that is associated with its strategy, which is reduction in its profit margin. 
Differentiation: Sainsbury offers diversified products to customers for increasing its differentiation and targeting customers from different market segments of market. The organisation can differentiate further by investing resources in research and analysis to know about demand in market (Keiningham, 2020). This analysis allows Sainsbury to innovate brands according to prevailing needs of customers. When company produce goods by considering market demand then it enhances probability of earning high incomes. 
Cost- focus: Sainsbury focuses on its cost through keeping the cost low from its competitors. Consumers are highly rational and they wants high quality product at reasonable prices. The organisation provides the product through taking advantage from economies of scale while procuring raw materials for production. 
Differentiation-focus: The differentiation strategy of Sainsbury mainly emphasises on its food product. The company has now launched more than 3000 product under its own brand name. The company tries to bring improvement constantly in their food products. This is strength of Sainsbury, which enhances its profits and gives lead in market among the competitors. 
[bookmark: _Toc151396698]Ansoff matrix for Sainsbury organisation 
Market penetration: This policy of Sainsbury assist organisation to increase its sales by targeting customers from existing markets. This strategy is least risky, Sainsbury opted this tactic after Asda, and Tesco came into competition (Zugay, and Zakaria, 2023). Sainsbury started opting competitive strategy for pricing and reduced costs of many products. Organisation also started giving offers and focused on advertising to attract existing market with existing products. 
Product development: This growth strategy is optimised by Sainsbury for introducing new and innovative products to give more options to existing audience. Sainsbury realised that adopting product development strategy is important for increasing revenues and attaining growth. Sainsbury introduced new product under name of “Sainsbury Central” for increasing product portfolios. This project provided new facilities to experience new shopping formats in small town. This also provided expansion in nations stores of Sainsbury.
Market development: This strategy of Ansoff is considered when organisation requires expanding in foreign markets. Sainsbury still lacks strategy for expansion because it operates in specific limits only. Sainsbury should increase the services in other areas too. This can mean targeting international customers through expansion and opening stores in international market. The organisation has not yet expanded in international trade. 
Diversification: Sainsbury was used to be only grocery retailer, but it diversified its business and started selling clothes by Sainsbury brand name. The organisation also diversified operations in financial market by providing credit card and insurance facilities to people. The organisation is planning to diversify its services in other sectors also for increasing income and capturing large customer base. 
[bookmark: _Toc151396699]Resources and Capabilities
The company possesses a number of valuable resources and capabilities that makes it one of the biggest retail brand in the UK and provides the company valuable competitive advantage in alignment with the core mission and strategies of the organisation. This can be evaluated with the help of VRIO and value chain analysis of the company. 
VALUE CHAIN ANALYSIS
Primary Activities – The primary activities of the company includes its inbound and outbound logistics, operations, marketing processes and services offered. With inbound logistics, Sainsbury maintain a great relationship with its suppliers so as to keep the flow of raw materials unhindered. The company pays attention to the process that is taking place from the possession of raw materials to the final product. The operation of Sainsbury includes production and service processes. It makes consistent evaluation of its operations so as to enhance its productivity and improve its efficiency which helps in making sure that the company is ahead of its competitors in the retail market. High level of productivity helps the company to maintain economic growth and support with the establishment of powerful basis regarding the competition in the business. The outbound logistics consists of the processes that are responsible for the distribution of the goods and services to potential customer with the help of various intermediaries (Muflikh, 2021). Some of the activities of Sainsbury on outbound also includes warehousing, order processing, etc. The retail company continuously monitors and work towards the optimisation of these activities as these can provide competitive benefits for the business growth and supports effective accomplishment of the organisational goals. 
The timely optimisation and consistent monitoring of outbound activities allows minimum negative effect on the quality of products and a service offered by Sainsbury and therefore increases the satisfaction among the customers and clients. Marketing along with sales activities are also considered as major primary activities of the company that support the cost strategy and product development strategy of the company. The company make valuable investment in such activities to accomplish the objectives of the formulated strategies for the success of the business in the competitive market. The marketing department of the company effectively integrate the strategies so as to develop company’s brand equity which ensures the company to stand out in the retail market (Hasan, 2019). The last primary activity is related to the service offered by the company. The effectiveness of the Sainsbury’s services is accountable for the development of customer loyalty which contributes to the long-term sustainability of the organisation in the market. 
Secondary Activities – The secondary activities of Sainsbury includes its infrastructure, technological development in the organisation, HRM and procurement. The infrastructure of Sainsbury focuses effectively on the management of quality of products, legal issues face by the company, financial aspects and strategic management. These activities are responsible for supporting the major business strategies of Sainsbury like product development, cost leadership, sales penetration, innovation strategies and much more. The company effective controls its infrastructure activities in order to toughen its competitive position in retail market. The company also make analysis of its HRM activities and its various aspects like recruitment and selection, training and development, etc. for effective internal growth of the company which eventually supports the motivation and commitment among its workforce, therefore increasing the productivity and efficiency (Xiao, 2021). This simply allows Sainsbury to have competitive edge in the market and enables strategic accomplishments. Another secondary activity that showcases the resources and capabilities of the company is its technological advancement. The company divides the advance in two categories, i.e. product technological development and process development activities which are supported by integration of automation, data analytics and adaptation of AI in its process activities which eases the accomplishment of strategic goals of the company. 
VRIO ANALYSIS
Value – The resources that are very valuable to the Sainsbury of effective accomplishment of its strategies are leadership which entails great value to te company in terms of decision-making and alignment of missions and values with the operational activities and formulated strategies. It customer community is valuable in co-creating the products of the company by participating through the feedbacks and reviews. The company’s digital strategy and customer’s network is other valuable resources that allow company to attain its short and long-term goals. 
Rare – The rare resources of the retail organisation is its customer loyalty as the company is investing continuously for the maintenance of customer satisfaction and retention to make the loyalty stronger. Another aspect which rare for the company is its brand awareness as it is one of the biggest retail company in the industry.
Imitation – Currently, the imitation of the resources of Sainsbury is costly for any other company as the industry is already facing potential issues with disruption. The core differentiation of the company is difficult for its rivals and new entrants to imitate. It unique leadership team, work culture, AI as well as in-house analytics, maintenance of customer network, etc. are the kind of resources that are very difficult to be imitated by the company’s competitors. 
Organisation – The capabilities and opportunities that the company can have are not yet completely utilised. The possession of organisational skills by the company helps to extract the best outcomes from its activities with effective alignment of corporate strategies of Sainsbury. It has successfully implemented its digital strategies in the business showcasing its capabilities of organisation in the area of technology
With availability and effective ness of such resources, the company exploits many competitive advantages and effectiveness of its corporate strategies in the global retail market (Johnson, 2021). The resources that offer strong competitive advantage to Sainsbury are its leadership, e-commerce opportunities with the help of current IT capabilities which will help the company to archive its long term strategies with greater sustainability, customer community which provides strong competitive benefit in the retail market with a number of strong rivals and brand awareness which also strengthens the company’s sustainability in the present and future. 
[bookmark: _Toc151396700]SAF Framework for Evaluation of current strategies
Suitability – Sainsbury’s strategies regarding the product development and cost strategy directly aligns with the mission and goals of the company of the which prioritises the effective delivery of the services and product with better connectivity with the customers making the strategies suitable in nature. The strategies regarding market penetration which includes effective advertise and campaigns are few of such elements that show the strengths of the corporate strategies of te company. It current strategy that values innovation and service quality is suitable for the effective development of the company and achievement of greater sustainability and competitiveness in the market. 
Acceptability – The strategies are aligns with the mission of the company that contrast on the greater accessibility of food products and services by Sainsbury, building trust among the customers, society and working for the preservation of the environment. This makes the corporate strategies of the company acceptable to great extent. The company is accountable for making the services available in an easy ways, on both online and offline ways so that the potential customer can take advantage of the cost effective services provided by the company (Vinayavekhin, 2020). The company is also focusing on entering new market to increase the market share therefore increasing the acceptability of the strategies with new ways of performing the operations based on the laws of new region. The strategies are also acceptable on the basis of the cheap cost of implementation as compared to other organisations. 
Feasibility – The strategies by Sainsbury are also feasible to some extent. It can be said on te basis of its current strategies which are, for example, based on the reduction of GHG emissions which is totally practical in nature and some of the green strategies have already been successful recently which showcases the feasibility of the company’s plans. With great brand awareness and effective generation of revenues through the market penetration strategies, the other corporate and social strategies can be easily funded for implementation (Bilińska, 2019). The infrastructure and culture of the organisation is also best fit for the strategies that supports the alignment of strategic goals to the personal goals of the workforce making the process affordable in nature. 
[bookmark: _Toc151396701]Evaluation of Sustainability Efforts 
The company is making continuous efforts in the direction of greater sustainability with its current and futuristic initiative that are supporting the growth and image of the brand in a significant way. The company always have a sense of responsibility towards towards the society, environment and economy with a deep understanding of its dependability over these aspects for the success in the business at national and global level. Its sustainability efforts includes focus on providing healthy and valuable diets based on the demand and consumer behaviour, having an environmental agenda that showcases the contribution that the company is making for the preservation of the planet and energy resources, robust corporate governance and sustainability governance structure that enhances the CSR activities allowing to build a better image with quality services. It also focuses on maintaining valuable transparency with the customers and other stakeholders so as to bring in investment and competitive opportunities for the retail company. 
According to the Sainsbury’s progress report, various results have shown the effectiveness of the current strategies towards sustainability in the future. The company donated almost 10M meals with the help of its Neighbourly partnership till now which started in 2021, 17.5% reduction in the usage of plastic materials for packaging YoY, and much more (Sainsburys, 2023). The company’s sustainability goals are regarding the preservation of environment, aiming at reduction in emissions due to operation of the company by the year 2035, which is step to limit global warming that aligns the corporate strategies which are one of the highest ambition mentioned in Paris agreement. The company is also focusing on decreasing the GHG emissions by 50% which will simply add to the brand value of the company in the society and market. The achievements of the company in the direction of greater sustainability includes commitment of investment of £5M in its innovation programs, achievement of 100% LED lighting in all the company units, etc. (Sainsburys, 2023). 
[bookmark: _Toc151396702]CONCLUSION
The report has discussed about the corporate strategies of Sainsbury with the help of various models. It has identified business strategies with the help of Porter’s generic model and through Ansoff matrix for the effective illustration of strategic direction of the company. Further, the report analysed the capabilities and resource of the company through values chain and system analysis along with the application of VRIO analysis to the company for the determination of resources that provide sustainable advantage in the competitive market. In addition to that, the report covered a brief evaluation of the current strategies of the company in terms of their suitability, feasibility and acceptability. Towards the end, there was a brief evaluation of the efforts made by Sainsbury towards future sustainability and alignment of goals with the same. 
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