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Introduction & Executive Summary. 
This study focuses on J Sainsbury Plc (Sainsbury’s), a UK-based supermarket which has experienced changes because of the COVID-19 pandemic (Xiao et al., 2021). Sainsbury’s is the second largest supermarket in the United Kingdom and faces competition from supermarkets such as Tesco plc (Bentham 2018). According to Guo and Wang (2019), Sainsbury’s falls under the retail sector since it sells glaciers, general merchandise and clothing items.    The COVID-19 pandemic made most businesses adopt cutting-edge technology to sell their products to customers (Whalley and Curwen, 2023). Social distance measures also restricted individuals from purchasing products from physical shops because of fear of virus infection (Rossetti et al., 2022). Therefore, this made most businesses, such as Sainsbury’s, use online selling means to reach customers. For instance,    Sainsbury’s embraced pay&Go technology to allow customers to scan the products and make payments without being in contact with the sellers to prevent infection of covid 19 disease (Subramanian et al., 2020). Guo and Wang (2019) indicate that Embracing technology led to an increase in Sainsbury’s revenue to   $31,491 in 2023 compared to annual revenue of $29,007 in 2020.
 According to Rajabi and Bolhari (2015), change is inevitable in any business organisation because of external and internal forces such as pandemics, high competition, changes in the preferences of the customers and government policies. Therefore, the proposed change in Sainsbury’s is to implement more advanced cutting-edge technology, such as using robots to deliver products to the customer and implementing virtual and augmented technology to promote online shopping of customers from different parts of the country (Worth, 2021). Also, advancements in technology will meet the competition from more advanced supermarkets such as Tesco, which utilises the latest technology to serve a wide range of customers, as stated by Alexander (2020). However, Mani and Chouk (2018) argue that the proposed change can encounter resistance from the existing management. Therefore, Wrigley (2018) states that change management models are significant in enhancing change in the organisation because they consist of systematic procedures to change the practices in the organization. Therefore,   this paper will discuss change management models that influence the adoption of new practices in the organisation and evaluate the significance of the changes in Sainsbury’s. 
Impacts of Technology Changes in Sainsbury’s 
According to Xiao et al. (2021), introducing new technology in Sainsbury's supermarket, such as the installation of self-service checkouts, has improved the customers' experience because the customers serve themselves, saving time. Garg (2019) revealed that installing self-service checkouts has enabled Sainsbury's to serve over 22 million customers within a week. Also, the latest technology (Mobile Scan & Go) has enabled customers to scan items using Android or iPhone rather than unloading their trolleys or bags (Wilk, 2019). This has promoted efficiency in serving the customers and reduced the high workload of offloading the trolleys (Wilk, 2019). Mobile Scan & Go was implemented during COVID-19 to enhance social distancing (Alo et al., 2021). This method has been adopted today because it allows the organisation to operate efficiently.  
Mani and Chouk (2018) revealed that the challenges encountered by Sainsbury's in implementing the new technology included inadequate knowledge among customers about how to adapt to the new changes. For instance, some customers lack the technology to install the scanning app on their phones. Also, it was revealed that some workers prefer using the old methods of selling rather than advanced technology (Cuevas, 2018). Hoyer et al. (2020) indicate that it is a significant organization to receive feedback from the customers about the newly implemented technology to avoid negative changes that affect the customer's experiences, which may reduce the customers' trust towards the services and products provided by the company. Hence, the change management model is significant in making organisations adapt to the implemented changes and evaluate the impact of changes on the experience of customers and workers (Errida and Lotfi, 2021). 
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Figure 1 
Image source (Xiao et al., 2021). 
Figure 1 below shows self-service checkouts, which were implemented in Sainsbury’s to enhance efficiency in provision by allowing the customers to scan their goods. 
Change management models
Lewin’s change model
Lewin's change model consists of three steps: freezing, change and refreezing, which makes the organisation adopt newly implemented practices (Burnes, 2020). Sainsbury's utilising this model will help to implement cutting-edge technology, specifically robots and virtual and augmented reality, to promote efficiency in operation (Bernardino and Tan, 2022).  
Freezing is the first step, which includes creating awareness among the workers and the customers about the importance of implementing advanced technology in the organisation (ELLIS, 2023). This will make stakeholders of Sainsbury's embrace these changes because they will understand the benefits of cutting-edge technology. Burnes (2020) indicates that at the freezing stage, the organisation may face resistance from the workers and customers because they are used to the old practices. Thus, the change agent should be consistent in reminding individuals why the organisation needs to adopt new technology (Jami Pour and Hosseinzadeh, 2021).
The second step is implementing the proposed technology, such as making Sainsbury's use robots to deliver products and services to the customers (Burnes, 2020). This stage involves collecting data to improve the operation of the implemented system. At this point, stakeholders will implement the proposed technology and assess its benefits to the organisation (Hussain et al., 2018). However, Crosby (2020) states that change tends to be sensitive at this point of implementation because if the implemented system does not benefit the organisation, it may experience criticism and resistance from the stakeholders. 
According to ELLIS (2023), the third stage of Lewin's change model is refreezing, in which the change agent ensures that the implemented technology is incorporated into the daily operation of the business to ensure the stakeholders forget about the old practices. At this stage, the change agent conducts regular meetings with organisation workers to ensure they utilise the newly implemented system. 
Cummings et al. (2016) criticise Lewin's change model, saying that it requires a lot of resources and time to change the practices of the organisation. Regular follow-ups are required to ensure stakeholders understand and implement the change in their daily practices (Cummings et al., 2016). Additionally, implementing cutting-edge technology requires training employees on utilising the new system, which is costly and time-consuming (Allioui and Mourdi, 2023). However, Cummings et al. (2016) state despite the limitation of Lewin's change, it is effective because it is easy to follow three steps to implement changes. Hence, using this model will enable Sainsbury's to deliver products effectively using robots and allow its customers to scan the products from its online store without needing to visit its physical shop (Hussain et al. 2018).
[image: A diagram of a change model

Description automatically generated] 
Figure 2
Image source: (Hussain et al. 2018).
Figure 2 above shows Lewin’s change model, which leads to a change in the operation of Sainsbury’s. 
Kotter’s 8-step model
Kotter's 8-step model consists of eight systematic steps to change the practices in the organisation (Laig and Abocejo, 2021). Kotter's model is effective because it helps the organisation successfully change its practices and assess how the implemented practices impact its performance (Kang et al., 2022). For instance, cutting-edge technology in Sainsbury's will also be assessed to understand how the implemented system has increased sales and enhanced customer satisfaction.  Kotter’s customers create urgency to make stakeholders of Sainsbury's understand the importance of bringing change in the organization (Ong and Walker, 2022). Sarkis et al.  (2010)  indicate that creating awareness among stakeholders makes them develop a positive attitude toward the proposed cutting-edge technology, making it easy to influence them to adopt the new practices.   Some stakeholders do not understand the significance of technology in the daily operation of the business; therefore, making them aware will make them accept the use of technology (Lin and Chen 2012).  
The second step is forming a powerful coalition with stakeholders to convince them that introducing robots and virtual and augmented reality will improve the organisation's performance (Laig and Abocejo, 2021). This step is essential because it helps individuals learn more about the proposed technology, according to Kang et al. (2022). The third step is to create a vision ensuring cutting-edge focus is on achieving the specific objectives (Sibanda et al., 2023). The fourth step is to communicate the vision to make the stakeholders reflect on how the cutting-edge will change the operation of Sainsbury's customers (Laig and Abocejo, 2021). Communicating the vision will help Sainsbury’s to achieve specific goals, such as increasing sales. The fifth step is to identify and remove the barriers that can hinder the implementation of cutting-edge technology in the organisation (Schweiger et al., 2018). The sixth step is to create a short win, such as using robots to deliver the products to the customer (Laig and Abocejo, 2021. Nadim and Singh (2019) argue that the short success of the implemented practice promotes trust among the stakeholders, making them embrace changes. For instance, timely delivery of Sainsbury's products to customers using robot Sainsbury's trusts cutting-edge technology. The seventh step is to build every operation on the implemented cutting-edge technology (Kang et al., 2022). For instance, Sainsbury's should ensure that every operation in Sainsbury' is based on the implemented cutting-edge technology (Munson, 2019).   The last step is to incorporate cutting-edge technology to be in the organisation's daily routine. 
Trawick and Carraher (2023) state that the advantage of Kotter's model is that it promotes the organisation's long-term success by empowering stakeholders to focus on its sustainable growth. However, Lagi and Abocejo (2021) reveal that Kotter's change model involves following the 8 steps, which can be time-consuming to implement change in the organization. 
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Figure 3
Image sources: (Laig and Abocejo, 2021)
Figure 3  above shows eight steps of  Kotter’s 8-step model. 
PDSA Cycle
PDSA Cycle is a four-stage model that helps the organisation implement change in its operation (Ente and Ukpe, 2022).  This model can help the organisation to solve the problem impacting it because it enhances planning, implementing the change, studying the effectiveness of the change and taking robust action to improve the implemented change (Brau et al. 2019). 
The first step of the PDSA cycle is to plan how to solve the problem impacting Sainsbury's and predict the possible outcomes (Moses, 2021.    For instance, it is crucial to plan how to meet changes in the customers' preferences in the market (Ente and Ukpe, 2022). Advancements in technology have made individuals prefer online shopping to physical shopping. Also, during COVID-19, most people work online rather than physically in the workplace, making them choose to order shop items online (Aryani et al., 2021).  Hence, the businesses that embraced e-commerce had an advantage over those that relied on physical selling strategies (Costa and Castro, 2021).   This shows that planning to implement effective strategies to improve sales and meet the high competition in the market will help Sainsbury's propose effective cutting technology such as virtual and augmented reality (Smith and Zook, 2024).     
The second step is to implement the proposed cutting-edge technology and collect data on how it impacts the organisation's operation (Allioui and Mourdi, 2023).   At this step, Sainsbury's will develop online stores to enable customers to view and scan various items they are interested in (Sun et al., 2022).  Also, Sainsbury's will purchase various robots to deliver groceries and clothing to customers. Allioui and Mourdi (2023) state that this step is crucial because it determines the perception of the stakeholders toward the implemented technology.  The success of the technology motivates individuals to utilise the implemented technology in the technology (Ritz et al., 2019).  
The third step is the study, which involves analyzing the collected data and evaluating the results to assess the impact of cutting-edge technology on the organization (Ente and Ukpe, 2022).  Also, in the studying step, the key learnings, such as the challenges and benefits of using robots in virtual reality, will be outlined to perfect the use of technology (Brau et al. 2019).  
The last step is taking action based on the outcome observed about the impact of cutting-edge technology.  The last step determines whether to adopt robots and virtual reality in the operation of the business (Allioui and Mourdi, 2023).  However, Smyth-Renshaw (2018) criticises the PDSA cycle in that it does not provide detailed information on how to solve the complex problem of an organisation.  For instance, a detailed description is needed to identify how the installation of the equipment, the training of the workers, and the sources of funds are required to understand the organisation better. The model cannot also show the external factors, such as government policies, that can hinder the successful implementation of technology (Smyth-Renshaw, 2018). 
While using these three change models, it is important for an organisation to assess the completion and significance of the implemented changes (Stouten et al., 2018). The ways to identify completion in implementing the new system include a high frequency of utilising the new system of operation and a positive attitude of the employees and customers towards the implemented system (Kasim et al., 2018).  Some organisations use the newly implemented system for a short period and then return to the old operation (Langenwalter, 2020). According to Brown et al. (2018), organizations must abandon the old practices to promote new and advanced operations.  For instance, the change argent of Sainsbury's should ensure that implemented cutting-edge technology (robots and virtual and regimented reality) are utilised for the long term. 
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Figure 4
Image source: (Brau et al. 2019).
Figure 4 above shows four steps of the PDSA cycle that are significant to  implement change in Sainsbury’s
Significance of changes in the organisation 
Based on the observed changes in Sainsbury’s, change is significant because it helps the organisation cope with external business drivers, such as the global pandemic (Li et al., 2021). For instance, Xiao et al. (2021) reveal that the global pandemic led to a decline in the sales of Sainsbury. Also, the introduction of Mobile Scan & Go increased sales because individuals could maintain social distance while paying for the items.  Sainsbury's sellers had to operate online more than physically during covid 19 (Sainsbury’s, 2024).  Online selling strategies are effective because the customers can communicate easily with the sellers using the company's website (Piranda et al., 2022).  Selling products online also saves time because customers can scan the products using online platforms (Vulkan, 2020). Therefore, changes in technology are crucial because they promote the satisfaction of the customers and also increase the sales of the business (Hallencreutz and Parmler, 2021).  Online stores encourage self-services where customers can scan and pay for the items using the QR code (Aguzman et al., 2020).  This indicates that change benefits the organisation by increasing revenue (Hallencreutz and Parmler, 2021). 
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Figure 5
Image sources (Sainsbury’s, 2024)
Figure 5 above shows a decline in the profit of Sainsbury's in 2019 because of the COVID-19 pandemic. However, implementing the Mobile Scan & Go led to a rise in profit in 2020 (Jocevski et al. 2020).   The organisation that adopted more sophisticated technologies, such as virtual reality, had a competitive advantage over Sainsbury's, which indicates that the organisations should adopt changes that meet the competition in the market (Mkansi et al. 2021). Shokouhyar et al. (2020) state that technology and other factors, such as the quality of the products and services, can influence the organisation's sales. Therefore, promoting high-quality products while advancing technology is crucial to cover a wide range of customers (Grewal et al., 2020).  According to Tidd and Bessant (2020), change in the organisation encourages innovation because it will allow the management team to research the available strategies to run the business effectively.   For instance, the COVID-19 pandemic made most of the businesses in the UK advance online selling strategies (Kumar et al., 2020). 
Moreover, the organisation should retain the implemented change in its daily operation to promote sustainable growth (Bryson, 2018). For instance, Sainsbury's has retained Mobile Scan & Go technology in its operation since the outbreak of the global pandemic. According to Neumeyer et al. (2020), training workers and customers to utilise the implemented technology is crucial because individuals have inadequate technological knowledge and experience, making the implemented system ineffective. For example, some customers are not able to install Mobile Scan & Go apps.  
Despite the advantages of changes in the organisation, its limitations in Sainsbury's include a high cost to make a change (Guo and Wang 2019). For instance, cutting-edge technology, such as robots and developing a company's website is very costly (Ameen et al., 2021). Also, training the workers to adapt to the new system of operation consumes a lot of time and money.   However, the implementation of cutting-edge technology has more advantages than limitations because it increases sales and reduces the cost of operation because it promotes self-service (Gurley, 2021). 
 Conclusion 
In conclusion, the change in Sainsbury’s supermarket was driven by the COVID-19 pandemic, which reduced sales because of the lockdown. Implementing pay&Go technology promoted self-services among the customers, leading to increased sales.   Sainsbury’s competitors, such as Tesco plc, use more advanced technology, such as visual reality, to operate the business. Therefore, the proposed changes are implementing cutting-edge technology in Sainsbury’s, specifically robots and virtual reality, to cope with changes in customers’ preferences and the high competition in the market. Implementing proposed cutting-edge technology can encounter resistance from customers and employees because of inadequate technological knowledge and experience. Change management models such as Lewin’s change model, Kotter’s 8-step model, and PDSA Cycle effectively implement change in an organisation because they consist of systematic procedures that guide and instil change. The limitation of these change models is that they require a lot of resources and time to implement the new system in the organisation. 
Recommendations. 
Based on the findings of this study, it is recommended that effective cutting-edge technology be implemented in Sainsbury’s to gain a competitive advantage in the market (Mkansi and Nsakanda, 2021).  The organisation should train its employees to utilise newly implemented technology to achieve this.   It is also recommended that frequent meetings be held with the management team to convince them to accept the change in operation (Lauer, 2020).  Creating awareness among customers using social media about implementing cutting-edge technology is recommended.   
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