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[bookmark: _Toc224746318]Section 1: Performance Review Report
[bookmark: _Toc224746319]1.1 Introduction 
The purpose of this report is to critically examine the strategic position of Sainsbury in the UK retail market. This is aimed at testing the company's strategy to react to its internal strengths and external environmental forces to maintain a competitive advantage. Sainsbury is a company that deals in the production of food in the retail industry, which was established as long back as 1869, and it is based in London, England, United Kingdom (Sainsbury, 2026). The report continues approaching major strategic frameworks that include environmental analysis and organisational capabilities to determine the present performance and future direction. Through the application of applicable strategic management theories, the report offers an insight into the strategic performance of Sainsbury and pinpoints areas of further enhancement in a competitive and dynamic market environment.
[image: ]
Figure 1: Company Logo
(Source: Sainsbury, 2026)
[bookmark: _Toc224746320]1.2 Organisational Context and Overview 
Sainsbury is one of the most successful retail organisations in the United Kingdom, with its vision of providing good food to all of us and has become a well-established brand that provides good products at competitive prices. The company has a strength of being the number 3 most visited online retail store, managing to strengthen its position with over 140000+ manpower, investment of 850+ convenience stores of about 1 billion to provide lower prices with effective products (Sainsbury, 2026). Its strategic vision focuses its attention on customer satisfaction, operational efficiency, and sustainability over the long run. These values can be seen through its move to enhance service quality, add online delivery, and invest in technological innovation.
[image: ]
Figure 2: Sainsbury's at a glance
(Source: Sainsbury, 2026)
The business strategy of Sainsbury focuses on the multi-channel retailing business model, whereby the company has physical outlets and is increasingly utilising the online platform. This enables the organisation to satisfy the evolving preferences of the consumers, especially the growing demand for convenience and home delivery services. Competitionally, Sainsbury has been in the market in a very competitive position alongside its other key competitors of Tesco, Aldi and Lidl (Sainsbury, 2025). The adoption of Argos in the Sainsbury stores has also increased the opportunities for cross-selling and the overall customer experience. The company's business model is based on discount retailers with the focus on low prices that will enable this company to position itself in the mid-range segment, balancing quality and prices (Sainsbury, 2026). Thus, the report discusses the strategic positioning of the company that contributes to the attraction of a wide range of customers and the preservation of brand distinction in the price-elastic market.
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Figure 3: Sainsbury’s business model
(Source: Sainsbury, 2026)
[bookmark: _Toc224746321]1.3 External and Internal Environment Analysis 
1.3.1 External Environment Evaluation: PESTEL
PESTEL analysis assesses the macro-environmental variables influencing organisations, such as political, economic, social, technological, environmental and legal forces (Segura, 2023). This framework is applicable since it assists Sainsbury in evaluating the external pressure and changing the strategies accordingly.
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Figure 4: Key factors of PESTEL
(Source: Segura, et al., 2023)
PESTLE Table
	Factor
	Key Attributes
	Influence on Sainsbury’s

	Political
	· Government policies.
· Brexit impact.
· trade regulations
	The decision to leave the European Union has presented new trade barriers and high costs of imports, which have impacted efficiency in the supply chain in the UK (Imtiaz and Muzaffar, 2025). Sainsbury experienced the issue of product sourcing and pricing strategies.

	Economic
	· Inflation, consumer spending.
· cost-of-living crisis
	Inflation and declining consumer purchasing power have changed customer preferences as the economy experienced 1.4% economic growth, with inflation rising to 6.6% by 2023 in the UK (Retail Economics, 2023). This puts a strain on Sainsbury to keep the prices competitive, as well as manage the costs. The economic uncertainty impacts the profit margins as well, compelling the company to enhance efficiency and engage in offering value-based products.
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Figure 5: Economic inflation data of the UK
(Source: Retail Economics, 2023)


	Social
	· Changing consumer behaviour.
· Health awareness.
· Convenience trends.
	Consumers are also becoming more health-conscious, sustainable and convenient due to the rising need for organic products, prepared meals, and online purchases (Masih, et al., 2025). Sainsbury reacts by diversifying products and increasing digital offerings, but it has to constantly evolve with the changing demands of customers in order to stay competitive.

	Technological
	· E-commerce growth.
· Store automation.
· Digital innovation
	The technology preferred the grocery shopping experience of the country, with 27% of store loyalists, 22% of store reverters, 25% of multichannel mixers, 7 percent of digital newbies, and 18 percent of digital natives (Retail Economics, 2025). This was a major chance for Sainsbury's to invest in digital infrastructure and data analytics to enhance customer experience and operational efficiency.
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Figure 6: Growth of grocery shoppers in the UK's grocery retail
(Source: Retail Economics, 2025)

	Environmental
	· Sustainability pressures.
· Carbon reduction targets.
· Waste management
	The growing environmental issues and pressure on the environment necessitate the implementation of sustainable practices. Sainsbury is concerned with the carbon emission level, the level of plastic usage, and the energy efficiency (Olarewaju, et al., 2024). The programs boost brand recognition but also raise the cost of operation in the short run.

	Legal
	· Employment laws.
· Food safety regulations.
· Competition laws
	The UK retail sector has strict legal obligations that must be followed in adherence to the labour standards, food safety, and consumer protection laws (Essman, et al., 2025). Considering this, Sainsbury’s is required to make sure that it continues to stick to the regulations that influence its operations and strategic planning.


The external analysis shows that Sainsbury faces a complicated external environment that is conditioned by stressful factors defined by economic pressure, technological change, and rising sustainability expectations (Xiao, et al., 2021). These can be considered as a major factor affecting the strategic decisions of the company and how this is applied, especially in pricing, the digital transformation and the supply chain management. However, the company has the chance to realise growth prospects by observing exogenous factors such as technological and social alignment to manage its growth plans, stay competitive and adequately react to market dynamics.
1.3.2 Industry Analysis: Porter’s Five Forces
Porter's Five Forces is an analysis of market competition based on rivalry, entry barriers, supplier power, buyer power, and substitutes (CFI, 2020). This framework is particularly relevant since Sainsbury is experiencing intense competition, cost pressure and shifting customer demands in retail.
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Figure 7: Factors of porter's five forces
(Source: CFI, 2020)
Porter’s Table
	Factor
	Intensity

	Competitive Rivalry
	High

	Threat of New Entrants
	Low

	Bargaining Power of Buyers
	High

	Bargaining Power of Suppliers
	Medium

	Threat of Substitutes
	High


Threat of New Entrants (Low): The threat of a new entrant to the grocery retail industry is low because of the barriers to entry, such as the high capital requirement, well-established supply chains, and a loyal customer base of the current companies (Wood, et al., 2021). The large retailers like Sainsbury's enjoy economies of scale and distribution networks that are well established, and it is not easy to enter the industry and compete with them. On the other hand, the threat of online retailers’ niche might still be a minor threat.
Bargaining Power of Buyers (High): Buyers have high bargaining power in the UK retail market since they have numerous options and the switching costs are low due to price sensitivity at the time of economic uncertainty (Li, et al., 2023). This suggests Sainsbury's to deliver competitive rates and loyalty programs, and better customer experiences. The emergence of low-end retailers also increases buyer power since consumers can readily move to less expensive alternatives.
Bargaining Power of Suppliers (Medium): The suppliers have moderate power in the retail sector, whereas massive retailers such as Sainsbury have some bargaining power since they can buy in bulk, and some branded suppliers have some power due to product differentiation and customer preference (Dekimpe and van Heerde, 2023). Moreover, the power of suppliers is also heightened by supply chain disruptions and the global sourcing issues, which influence the availability of products and price strategies.
Threat of Substitutes (High): There is a threat of substitution, as the customers can substitute the retailer with alternative retailers, local shops, or other food consumption methods, like dining out or meal delivery services, in the UK retail context (Law, et al., 2022). This adds competitive pressure on Sainsbury to be able to sustain product quality, price, and convenience. The threat of substitutions is also a result of the increasing popularity of web-based food delivery services.
Competitive Rivalry (High): The intensity of rivalry within the UK retail industry is very high in that there are huge players, and the direct competitors in the UK retail sector include Tesco, Aldi, Lidl and Morrisons (Sainsbury, 2025). These rivals approached aggressive pricing, promotional deals and product differentiation to gain consumer attraction. Pricing pressure has increased with discount retailers such as Aldi and Lidl, and Tesco has a solid market position. Therefore, Sainsbury needs to maintain a balance between quality and price to maintain its market share because of higher competition that lowers the profit margins and necessitates continuous innovation.
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Figure 8: Key competitors of Sainsbury
(Source: Sainsbury, 2025)
1.3.3 Internal Capability Review: VRIO
VRIO framework analyses organisational resources in terms of their value, rarity, imitability, and their capacity to generate sustained advantage (The Strategy Institute, 2024). It would also be useful for Sainsbury to evaluate its internal strengths to remain competitive in a crowded retail environment.
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Figure 9: Factor of VRIO
(Source: The Strategy Institute, 2024)
VRIO Table:
	Resource / Capability
	Valuable
	Rare
	Inimitable
	Organised
	Overall Competitive Advantage

	Strong Brand Reputation
	Yes
	No
	No
	Yes
	Temporary Competitive Advantage

	Extensive Supply Chain Network
	Yes
	Yes
	Moderate
	Yes
	Sustained Competitive Advantage

	Digital and Online Platform
	Yes
	No
	Moderate
	Yes
	Temporary Competitive Advantage

	Argos Integration 
	Yes
	Yes
	Yes
	Yes
	Sustained Competitive Advantage

	Customer Loyalty Programme 
	Yes
	No
	No
	Yes
	Competitive Parity


As demonstrated in the table above, the company has a combination of resources that gives it both a short-run competitive advantage and a long-run competitive advantage. The good brand image of Sainsbury is an asset that provides trust and loyalty, but not unique, as the competitors have successfully established themselves as a well-established organisation within the market and thus failing to differentiate the firm in the long run (Sainsbury, 2021). The supply chain network is one of the strengths of Sainsbury's because it is affordable and comparably limited since it is efficient and large in scale. Effective logistics control can guarantee product availability and cost control, which leads to long-term competitive advantage. Competitors might seek to emulate such systems, but the complexity of such systems renders the emulation challenging.
The online shopping and delivery services are some of the digital capabilities that are becoming essential in the retail industry (Urquhart, et al., 2022). Although they are good, they are not unique because most of the competitors are providing the same services, since they are just a momentary gain, and Sainsbury needs to keep spending and innovating. A strong strategic asset that can help the company to diversify its services, as well as enhance customer convenience, is the integration of Argos into Sainsbury's operations (Sainsbury, 2024). Lastly, the loyalty programme increases retention of customers but does not give the company a good competitive advantage since similar programmes are available in the market, which portrays the view that the company must keep strengthening its individual competencies to stay competitive in the long-term.
[bookmark: _Toc224746322]1.4 CSR and Sustainability Objectives
Corporate Social Responsibility (CSR) contributes to overall business development because it helps improve reputation, community trust, and sustainability in the long term (Fatmawati, I. and Fauzan, 2021). Companies that are willing to incorporate the CSR concept in their approach will be in a better position to react to the environmental and social threats, whilst ensuring that they have a competitive edge. In the case of Sainsbury, CSR is an essential part of its strategy, which affects the decisions of the operation and positioning of the brand. The plan for a better framework is Sainsbury's strategy of CSR, which is divided into two key aspects such as Better for You and Better for the Planet (Sainsbury, 2025). These priorities will encompass major initiatives like the promotion of healthier diets, fair treatment of employees, the creation of an inclusive culture, the reduction of carbon emissions, circular living, and the protection of natural ecosystems. This systematic methodology indicates that the company is keen on the balance between economic performance and social and environmental responsibilities.
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Figure 10: Sainsbury's CSR and environmental steps
(Source: Sainsbury, 2025)
Regarding environmental sustainability, Sainsbury has recorded quantifiable improvements and reduced greenhouse gas emissions of its own operations by 52.8% since 2018/19, which is a positive achievement in terms of carbon reduction (Sainsbury, 2025). This concern about responsible sourcing is also reflected, as it won the ASC and MSC Supermarket of the Year in 2024 in the category of sustainable fish sourcing. Also, the organisation has a record of eleven consecutive years in the CDP A rating on climate change reporting, which means that the environmental performance and transparency are consistent. Considering the social measures, Sainsbury is a company with high levels of community and ethical activity. Moreover, campaigns like price-matching also guaranteed the promotion of healthier products and the willingness to contribute to the well-being of consumers (Valentine, 2021). It depicts that the CSR strategy of the company has a positive effect on its brand image and the relations of the company with its stakeholders. Therefore, the signified efforts cannot be sustained without constant investment and tracking to ensure sustainability and strategic focus.
[bookmark: _Toc224746323]1.5 Comprehensive and Holistic View of the Organisation

Figure 11: Balanced Scorecard
(Source: By Author)
1.5.1 Financial Perspective
The financial vision of Sainsbury is to remain profitable despite operating in a highly competitive and price-sensitive retail world. The growing inflation and competitive price pressures by the discount retailers have made Sainsbury adopt a hybrid strategy that integrates cost leadership and value differentiation. On the financial side, the organisation focuses on the enhancement of the operating margins, enhancing the return on the capital invested in the organisation and advancing the sales by using both physical stores and online platforms. For example, Sainsbury recorded its 3.1% retail sales and a robust rise in operating profit with operating profit of £1,036m and 9.0% return on capital employed, which is a result of its focus on financial performance (Sainsbury, 2025). Further, it has a strategic investment of approximately £780 million in price cuts that further contribute to its cost leadership stance (Retail Insight, 2024).
1.5.2 Customer Perspective
According to the customer perspective, Sainsbury is focusing on providing value, convenience, and quality in order to ensure good customer loyalty. The Nectar loyalty programme allows the company to personalise services and increase its customer interactions, where it produces more than 260 million personalised offers each week (Sainsbury, 2024).
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Figure 12: Sainsbury Nectar Loyalty
(Source: Sainsbury Energy, 2026)
The development of online shopping for groceries has increased, with sales increasing by 5% because Sainsbury's investment in online platforms, home delivery, and click and collect services to adapt to changing customer expectations (Virdi, 2024). Additionally, the company has put its efforts into enhancing the in-store services and developing its brand image as a reliable seller. Its data-driven customer strategy is effective, as evidenced by the number of customers registered digitally of more than 18 million (Roberts, 2024). 
1.5.3 Internal Business Processes Perspective
The internal processes at Sainsbury are focused on operational efficiency, supply chain effectiveness and innovation. The company is also continually enhancing its logistics network to make sure that the products will always be available at the minimum cost and waste. The merger with Argos has also increased the collaboration of operations, which allows for better use of the stores and distribution networks, also Argos contribute £5.1 billion in annual revenues (S&P Global, 2025).
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Figure 13: Sainsbury Partnership with Argos
(Source: Sainsbury, 2024)
Moreover, Sainsbury is aiming at minimising food waste, where it saves 7,386 tonnes of surplus food in 2024-2025 and enhancing sustainability activities in all its operations, which aligns with the environmental objectives (Sainsbury, 2026). Further, the firm manages stock availability, inventories, fulfilment of orders and others. These internal capabilities play a crucial role in sustaining the cost leadership and service differentiation approaches.
1.5.4 Learning and Growth Perspective
The learning and growth approach emphasises how Sainsbury has invested in employee development, organisational culture and technology. Sainsbury started the MOVEFWD scheme with the FutureMaker graduate programme to provide digital skills development initiatives for workforce productivity and training programmes for employees to enhance employee engagement (Sainsbury, 2026). In addition, Sainsbury invests in innovation, especially in e-commerce, artificial intelligence, and data analytics, to maintain competitiveness in the dynamically changing retail environment. The growing attention to digital transformation, where the company invested around $968.4 million in ICT in 2024, with the focus on advanced technologies to maintain the long-term position of the firm (GlobalData, 2024). The culture of continuous improvement and innovation will help the organisation act upon changes in the market and maintains competitive advantage in the long-term.
[bookmark: _Toc224746324]1.6 Strategic Choices and Implementation
1.6.1 Business-Level Strategy
Sainsbury is a firm that mainly uses a hybrid approach at the business level, which is a combination of cost leadership and differentiation to stay competitive in the UK grocery market. The organisation is concerned with price competition to match prices with discount retailers such as Aldi and providing differentiated value through quality products, premium ranges and reward programmes through Nectar loyalty programmes. This strategy can be observed in the case of Sainsbury investing around £780 million in three years and cutting down prices and the value perception to boost sales in the firm (Retail Insight, 2024). Additionally, in 2026, the fresh food sales of Sainsbury increased by 8%, and the Taste the Difference Discovery is its premium own label brand with the sales of 15% during Christmas in 2025 (Sainsbury, 2026). 
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Figure 14: Sainsbury Taste the Difference Discovery
(Source: Sainsbury, 2026)
1.6.2 Corporate-Level Strategy
The strategic decisions of Sainsbury at the corporate level involve diversification and integration in the multi-channel, especially by acquiring and integrating Argos. This diversification helps the company to grow beyond groceries to general merchandise, which would improve its positioning in the competition. For example, Argos contributed £5.1 billion in annual revenue in 2024 while increasing sales and offering the ability of rapid delivery (S&P Global, 2025). Moreover, Sainsbury has enhanced its digital and online retailing, which is indicative of a transition to omnichannel operations. Retail sales of the company amounted to around £31.555 million in 2024/25, increasing by 3.1% yearly, which proves the effectiveness of the corporate strategy (Sainsbury, 2025). 
1.6.3 Strategic Choices Recommendations
The best strategic path that Sainsbury can pursue will be to reinforce its hybrid business-level strategy and strengthen its corporate diversification strategy. On the business level, cost efficiency and value differentiation should continue in the company to retain market share in the highly competitive environment (Tojiri, 2023). This recommendation is supported by the evidence that Sainsbury has achieved gains in market share and steady growth in its sales. At the corporate level, the organisation can focus on digital transformation and selective diversification while reviewing the poorly performing divisions like Argos. This is in line with the current trends as the grocery is the main driver of profits, while the non-food sector is volatile.
1.6.4 Change Management 
Sainsbury has appeared to possess a relatively high capability to handle change, especially in its own strategies such as the Food First and Next Level, which encompasses the strength of its core grocery and the efficiency of its operations (Sainsbury, 2026). Major structural and technological modifications introduced by the company are automation, optimisation of the supply chain and digital expansion. For example, restructuring efforts will see the saving of £1 billion pounds by 2027 and this represents an initiative to take the initiative and save money (Sainsbury, 2025). Additionally, the persistent integration of the store of Argos and investment in e-commerce platforms are indicative of adaptive strategic implementation. However, there are obstacles to effective change management in all business units. The fact that the implementation of the system at Argos was not successful due to the low performance of the company and the necessity to reduce 300 jobs to restructure its technological teams and delivery network of Argos (Butler, 2026). 
[bookmark: _Toc224746325]1.7 Strategic Evaluation and Recommendations
1.7.1 Strategic Analysis – SWOT Analysis
It is possible to critically evaluate the current strategy of Sainsbury through the SWOT analysis while focusing on its internal strengths and weaknesses with external opportunities and threats. The major strength of the organisation is its good brand reputation and diversification of its operations, especially after the integration of Argos which gives it an enhanced retail capability in the omnichannel. In terms of its financial performance, strategic resilience is also evident in retail sales of about £31.555 million have been recorded in 2024/25, which is 3.1% year-on-year (Sainsbury, 2025).  However, there are still weaknesses, especially in the ability to sustain profitability from intense competition from discount retailers, including Aldi and Lidl. This pressure on profitability is indicated by the need to spend heavily on price cuts such as a £1bn investment to reduce prices in the market to enhance customer experience (Sainsbury, 2025).
Externally, there is a possibility of digital growth and data-based personalisation to provide a personalised experience to customers and maintain their loyalty effectively (Jae and Hwa, 2025). On the other hand, threats including inflation, interruption in the supply chain, as well as altering consumer behaviour still threaten strategic stability. The SWOT analysis points out that a consistent competitive advantage brings about constant innovation, enhancement of efficiency and strategy focus in high-performing segments.
1.7.2 Recommendations 
To improve its competitive edge, the company needs to focus on digital transformation and data-based personalisation (Ziółkowska, 2021). This strategy is aligned with the market penetration approach of Ansoff that will enable it to combine its presence in current markets. This can be done by using its large Nectar data platform to enable more accurate targeting and customer relationships. This strategy is similar to Tesco that has utilised Clubcard data to create loyalty and sales (Tesco, 2019). This strategy is informed by the fact that Sainsbury already dispatches millions of personalised offers every week which means that the potential for further growth is high (Sainsbury, 2025). Understanding the customers better can help the company to gain retention and lifetime value.
Secondly, Sainsbury should concentrate on operational efficiency and cost minimisation, which is aligned with the cost leadership strategy by Porter. Investment in the supply chain optimisation, automation, and advanced technologies which can minimise operational costs and enhance margins. For example, retail stores such as Walmart have introduced high-end logistics and AI-powered inventory to attain considerable cost effectiveness (Walmart, 2024). This strategic direction is important based on the initiatives Sainsbury's has been undertaking to achieve its cost savings goal of £1 billion by 2027 (Sainsbury, 2025).
Lastly, together with competitive positioning, there is the integration of sustainability and CSR that can be improved. A green strategy can enhance brand image and customer loyalty as more customers focus on the ethical and environmental aspects (Kewakuma, et al., 2021). This is aligned with the stakeholder theory that supports the need to balance the economic and social goals. Overall, these recommendations are beneficial for Sainsbury to maintain market competitiveness and attractiveness to improve consumer experience and manage financial performance. 
[bookmark: _Toc224746326]1.8 Conclusion
In conclusion, Sainsbury has a strong strategic position in the UK retailing industry because of its hybrid business model, diversification, and emphasis on digital transformation and sustainability. The external and internal analysis highlights some growth opportunities especially in technology and personalisation of customers, and some of the challenges, including intense competition and cost. The competitive advantage is supported by the company's capabilities such as supply chain and integration of Argos, but the company must constantly innovate. Further, the Sainsbury strategic direction is still efficient, but the long-term success will be achieved by the promotion of efficiency, the ability to adapt to the market, and the enhancement of its core value offer.


[bookmark: _Toc224746327]Section 2 – Reflective Account
[bookmark: _Toc224746328]2.1 Gibbs Reflective Cycle
To reflect on the self-experience and analysis can be done through Gibbs’ Reflective Cycle and its six stages, including description, feelings, evaluation, analysis, conclusion, and action plan (Praveena, et al., 2025).

Figure 15: Gibbs Reflective Cycle
(Source: By Author)
2.1.1 Description
This analysis is concerned with the evaluation of the strategic environment of Sainsbury and an evaluation of its long-term competitive advantage, strategic positioning, and internal and external environment. It involved the utilisation of the most important strategic management theories such as PESTEL, Porter's five forces, VRIO, Balanced scorecard, and SWOT analysis. The research stage involved the collection of data from reliable sources including annual reports, financial statements and industry reports. This allowed a better insight into the business model, market position, and strategic issues of Sainsbury. The analysis stage involved the ability to combine the theoretical concepts and real-life data to critically assess the strategy of the organisation. Further, the formulation of recommendations involved the connection between theoretical models and business decisions. Overall, it was an analytical and reflective task that necessitated an organised manner of the research, critical thinking, and academic writing.
2.1.2 Feelings
First, the assignment seemed complicated to me because of the scope of frameworks that will be needed, as well as the requirement to combine theory and practice. The uncertainty existed concerning the way of critically assessing strategies rather than describing them. However, my confidence started to increase specifically in determining patterns in the strategic approach of Sainsbury, including its hybrid strategy and emphasis on digital transformation. The presence of corporate reports and financial data was very clear and direct. However, there were some difficulties during the relevant frameworks selection process. The reflective analysis also shows the challenges of maintaining a critical tone while being clear and coherent at the same time. The feeling of accomplishment was achieved by the conclusion of the assignment, when the analysis turned out to be more organised and in accordance with academic requirements.
2.1.3 Evaluation
The effective utilisation of the credible and up-to-date sources, specifically corporate reports, was one of the main strengths of the process, as it gave reliable data to analyse. This made the arguments presented more relevant and quality. Additionally, the systematic application of strategic frameworks supported the organisation of analysis and ensured that various components of the organisation were analysed in detail. Another positive factor was the integration of theory and practice, since it showed a greater level of understanding of the concepts of strategic management. However, the process had a limit also. In some cases, the use of several frameworks resulted in duplication especially in the case of internal analysis and the strategic assessment. This complicated the process of having a clear division of sections. Another issue was time management because it was necessary to pay much attention to finding reliable sources and analysing complicated financial information. Time management is necessary to complete the tasks before the deadline while ensuring the quality of the tasks is maintained effectively (Khan, 2022). 
2.1.4 Analysis
The experience of going through this assignment has shown how critical thinking and the use of theoretical frameworks in strategic management are important. When comparing the two models, PESTEL and VRIO, the analysis of complex business environments had a systematic approach, and the Balanced Scorecard made it possible to evaluate the performance of an organisation completely. This is aligned with the strategic fit concept that focuses on the connection between internal capability and external environment. One of the main lessons that I obtained during this process is the necessity to maintain critical analysis rather than descriptive analysis. For example, instead of only identifying the strengths of Sainsbury, it was essential for me to determine how these strengths will influence competitive advantage and whether it is long-term beneficial. Similarly, the development of recommendations demanded not only the identification of the strategic options but also justifying them based on theoretical concepts and practical examples.
Another important aspect that was noted during the reflective process was the use of data when it added value to the strategic analysis. The fact that it used financial and operational data, which helped to enhance the validity of the arguments and allowed it to use the evidence-based approach. 
2.1.5 Conclusion
In conclusion, the given assignment brought a lot of knowledge to the process of strategic analysis and the use of theoretical frameworks in a real-life situation. The experience revealed the weaknesses and strengths, especially the weaknesses in critical evaluation and time management. A skill to combine theory and practice became one of the primary skills, allowing me to understand the organisational strategy better. The process was not easy, but it led to the acquisition of research and analytical skills. The reflective method also focused on the need to engage in continuous learning and enhancement, both in academics and work life.
2.1.6 Action Plan
Initially, in future, I will enhance assignment planning and its management which should be done before the research process. Second, there will be an attempt to improve the skills of critical thinking by continuously questioning and analysing information instead of only describing it. Critical thinking is beneficial as it provides the ability to actively analyse, evaluate, and conceptualise arguments to form a conclusion and achieve goals (Golden, 2023). This involves a concentration on the implications of strategic decisions and their effects on organisational performance. Additionally, I will enhance time management skills, especially regarding the time available to complete research, analyse, and revise.
Efficiency can also be enhanced by developing a systematic method of selecting the sources and making notes. Moreover, I will increasingly connect theoretical frameworks to real-life examples, so that all the arguments will be properly updated and applicable. Lastly, constant practice of academic writing and citation will ensure better clarity, cohesiveness and general standards of writing. I will enhance my academic knowledge to complete the projects and assignments in a better manner. I will enhance my academic knowledge that can boost critical thinking, enhance innovation, and provide the knowledge to establish a career and attain growth in professionalism. 


[bookmark: _Toc224746329]References
Butler, S. (2026) Sainsbury’s to cut 300 jobs as it restructures tech team and Argos deliveries. [Online]. Available at: https://www.theguardian.com/business/2026/feb/27/sainsburys-to-cut-300-jobs-as-it-restructures-tech-team-and-argos-deliveries [Accessed on: 18 March 2026]. 
CFI. (2020) Competitive Forces Model. [Online]. Available at: https://corporatefinanceinstitute.com/resources/management/competitive-forces-model/ [Accessed on: 18 March 2026]. 
Dekimpe, M.G. and van Heerde, H.J. (2023) Retailing in times of soaring inflation: What we know, what we don't know, and a research agenda. Journal of Retailing, 99(3), pp.322-336.
Essman, M., Bishop, T., Burgoine, T., Jones, A., Polden, M., Robinson, E., Smith, R., Adams, J. and White, M. (2025) Implementation and enforcement of mandatory calorie labelling regulations for the out-of-home sector in England: Qualitative study of the experiences of business implementers and regulatory enforcers. PloS one, 20(7), p.e0323452.
Fatmawati, I. and Fauzan, N. (2021) Building customer trust through corporate social responsibility: The Effects of corporate reputation and word of mouth. The Journal of Asian Finance, Economics and Business, 8(3), pp.793-805.
GlobalData. (2024) J Sainsbury – Digital Transformation Strategies. [Online]. Available at: https://www.globaldata.com/store/report/j-sainsbury-plc-enterprise-tech-analysis/ [Accessed on: 18 March 2026].
Golden, B. (2023) Enabling critical thinking development in higher education through the use of a structured planning tool. Irish Educational Studies, 42(4), pp.949-969.
Imtiaz, A. and Muzaffar, M. (2025) Trade Barriers and Broken Supply Chains: Economic Fallout of Brexit. Journal of Development and Social Sciences, 6(2), pp.80-90.
Jae, Y.I. and Hwa, P.I. (2025) Personalized digital marketing strategies: A data-driven approach using marketing analytics. Journal of Management and Informatics, 4(1), pp.668-686.
Kewakuma, A.S.V., Rofiaty, R. and Ratnawati, K. (2021) The effect of green marketing strategy on customer loyalty mediated by brand image. JBTI: Jurnal Bisnis: Teori Dan Implementasi, 12(1), pp.1-11.
Khan, U.A. (2022) Effective time management techniques for busy business managers. Global Journal of Econometrics and Finance, 1(2), pp.49-61. 
Law, C., Smith, R. and Cornelsen, L. (2022) Place matters: Out-of-home demand for food and beverages in Great Britain. Food policy, 107, p.102215.
Li, Z., Ren, L., Li, Z., Chen, J., Tian, X. and Zhang, Y. (2023) Price Dispersion, Bargaining Power, and Consumers’ Online Shopping Experience in e‐Commerce: Evidence from Online Transactions. Mathematical Problems in Engineering, 2023(1), p.6638665.
Masih, J., Sharma, S.C., Saini, N. and Yadav, D.K. (2025) From preference to priority: The surge in demand for organic foods. Economic Sciences, 21(1), pp.90-105.
Olarewaju, T., Dani, S., Obeng-Fosu, C., Olarewaju, T. and Jabbar, A. (2024) The impact of climate action on the financial performance of food, grocery, and supermarket retailers in the UK. Sustainability, 16(5), p.1785.
Praveena, K.S., Juslin, F., Patil, C.M. and Bhargavi, K. (2025) Using gibb's reflective model approach for enhancing project-based learning among students through reflective assessment. Journal of Engineering Education Transformations, pp.148-155. 
Retail Economics. (2023) Ecommerce Delivery Benchmark Report 2023: Impact of inflation & consumer behaviour on online retail. [Online]. Available at: https://www.retaileconomics.co.uk/retail-insights/thought-leadership-reports/impact-of-inflation-and-changing-consumer-behaviour-on-the-retail-sector-ecommerce-delivery-benchmark-report-2023 [Accessed on: 18 March 2026]. 
Retail Economics. (2025) The UK Grocery Market: Five Key Trends to 2025. [Online]. Available at: https://www.retaileconomics.co.uk/retail-insights/thought-leadership-reports/the-uk-grocery-market-five-key-trends-to-2025-report [Accessed on: 18 March 2026]. 
Retail Insight. (2024) Sainsbury’s invested £220m into price cuts in FY 2023. [Online]. Available at: https://www.retail-insight-network.com/news/sainsburys-investment-price-cut/?cf-view [Accessed on: 18 March 2026]. 
Roberts, A. (2024) Sainsbury’s personalisation at scale for actionable benefit customer health. [Online]. Available at: https://www.dataiq.global/articles/personalisation-at-scale-sainsburys/ [Accessed on: 18 March 2026].
S&P Global. (2025) Research Update: U.K. Retailer J Sainsbury PLC Rated 'BBB'; Outlook Stable. [Online]. Available at: https://www.spglobal.com/ratings/en/regulatory/article/-/view/sourceId/101611404 [Accessed on: 18 March 2026]. 
Sainsbury Energy. (2026) Sainsbury Energy. [Online]. Available at: https://www.sainsburysenergy.com/?utm_source=sainsburys&utm_medium=website&utm_campaign=help_get_more [Accessed on: 18 March 2026]. 
Sainsbury. (2021) Annual Report and Financial Statements 2021. [Online]. Available at: https://corporate.sainsburys.co.uk/media/xtjbqjqz/sainsburys-ar2021.pdf [Accessed on: 18 March 2026]. 
Sainsbury. (2024) Sainsbury’s collaborates with SAP, Accenture and AWS on transformation programme. [Online]. Available at: https://corporate.sainsburys.co.uk/news/press-releases/sainsbury-s-collaborates-with-sap-accenture-and-aws-on-transformation-programme/ [Accessed on: 18 March 2026]. 
Sainsbury. (2024) Strategy update: “Next Level Sainsbury’s”. [Online]. Available at: https://corporate.sainsburys.co.uk/news/press-releases/strategy-update-next-level-sainsbury-s/ [Accessed on: 18 March 2026]. 
Sainsbury. (2025) Annual Report 2025. [Online]. Available at: https://corporate.sainsburys.co.uk/investors/annual-report-2025/ [Accessed on: 18 March 2026]. 
Sainsbury. (2025) Annual Report and Financial Statements 2025. [Online]. Available at: https://corporate.sainsburys.co.uk/media/4prdzvro/sainsbury-annual-report-and-financial-statements-2025.pdf [Accessed on: 18 March 2026].
Sainsbury. (2025) Delivering good food in a changing world. [Online]. Available at: https://corporate.sainsburys.co.uk/sustainability/  [Accessed on: 18 March 2026]. 
Sainsbury. (2025) Preliminary Results- 2024/25. [Online]. Available at: https://corporate.sainsburys.co.uk/media/gwlnbo1p/j-sainsbury-plc-preliminary-results-2425-presentation.pdf [Accessed on: 18 March 2026]. 
Sainsbury. (2025) Preliminary Results for the 52 weeks ended 1 March 2025. [Online]. Available at: https://corporate.sainsburys.co.uk/news/press-releases/preliminary-results-for-the-52-weeks-ended-1-march-2025/ [Accessed on: 18 March 2026]. 
Sainsbury. (2025) Unlock, shop & save: Sainsbury's rolls out Your Nectar Prices across tills nationwide. [Online]. Available at: https://corporate.sainsburys.co.uk/news/press-releases/unlock-shop-save-sainsburys-rolls-out-your-nectar-prices-across-tills-nationwide/#:~:text=Sainsbury's%20introduced%20Your%20Nectar%20Prices%20at%20supermarket,the%20Nectar%20app%20or%20website%20every%20week [Accessed on: 18 March 2026].
Sainsbury. (2026) About. [Online]. Available at: https://www.sainsburyarchive.org.uk/footer/about [Accessed on: 18 March 2026]. 
Sainsbury. (2026) Discover Taste the Difference. [Online]. Available at: https://www.sainsburys.co.uk/gol-ui/features/ttd-hub [Accessed on: 18 March 2026]. 
Sainsbury. (2026) Early Careers. [Online]. Available at: https://www.sainsburys.jobs/teams/early-careers [Accessed on: 18 March 2026]. 
Sainsbury. (2026) Investors. [Online]. Available at: https://corporate.sainsburys.co.uk/investors/ [Accessed on: 18 March 2026]. 
Sainsbury. (2026) Our approach to reducing waste. [Online]. Available at: https://corporate.sainsburys.co.uk/sustainability/explore-by-a-z/reducing-waste/our-approach-to-reducing-waste/ [Accessed on: 18 March 2026]. 
Sainsbury. (2026) Our business at-a-glance. [Online]. Available at: https://corporate.sainsburys.co.uk/media/aysjqkrf/j-sainsbury-plc_business-model.pdf [Accessed on: 18 March 2026]. 
Sainsbury. (2026) Our Strategy. [Online]. Available at: https://corporate.sainsburys.co.uk/about-us/our-strategy/ [Accessed on: 18 March 2026]. 
Sainsbury. (2026) Third Quarter Trading Statement for the 16 weeks to 3 January 2025-26. [Online]. Available at: https://corporate.sainsburys.co.uk/news/press-releases/third-quarter-trading-statement-for-the-16-weeks-to-3-january-2025-26/ [Accessed on: 18 March 2026]. 
Segura, E., Belmonte, L.M., Morales, R. and Somolinos, J.A. (2023) A strategic analysis of photovoltaic energy projects: The case study of Spain. Sustainability, 15(16), p.12316.
Tesco. (2019) Tesco introduces special ‘Clubcard Prices’ for customers to celebrate 100 years of great value. [Online]. Available at: https://www.tescoplc.com/tesco-introduces-special-clubcard-prices-for-customers-to-celebrate-100-years-of-great-value/ [Accessed on: 18 March 2026].
The Strategy Institute. (2024) VRIO Framework: Unlocking Competitive Edge for Your Business. [Online]. Available at: https://www.thestrategyinstitute.org/insights/vrio-framework-unlocking-competitive-edge-for-your-business [Accessed on: 18 March 2026]. 
Tojiri, Y. (2023) Product differentiation strategy for organizational financial profitability: Enchancing market share and profitability-A comprehensive literature review. Atestasi: Jurnal Ilmiah Akuntansi, 6(2), pp.856-876.
Urquhart, R., Newing, A., Hood, N. and Heppenstall, A. (2022) Last-mile capacity constraints in online grocery fulfilment in Great Britain. Journal of Theoretical and Applied Electronic Commerce Research, 17(2), pp.636-651.
Valentine. M. (2021) Sainsbury’s drops ‘Live Well for Less’ as it shifts focus from price to value. [Online]. Available at: https://www.marketingweek.com/sainsburys-slogan/ [Accessed on: 18 March 2026].  
Virdi, A. (2024) Sainsbury’s shows strong growth as it doubles down on value and loyalty. [Online]. Available at: https://www.marketingweek.com/sainsburys-shows-strong-growth/  [Accessed on: 18 March 2026]. 
Walmart. (2024) Walmart Commerce Technologies Launches AI-Powered Logistics Product. [Online]. Available at: https://corporate.walmart.com/news/2024/03/14/walmart-commerce-technologies-launches-ai-powered-logistics-product [Accessed on: 18 March 2026].
Wood, B., Williams, O., Nagarajan, V. and Sacks, G. (2021) Market strategies used by processed food manufacturers to increase and consolidate their power: a systematic review and document analysis. Globalization and health, 17(1), p.17.
Xiao, B., Chen, Q. and Yu, Z. (2021, April) Research on the Investment Value of Sainsbury’s. In 2021 6th International Conference on Social Sciences and Economic Development (ICSSED 2021) (pp. 108-115). Atlantis Press.
Ziółkowska, M.J. (2021) Digital transformation and marketing activities in small and medium-sized enterprises. Sustainability, 13(5), p.2512.

Financial Perspective


Objective - Improve profitability while maintaining competitive pricing


Customer Perspective


Objective - Strengthen customer loyalty through value, quality, and personalised experience


Learning and Growth Perspective


Objective - Develop digital capabilities and improve workforce productivity


Internal Business Processes Perspective


KPIs:


Online sales growth


Cost reduction achieved


Revenue growth rate


Operating profit margin


Return on Capital Employed


KPIs: 


Customer satisfaction score


Net Promoter Score


Nectar loyalty engagement


Market share in UK


KPIs: Inventory turnover ratio


Stock availability rate


Order fulfilment accuracy


Supply chain delivery time


Food waste reduction


Objective - Enhance operational efficiency and supply chain performance


KPIs:


Employee training hours


Employee engagement


Staff turnover rate 


Investment in technology and


innovation



Description


Feelings


Evaluation


Analysis


Conclusion


Action Plan


2

image3.png
140,000+

colleagues

c.70%

of the country shopped with
Sainsbury's over the past year

At a glance

€.600

Sainsbury’s supermarkets

c.24 million

active Nectar users

850+

Sainsbury’s convenience stores

£1 billion

invested in lowering prices over
the past four years

1,100+

Argos collection points

3rd

most visited online retailer in the
UK with Argos




image4.png
Building on

and strong assets to
create value for

our stakeholders

Scale advantage as
the UK’s second
largest full choice
supermarket

Strength in real
estate and online
capability

©

Suppliers and
partners

Reputation for
value, quality

and service

Growing
customer
base

Colleagues and
our winning
culture




image5.png
o

LEGAL POLITICAL

@ = @
ANALYSIS

ENVIRONMENTAL ECONOMIC

e %

TECHNOLOGICAL SOCIAL





image6.png
6.5%

5.8x

4.8% 45%

1

4%
3.5%

%





image7.png
Proportion of respondents.

25%

20%

15%

10%

5%

27%

Store Loyalists Store
Reverters

In-store <

Multichannel
Mixers

Digital
Newbies

Digital Natives

» Online





image8.png
Threat of potential entrants

Power of
complementary @-?@

good/service i of buyers
providers %n\‘

Intensity of
industry rivalry

Bargaining power

goods/services

Threat of substitute o] Bargaining power
&l of suppliers




image9.png
Sainsbury’s

Morrisons &S Market Waitrose





image10.png
VRIO Framework

Organization

Imitability




image11.png
52.8%

reduction of absolute greenhouse gas emissions
from our own operations, versus our 2018/19
baseline

ASC & MSC

Supermarket of the Year awards in 2024 for
responsible fish sourcing (for the second
consecutive year)

At least 75%

of our Aldi Price Match campaign featured
Healthy or Better for you products

CDP

‘N’ rating in our 2024 CDP climate change
disclosure for the 11th year running

£33.8m

raised for good causes in 2024/25

CCLA

awarded ‘Leading on human rights innovation”
status achieving a top tier rating in CCLA’s
Modern Slavery Benchmark




image12.png




image13.png




image14.png
Sainsburys

FFERENCE

%

Taste the Difference Discovery

Discover, savour, and celebrate the origins of exceptional
flavor




image1.jpg
Prifysgol Cymru

Y Drindod Dewi Sant
University of Wales
Trinity Saint David




image2.png
J Sainsbury plc




