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Introduction 
The report offers a thorough analysis of the current situation of J Edward Sainsbury plc, the largest British food retailer, along with the lately history developments and external forces influencing its operations. It starts with a summary of the company’s market position, revenue trends, and some major recent events, which includes the likely acquisition of Asda. It then reviews Sainsbury’s PESTEL analysis, outlining the effects on the company of political, economic, social, and technological influences, and how these could be both challenges and opportunities in the external environment (Fengyi, 2021). The next section of the report focuses on the influence of organisational culture on change management programs, stressing strengths of Sainsbury’s culture and challenges for change adoption. Lastly, it presents an outlined change management plan with a focus on the implementation of an omnichannel retail strategy, which covers staff training, communication strategies, and evaluation mechanisms. This systematic approach seeks to give the proposals and insights for Sainsbury to navigate the difficulties of the changing retail environment efficiently.
About the company
J Sainsbury plc, normally referred to as Sainsbury’s, is a British supermarket chain that was established by entrepreneur John James Sainsbury in 1869. As per the latest available data, Sainsbury’s has approximately 152000 employees worldwide (Sainsbury, 2024). The company has recorded varying net sales for years, which were caused by lots of factors such as market conditions, competition, and economic trends.



[bookmark: _Toc165211622]Current state of the Company

J Sainsbury plc serves as a British grocery chain. It was established in 1869 through the businessman John James Sainsbury and had its headquarters in Drury Lane in London, England (Sainsbury, 2024). During most of the twentieth century, it served as the biggest grocery store in the United Kingdom. Sainsbury serves 600 supermarket stores worldwide along with more than 800 convenience shops along with 152K employees that contribute to the success of Sainsbury. Argos is one of the leading online shopping platforms by Saintsbury and is recognised as the fourth-most popular UK commerce site. After being acquired by Sainsbury's for a total of 1.4 billion pounds in the year 2016, Argos became a member of the business. While Argos offers a wide range of items, its games, and interests, alongside Crafts sections are among its most famous. Several Argos shops have been strategically moved within Sainsbury's locations over time.
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Figure 1: Market share of grocery stores in UK
[Source: Bedford, 2023]
Throughout the beginning of 2017 towards the end of 2023, the marketplace shares of the largest retailers in the United Kingdom (GB) stayed largely consistent. Since the end of 2023, Sainsbury's along Tesco combined had 42 % of the retail market, representing the biggest proportion throughout the time within the study (Bedford, 2023). Sainsbury's continues to be one of the largest retailers in the United Kingdom, but Tesco has larger shares of the market. Through lowering their pricing, these rivals have grown the size of their market, which puts a hardship on the supermarket chain to stay competitive. The fundamental gross sales for J Sainsbury company within the United Kingdom period the years 2011–12 through the period 2022– 23 appear within this data. In 2022–2023, Sainsbury's fundamental sales brought in £ 35.16 billion in revenue (Bedford, 2023).
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Figure 2: Annual underlying sales revenue
[Source: Bedford, 2023]
Before the global epidemic that struck at the beginning of the year 2020, Sainsbury's revenue growth had proven inconsistent. The initial indication of the effect of restrictions on purchasing food habits came around April 2020, as sales jumped around 8.4 percent (Bedford, 2023). By June of 2020, revenues had risen by 13.5 percent from the year before alongside were still reaching record levels. Development started to decrease in the first quarter of 2021 when consumer spending patterns stabilised. Revenue increased by 6.2% throughout the fourth and most current quarter. In the years 2022 and 2023, Sainsbury's revenues rose significantly with the onset of rising prices.
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Sainsbury's represented a starting level employment platform whereby the employee secured relevant infrastructural and cultural experience of the company (Sainsbury, 2023).
Learning through Team Meetings
Actively engaging in team meetings has been vital in getting a comprehensive picture of the whole nature of work at Sainsbury's. This consultation gives a chance to share the experience, the opportunities and to develop a plan. Engaging with different departments has enabled the employee to know that there are so many factors that determine the success or failure of an organisation.
Training Sessions for Skill Enhancement
At Sainsbury’s, the staff members are provided with regular training comprising of sessions on developing the skills and gaining the knowledge. Such classes deal various things which include the product knowledge, interpersonal skills, and daily routines (Attaran, 2020). Through putting in work at these training sessions, the employee has not only sharpened their skills but also kept himself updated on industry news and the latest trends.
Contribution to Cross-Functional Projects
However, participation in cross-functional activities meant working alongside colleagues from the other departments in addition to the daily duties. This kind of projects often has projects that are focused on increasing operational efficiency, improving customer experience, or adopting new technologies. Engaging fully in such projects, the employee has yielded valuable suggestions and standpoints therefore creating a culture of innovativeness and constant development in Sainsbury's.
Understanding Strategic Direction
Through the involvement in different sectors of Sainsbury’s activity the employee obtains a deep knowledge of the company strategy. This understanding is applicable not only for individual tasks but also for organisational-level goals and objectives (Ackerman, 2023). Through the linkage of personal goals with Sainsbury's core mission, it has become possible for the employee to make a meaningful contribution to the company's achievements.


Adaptation to Change
The workforce exhibited both agility and resilience while Sainsbury's was going through the changers and acquiring new systems and frameworks.
Engagement in Feedback Mechanisms
Sainsbury's generates free flow of communication channels and welcomes feedback from employees irrespective of their positions. The employee, by taking part in feedback mechanisms like surveys, focus groups, and one on one discussion has offered invaluable knowledge of how to make the processes better and where new innovations can be made (Ackerman, 2023). This culture of input supports the collaboration, openness, and persistent improvement in the environment of the organisation.
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Sainsbury's latest change initiative is a new strategic approach that centres round competent utilisation of technology and data analytics to improve customer satisfaction and enhance economic efficiency. The core of our new initiative will be the digital platform which will enable our customers to easily shop through multiple channels with an effective experience. Beyond that, Sainsbury's is implementing AI-based approaches for individual customer connection, by using enormous data volumes to propose relevant products and direct marketing campaigns. These are components built on the existing data like Sainsbury's annual report, which shows strong growth in the online sales transactions thus depicting the effectiveness of personalised approach in meeting the emerging customer needs.

Strategic Shift towards Advanced Technology and Data Analytics
Sainsbury's, leading the shopping sector not only takes advantage of technological innovations and data, but it also uses them to provide more assisted shopping experiences to the customers and improve the operational efficiency.
Implementation of a New Digital Platform
A new channel is launched which compiles the customers' digital transactions on a single platform and ensures a hassle-free shopping experience.


Integration of AI-Driven Solutions for Personalization
AI-based systems are an impressive tool to individualize the customer relationships on a personal level and offer customized product recommendations as well as specific advertising campaigns.
Expansion of Online Services
These services can be fostered by the improvement of same-day delivery as well as click-and-collect options, thus catering to the changing consumer preferences.
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Digital Platform Enhancement: Sainsbury's gives the first preference to digitising the platform, to be efficient and user-friendly to customers. The project entails creation of a user interface that is both friendly to the user and mobile applications that are suitable with the website, enabling easy product identification, order placing and tracking. Moreover, the Sainsbury's annual report suggests that the measures taken towards digitalisation have resulted in remarkable increase in online sales by 128%, suggesting their efficiency.
AI Integration for Personalization: As part of the continued effort to advance customer satisfaction, Sainsbury's employs AI-based solutions that provide a seamless shopping experience to customers. The main purpose of these solutions is the use of extensive customer data to identify individual customers and to build recommendations on the product, promotions, and marketing campaigns. In addition to all this, it helps enhance the customer satisfaction, which results in better sales and creates a loyal customer base (Xiao et al., 2021). Sainsbury's gives a significant 20% increase of average order price for its clients who got personalised recommendations as results of AI algorithms.
Expansion of Online Services: Adapting to the growing demand for online shopping, Sainsbury's has extended its online services to reach a wider customer range. This expansion involves offering same-day delivery services, click and collect option and partnerships with third-party delivery agencies. Therefore, the online sales of Sainsbury's grocery have more than doubled in the last year and the company experienced a significant growth of its revenue.
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For staff, the recent change program has been as exciting as it has been challenging. The deployment of innovative technology and data analytics allows the employees to provide a tailored customer service and speed up business processes. However, it has resulted in the need for intense training and new system and process knowledge (Attaran, 2020). Employee feedback has been a driving force of major change initiatives in our organisation and helped with successful implementation of these initiatives.
Sainsbury's latest transformation agenda proves that the company highly values innovation and is customer oriented. Using the latest technology of information systems and analytics, Sainsbury’s has improved the customer experience, streamlined operations, and created a great opportunity for the company soon in a digital age. As an employee, one continues to have an optimistic mood concerning the future success of these initiatives and the long-term growth of Sainsbury's profits and competitiveness.
[bookmark: _Toc165211627]Recent History analysis 
The proposed acquisition of Sainsbury's alongside Asda in 2018 represented a noteworthy development in the company's lately occurring history.  The organisation has had several significant developments and occurrences over the years which have impacted its activities and direction. Sainsbury's had an extensive record of responding to environmental alterations to maintain its competitiveness in the retailing of food.
Political factor- Sainsbury’s alongside Asda, informed the press on the last day of April 2018, that the two companies had decided to make investments of over twelve billion pounds into a super-merger proposal. Asda began operations around the year 1949 and then in the year 1999, Walmart purchased the company (Fengyi, 2021). started a pricing battle to counter German discount retailers Lidl and Aldi as well as new dangers from "extraordinarily online shopping" giant Amazon.com. With two thousand eight hundred outlets alongside approximately a third of the country's market shares, the newly formed company could be determined by Sainsbury's alongside ASD's respective shares of the market within food retailing within Britain (respectively, 15.6% alongside 15.8%).
Economic and political factors- Sainsbury's additionally participates in environmentally friendly practices that involve minimising the disposal of food and using recyclable packaging to tackle increasing ecological worries among consumers (Fengyi, 2021). The retail industry has been impacted by the COVID-19 global epidemic because shop customer traffic has been negatively impacted by restrictions alongside limitations and the need for buying things online has increased. To accommodate shifting customer needs Sainsbury focuses on operational effectiveness, lowering expenses, alongside product enhancements. the Brexit vote brought about uncertainties about trade deals and exchange rates, which affected the price of imports. the supermarket continues to persist in innovating and adjusting to the ever-evolving environmental landscape. Uncertainties within the economy, especially the COVID-19 epidemic and the Brexit vote, may provide difficulties for the supermarket.
Social factor- Specifically focusing on emerging markets, Sainsbury's (2017) report on empowering farmers detailed the way they are creating resilient and powerful supplier networks. It could result in greater market shares alongside revenues along with better retention of customers and devotion (Fengyi, 2021). The corporation argues that through exchanging data, knowledge, and investments they can truly assist people with making choices which will benefit their organisations alongside the community.  The emphasis focuses on lengthy-range strategy and collaborating with the farmers in the region to assist communities in growing healthier and more robust. The corporation described how farms were facing formidable fresh challenges due to an erratic combination of drafts and hurricanes, soil erosion and disappearance of essential minerals, as well as new insects alongside illnesses. 
Technological factor- The application of Big Data and AI concepts, among other developments in analytic innovation, has enabled businesses worldwide to get deeper insights into their business activities (Fengyi, 2021). They remain in the beginning stages of e-commerce's rise and implementation within the grocery market, thanks to companies like Sainsbury's Argos. This is going to be fascinating to observe whether retailers utilise these developing technologies.
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To maintain its standing and relevancy under this climate, Sainsbury's must change its company's structure and processes. Their conventional understanding of supply chains would be inadequate within today's competitive marketplace.
[bookmark: _Toc165211630]Changes in customer preferences- 
Although the competitive landscape has shifted, Sainsbury's processes must also change to meet the company's growing need for its items (Jones and Comfort, 2019). Technological change has culminated in altered customer behaviour trends, hence driving growth in online shopping, and necessitating experiences across all channels.
[bookmark: _Toc165211631]Operational efficiency- 
The retailer Sainsbury may achieve reduced expenses alongside higher revenue by adopting a digital change to optimise its logistics system, inventory control, and client service. A way that they are currently making significant progress in cutting Sainsbury's operating expenses is by combining Sainsbury's alongside Argos (Jones and Comfort, 2019). Further to the estimated 160 million pounds overall EBITDA savings from the merger with Argos, the company produced £220 million in savings on expenses during the year 2018–19. 
[bookmark: _Toc165211632]Data-driven decision-making- 
The advent of technological advances alongside the importance of information within the resilience of supply chains are the primary causes of digital transformation.  When used in conjunction with digitisation, innovations may significantly improve and revolutionise traditional processes, particularly in times of crisis or pandemic outbreak (Papanagnou et al., 2022). Analysis of big data may be able to manage a more efficient supply network whilst removing risks associated with supply, giving collaborators and partners in the supply network total tracking and visibility of activities. The analysis of big data has the potential to produce tools that improve client service by facilitating quick decisions alongside flexible, effective procedures. 
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Kotter's 8-Step Change Model
Kotter's 8-Step Change Model is the simplest model to tackle the problem which is easy to follow and understand. It is based on a lot of research in the field of change management that is indeed well-proven. But it is the sequential model and thus it is slow. Patches in the process of change management might lead to confusion on the part of the change team (Laig and Abocejo, 2021).
The strategic issue in change at Sainsbury’s involved resistance to change by staff. Employees expressed themselves straight away about the resistance towards organisational changes. This resistance had varied from people showing denying change to a situation when people are unconsciously resisting change and can be either on a micro level by using language, gestures, or other actions. Resistance to change is when an individual and an organisation are not open to the idea of adapting to new circumstances or a different manner of doing things. It may manifest itself in different ways such as with an individual, in a relationship between two people or an organisation. The roots of resistance are numerous, still most of all it is the fear that is the main driving force of resistance.
Managers at Sainsbury’s had to support the staff to build up the ability to adjust and provide a robust platform for new ways of performance. In the first place, top managers had made the employees believe that the changes they make are indispensable (Trawick and Carraher, 2023). They had illustrated to employees the benefits that they and Sainsbury’s would gain after these changes. Change management in the workplace is a critical factor and it affects the organisation’s employees as well as the change management process.
Transformational leadership style had turned out to be proven effective at Sainsbury’s. There are the number of sources that have made some people resist change like the fear of the unfamiliar, loss of control, concealed mistrust, or conflicting interests. Transformational leaders have pinpointed the reasons and emotional factors that caused resistance and in return dealt with them with empathy and consideration. Transformational leadership seeks to have the idealised influence, to create an inspirational motivation, to provide intellectual stimulation and to involve individual consideration - all these aspects are necessary for a work environment that is suited to organisational flexibility and innovation (Usman, 2020). On the other hand, leaders also evaluated the Transformational leadership behaviour that results in the rise of emotional exhaustion and turnover intention among the leaders. Transformational leaders were more tired emotionally when employees were not well organised and not competent.

Lewin's Change Management Model
The simplicity of Lewin’s Change Model is one of the key benefits. There is another advantage to Lewin's Change Model that it is founded on human psychology. However, the disadvantages of Lewin's model involve the simplistic nature of Lewin's approach is often questioned; it doesn't go into the details at every stage. Implementing the model is a simple process that does not require much thinking but just the basis. 
Sainsbury’s faced with issues of incapability and insufficiency. This, therefore, inherently created a hurdle for accessing the needed income and budget (Ratana et al., 2020). These management levels discovered that change management projects need additional budget or more personnel, but they usually tend not to assign any of these resources because they see no value in change management. Whether a change involves people, processes, systems, and partners, it could be potentially significant. If it is not free, it can be costly, in the sense that staff time or monetary investment is needed. The most trivial act could be making a process simpler, and the most transformational change could be revolutionising the whole organisation.
The measure entailed asset and capability mapping at the site, and action plan design and strategy. Constant change and development are the basic factors of success and development. Introducing a change control management process lessens the load on Sainsbury’s and the employees. Focusing on the topics and determining goals to achieve is a necessary process to make any changes that are going to make the process, product, or outcome better (Zainol et al., 2021). Change control management system hereby means the set of options which are planned in a controlled manner to avoid a change from posing a risk to the safety, quality, or compliance. The control can be proactive, i.e., the mitigation of the consequences of unplanned change or the elimination of the deviation itself.
Participative leadership leads to a culture of collaboration and respect at Sainsbury’s. Teamwork became the norm. Leaders at Sainsbury’s implicitly encouraged the diversity of opinions on the team via the fact that they value the input of each of the team members. This inclusivity influences not only the group's creative and problem-solving ability but also gives individuals the motivation to participate more vigorously. However, the style would have been misled by adding pressure on the users. People fear that the opinions, which may contradict those of the co-workers, could create a conflict. They end up withdrawing and keeping silent. Managers must have this issue in mind and do their best to stimulate meaningful contributions from everyone (Wang et al., 2022).
Organisational Culture model
The Organisational Culture Model motivates employees towards being part of an organisation. People who are feeling well integrated in the workplace thus tend to stay within an organisation longer. However, organisational culture could turn out to be a two-edged sword by its adaptability to change and innovations, and eventually even damaging the environment.
The deep-rooted norms and values at the business make the people at Sainsbury restrict to adoption of the sudden change (Bendak et al., 2020). The method involved in taking care of the employees effectively by way of appropriate open communication, a sense of trust at work, making alignment of the change with the value and mission of the business. The leadership style of the situation involved is the Servant leadership style. The assistance and motivational support of a caring leader helped employees at Sainsbury’s to set targets for the personal and professional progressions in tandem with the Sainsbury’s aspirations. Contrariwise, the leader may find it exhausting and the task itself can be lengthy.
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The impact of organisational culture on the change management programme
Sainsbury organisational culture is central to the effectiveness of its change management program. Being a leader in the retail industry, Sainsbury is characterised by a deeply rooted culture with values such as customer focus, innovation, and teamwork. The cultural elements play a great role in how change initiatives are viewed, accepted, and actualised with the company. To begin, Sainsbury’s customer-focused culture acts as a catalyst for its change management activities. This organisation highly respects knowing and satisfying customer needs and such attribute directly affects the reasons for any organisational change (Zainol et al., 2021). Changes are typically put into the perspective of customer experience improvement; hence, they receive more support and commitment from the employees who are in line with the general company objectives. In addition, the culture of Sainsbury’s innovation supports the development of a change adaptive environment. Employees are also advised to accept new ideas and practices which will help smooth implementation of changes. This characteristic of the culture engenders versatility and speed in the organisation, which makes it possible for the organisation to react promptly to the changes in market dynamics and consumer tastes.
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Sainsbury appreciates the shifting consumer tastes and the technology developments within the retail industry. The change suggested is to implement omnichannel retail strategy aimed at sustaining its competitive advantage and improving the customer care (Xiao et al., 2021). This strategy aims at seamless integration of Sainsbury’s online and offline channels and to guarantee customers an unvarying shopping experience across all relevant touchpoints. Sainsbury's ongoing reform involves the laying down of the foundation for a new strategy focused on using the accurate application of relevant technology and data analytics to ensure customer satisfaction and maximise the efficiency of the business. At the heart, our digital platform established for this project will help customers to shop via several channels in a way that is not difficult and that is effective. Also, to satisfy the customer’s needs for ‘convenience’ and ‘flexibility’, the company is engaged in the service of delivery on the same day and ‘click and collect’, the online services initiatives which the company is currently undertaking (Shankar et al., 2021). We thus get structures derived from the prior data i.e., sugar company's financial report that unveils the fact that the online sales transactions had soared a lot in the recently passed, thus demonstrating that the method used was quite effective in meeting the new consumer needs that are emerging.
[bookmark: _Toc165211637]Staff Training and Development Plan:
Training Workshops: The workshops for this purpose would teach the employees about the omnichannel concept, its advantages, and their part in its realisation.
Technical Training: Training employees on digital platforms, order fulfilment systems, and customer relationship management tools that are tailored to meet the technical needs (Wang et al., 2022).
Customer Service Training: Improving the customer service skills required by the peculiar wants and requirements of omnichannel shoppers, focusing on personal interactions and troubleshooting.
Continuous Learning: Creating a culture of ongoing learning that consists of a variety of online courses, seminars, and mentoring programs, as well as other forms of collaboration that help in keeping employees informed about industry trends and best practices.
[bookmark: _Toc165211638]Communication Plan:
Proper communication is necessary to have clarity, alignment and buy-in during the change process. Sainsbury will implement a comprehensive communication plan that includes:
Stakeholder Engagement: Involving key stakeholders such as employees, managers, suppliers, clients to communicate the justification, objectives, and benefits of the omnichannel strategy (Zainol et al., 2021).
Regular Updates: Disseminating status reports using various media, including staff meetings, email newsletters, intranet sites, and social media outlets, to track the progress and milestones of the change initiative toward stakeholders.
Two-way Communication: Setting up avenues of feedback and dialogue to deal with issues, receive inputs and make employees feel part of and responsible for what is going on.
Training Materials: Creating training documents, manuals, and videos that are easy to use for users and help to reinforce the messages that are related to the omnichannel strategy.
[bookmark: _Toc165211639]Evaluation Plan:
Current State Analysis: The initial step is to evaluate the retail landscape of Sainsbury’s, encompassing both online and offline channels. analyse strengths, weaknesses, opportunities, and threats of each channel individually (Zainol et al., 2021).
Customer Feedback and Market Research: Interview, conduct focus groups, and market research to collect data about customer perceptions, behaviour, and expectations in omnichannel environment. analyse strategies of competitors and trends in the consumer in the retail industry.
Technology Infrastructure Audit: Assess the current technical capabilities of Sainsbury’s online and offline platforms. Spot the gaps in integration, data synchronisation, and systems of customer relationship management.
Pilot Implementation: Implement a pilot program of the omnichannel approach at stores or in certain areas. Track the performance of crucial indicators charts such as sales, customer preference and operational effectiveness whilst in the pilot program.
Employee Training and Engagement: Evaluate the ability of Sainsbury’s staff to adjust to the omnichannel method. Give extensive training programs to enable the staff to have the required skills and knowledge to provide an integrated shopping experience across channels (Xiao et al., 2021).
Customer Journey Mapping: Identify the customer flow through different touchpoints, online and offline. Find touch points and opportunities for improvements through which to improve the shopping experience.
Performance Monitoring and Adjustment: For sales growth, customer retention, and feedback continue to track the performance metrics post-implementation. Adjust the omnichannel strategy as required by the insights garnered from the evaluation initiatives, that are continuously being conducted.
Key Performance Indicators (KPIs):
Online Sales Growth: Tracking the rise of online sales revenue over time as a measure of the success of the omnichannel approach in digital commerce.
Customer Satisfaction Scores: The monitoring of the customer feedback and satisfaction levels on all the touchpoints represents the overall success of the unified shopping experience.
Employee Engagement Levels: Using surveys or feedback mechanisms to assess the morale, motivation, and commitment of the employees, which will reflect the workforce’s alignment and support for the change initiative (Zainol et al., 2021).
Technical Proficiency: Monitoring the competency of employees using digital platforms and order fulfilment systems with tests or performance statistics, retaining the appropriate technical expertise for smooth operations.
Training Program Effectiveness: Assessing the effect of training workshops and materials on employee’s competence and preparedness for the omnichannel strategy delivery.
Communication Effectiveness: Evaluation of the clarity, reach, and engagement of communication initiatives by stakeholder feedback, ensuring proper communication and alignment with organizational goals.
By using the KPIs for evaluation, Sainsbury is going to access the progress, strong sections, and weak positions on continuous basis to make the right decisions for omnichannel strategy implementation and business objective achievement (Xiao et al., 2021).


[bookmark: _Toc165211640]Conclusion 
The use of the omnichannel retail strategy as one of Sainsbury`s tools offer an advantage to adapt to consumers` changing patterns as well as to new technologies occurring in the retail sector. Sainsbury will thus be able to enhance the quality of customer experience, maintain a distinctive competitive edge, and sustain its potential to be a market front-runner, developing a flawless experience that seems to have no seams or breaks between the on and offline channels. Implementation of these exigencies enable Sainsbury`s to evolve into an omnichannel retail model, grow at a rapid pace, and create an unwavering loyalty from customers with the complex and tough retail circumstances.
[bookmark: _Toc165211641]Recommendation
To ensure the success of the omnichannel strategy, Sainsbury should focus on the following recommendations: Besides putting high emphasis on employee training and development, make sure to have in place programs that will help to ensure staff possesses the required skills and knowledge that would enable the application of the multi-channel model effectively. Implement a proactive communication approach where the stakeholders, employees, managers, suppliers, and the customers should be involved in the implementation of omnichannel strategy to show-case the purpose, aims, and the value addition of this strategy. Explicit evaluation measurements and the Key Performance Indicators (KPI) should be identified to monitor and accelerate the strategy implementation processes. The KPIs should be the tool to pinpoint the weak areas (derailleurs) and take the data-based decisions to maximize the strategy implementation to the minimum level. As it is always about tweaking and creating considering the market dynamics development, technological improvements, and change in the customer behaviour the retail sector has no other option but to be always ahead.
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