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Introduction 
Aldi is one famous company in retail sector that has started business in 1961 and it had started operations at the start in Germany. This grocery store had founded and established by the Albrecht family and main objective of its establishment was based on simplifying the experience of grocery stores and to get competitive advantage in comparison to other business based on offering low priced products to customers. Headquarters of ALDI in modern time is established in Batavia, Illinois. Iowa was the city where first store in USA had opened by owners of business and it happened in 1976. There are more than 25,000 committed employees who are working in company and over 2,000 ALDI stores are operating by company in about 26 states. One important point of consideration regarding the ALDI is not it is not one typical chain store in grocery sector. Volume purchasing is one aspect that is focusing by company in term of buying the products that are needed by customers most and aim is to reduce the price. Most products are offering by Aldi in its stores in original containers of shipping due to which time is saved by company along with saving certain kinds of resources. In this way quality and efficiency is ensuring. One positive thing regarding products of company is that most of the products are exclusive brand products.
PESTEL analysis of Aldi
Some of the key external factors are going to be explored under the use of detailed PESTLE analysis because all of these factors could create certain impacts on business of Aldi. In supermarket industry of UK, Aldi is market leader. 

Political factors 
There are different countries where Aldi is operating its business such as some of the major countries for company. UK is major market of Aldi where company has gained good outcome because of stable political environment but although it has seen that a lot of uncertainty has been created because of Brexit. Political environment is also stable in international countries where Aldi is operating so political environment in which the company is operating are conductive for doing business (Sánchez-Teba, García-Mestanza and Rodríguez-Fernández, 2020). 

Economic factors 
Covid-19 pandemic has impacted global economies, and this has resulted into economic difficulties not for the countries but for the people. For example, due to pandemic most people have lost their jobs that has reduced the purchasing power of the customers of Aldi. Operations and profits of Aldi have been severely affected because of these factors. 

Social factors 
In response to social changes and demands, it has seen that various measures and initiatives have been taken by Aldi. For instance, branded halal meat is selling by company to Muslim customers because of higher level of demand in this niche and in some stores in the UK, independent meat customer is retaining by company. Both own label halal and branded meat products are selling by company in Thailand and Malaysia. Some branded kosher products are also selling by company in UK for Jewish customers. 

Technological factors 
Technology is one important aspect that should need to be focused by ALDI for ensuring that it is a global supermarket chain. For increasing customer base there is an important contribution and involvement of technology. Convenience products and services are expecting by the customers in this industry. Based on realization of needs of implementing technology in business activities, Aldi has taken step to launch its only stores and for this company is also using certain kinds of online channels such as social media for informing and interacting with customers such as Facebook and Twitter. Certain level of investment has been made by company on roof mounted system and insulated panels for enhancing office space and storage of company. Another most important initiative taken by company in technological prospect is considered as the feature of contactless payment.


Environmental factors 
Enormous pressure from governments is facing by companies that are operating in the UK, the EU, and many countries that is based on taking measures for reducing environmental impacts that could be created because of operations of companies. Governments are not only creating such kind of pressure, but greater level of interest and concern is also showing by general public. A number of initiatives have been taken by Aldi for effectively responding to such pressure. 
Legal factors 
Aldi business could be impact directly because of legislations and policies of government. There are certain kinds of laws that have been introduced regarding protection of anti-competitive activities that must need to be followed by company. Minimum wages have been set by the government that must has to be focused by Aldi in paying to employees (He and Harris, 2020). 
SWOT Analysis of Aldi
There are certain kinds of internal and external factors that could be studied based on using SWOT analysis. This analytical tool helps the company in getting understanding regarding the key strengths, weaknesses, opportunities and threats that are very important for success of company. Aldi’s SWOT Analysis is described as below:
· It has been stated by the company that in Ireland and UK, more than 33,000 colleagues have been employed. It has showed by Kantar (2020) that Aldi now standing on fifth position being retailer in industry and it has gained 8% of the share in markets. There are different kinds of accolades that have been received by them over the years such as Best Value for Money Supermarket 2019 and Great Taste 2019, and the title of Best Grocer 2019 have recently gained by company. 
· Development of reliable level of relationship with all internal and external stakeholders is one aspect that has been managed by ALDI in effective way over the long years in industry. No bottlenecks are ensured by the company in supply chain based on keeping strong base of suppliers which are in good relationship. This is the reason that company has strong ability of meeting the expectations of customers. Retailers could reach its target markets in successful way because of trustworthy distribution network
· There are certain kinds of discounted products that are selling by ALDI apart from drinks and food and it is offering based on ensuring that wider choices and options are available for the customers. A stable stream of revenues is enjoying by the company. In term of penetrating into new markets, Aldi has successful history which is one important quality of helping the company in diversifying the revenue system based on sharing of economic level risks among the China, Europe and USA. In UK, Aldi has more than 840 stores and plans have been made by the company to increase it to 1200 number by end of year 2025. 
· Supremacy and stability have successfully maintained by the company despite of current pandemic situation. It has been stated by Kollewe and Butler (2020) that plans have been created by the management for creation of more jobs that are target of 4,000 more jobs and plans also include opening of 100 new stores. In UK Company is focusing on introducing new online order system and for this £1.3bn investment has set by company (Kang, Diao and Zanini, 2020).

ALDI Weaknesses:
· In comparison to big four British supermarkets Aldi still staying behind despite of impressive level of growth that has showed by company during 2020 in term of share in market. Market share of Morrison’s is 10.1%, market share of Asda is14.4%, market share of Sainsbury is 14.9%, and market share of Aldi is standing at 26.9%.
· In each store of company, it is noted that number of staff is limited in ALDI in comparison to its competitors that is one weakness because limited staff could not deal with request of customers on timely basis. Shopping experience of customers could be decreased significantly due to this weakness. 
Opportunity:
· Growth of Online Grocery Sales: One important aspect that has resulted because of measures of reducing spread of COVID-19 was that it was preventing individuals from stepping out as much as possible. Online attraction has resulted among customers because of restrictions. This trend could be leveraged by Aldi. 
· High-Unemployment Rates: A massive decline has been described in an article in the Guardian in prospect of people employment especially among the people who aged 16-24 years. More skilled people could be hired by Aldi due to increasing level of unemployment rates in current circumstances. 
· Rise of Meat Alternatives: Plant-based sources of protein is increasing its demand because prediction and estimates have revealed that this demand in 2020 will increase to £4.1 billion. Sustainable business could also be promoted based on switching to meat alternatives (Dubbelink, Herrando and Constantinides, 2021). 
Threat: 
· UK-EU Relations: Suspension of the free trade agreement with EU could be resulted by current pursuit of UK of a no-deal Brexit. WTO rules would have to be followed by UK in trade with EU after such suspension. Additional quotas, customs checks, and tariffs would be resulted because of adoption of new rules. 
· Brexit and Supply Chain: 80% of the imported food would be directly impacted because of Brexit that are selling in supermarkets. At the port of entries, certain levels of restrictions will be imposed because of Brexit due to which supply chain of Aldi will be negatively impacted because of stymied flow of imported goods from the EU to the UK. 
· COVID-19 Pandemic: Aldi's rapid switch to online support has saved Aldi from the downfall of many major institutions. In any event, the Covid-related costs were £ 533 million. Similarly, Ocado has surpassed Aldi as the UK's most respected retailer. This may indicate an industry-wide change (Wang et al., 2020).

Marketing mix of Aldi 
In marketing process and topics, one of the most discussed topics is termed as marketing mix because there are certain kinds of elements that are included in marketing mix and these are properly managed for increasing sales of the company. There are four different elements which have been identified by Edmund McCarthy in term of marketing mix and these include product, place, price and promotion. There are certain actions are involved in marketing mix which are taken by companies for developing and implementing new ways of introducing and producing products. Marketing mix of Aldi is focused in this article and discussion has been made on 7Ps marketing mix so that explanation could be given on marketing and business strategies of company. In retail industry, Aldi is leading the market in term of revenue and employment opportunities. In term of employment it has identified that there are more than 420,000 people are working in company and these individuals are performing various roles in almost 7000 stores around the world. On weekly basis, millions of customers are serving by company both online and offline (Kristinae et al., 2020). 
Products of Aldi
Products that are selling by Aldi are available in wider range and variety. Some of the main products that are providing by the company include financial services, electronics, cosmetics, stationary, clothing, and food. Every possible need of customers is catering by the company based on expansion of product line according to changing trend of market. 
Price and pricing strategies of Aldi
Pricing strategy that is following by Aldi management is known as the cost leadership strategy in which low prices are maintaining by company with maintaining standard of quality of products at higher level. Economies of scale and works are enjoying by Aldi on consecutive basis and for this good relationship is maintaining with suppliers so that efficiency of supply chain process could be increased and prices could be reduced. Aldi and Lidl in the UK market are creating higher level of competition for Aldi due to which pricing strategy of the company is also impacting. 
Place/Distribution strategies of Aldi
Online and offline channels of distribution are using by Aldi like many other retailers and at global level there are more than 7000 offline stores that are operating and running by company. Aldi Superstore, Aldi Homeplus, Aldi Compact, Aldi Metro, Aldi Extra, and Aldi Express are six different types offline stores of Aldi. Aldi Direct is the name that is used for online business that is conducting by Aldi. This is indication that various kinds of channels are using by Aldi for distribution of products to customers (Wood and Schulman, 2021). 

Promotion strategies of Aldi
Significant support in promotion of products and services is attaining by company based on strong brand image. Newspapers, television and other kinds of media channels are using by Aldi for promotion of products to its customers. In prospect of traditional marketing, Aldi is identified as one of the leading companies that is making investment in this retail sector. In year 2019, investment that had made by company was £80.8m on various advertisement. 
Other forms of promotion are also using by Aldi such as one famous strategy that is using by company for promotion is to offer one get one free product that has attracted the customers. Loyalty card is also using by company. Each time points get by Aldi Clubcard owners which could be redeemed by them for gaining discounts from company. Personalized discounts are often getting by the customers (Donthu and Gustafsson, 2020). 
Process in Aldi
A set of activities relate to overall process of company in which these activities are conducted by employees for achievement of certain goal and objective. Standardized set of activities in this way is term as business process such as process of processing order from customers. Products could be picked up by customers in offline stores of Aldi and then they have to go to assistants for making payments. Self-service machines are also using by company regarding payment options. 
People of Aldi
In Aldi, there are currently 420,000 people are working on various kinds of roles and responsibilities. Role of employees is very important in success of company so this is the reason that there is proper system in Aldi of ensuring competencies of employees. 
Physical evidence of Aldi
All the tangible representations that are conducting within company include but not limited to physical evidence or environment and these may include equipment, signage, reports, business cards, letterhead, brochures, menu, aprons, and furniture etc. Logo of Aldi is very attractive and excellent based on which attention of customers has gained by company. Well organized website of company is also playing important role in success of company (Aburumman, 2020). 

Aldi’s Online Services and ecommerce Strategy
Online strategy that is using by Aldi is considered as very sophisticated because seamless digital shopping is enabling based on this strategy of company. Ecommerce strategy of Aldi is reflecting the commitment that is maintaining by company towards convenience and value. Company has taken various measures for making the online purchasing process easy and unique for the customers. Over the last few years higher level of performance has showed by online business of Aldi because it was performed well by relative members. This is the reason that 15% increase has been reported in online business of Aldi in South Korea and Ireland. In the UK grocery market, double-digit growth has achieved by Aldi. Consistent improvement has been made by the company since 2020 in term of its online business. Worthwhile online shopping experience that is providing by Aldi to customers through its online business is increasing the online sales of company on consistent basis. 
Click and Collect services have been launched by company based on which customers become able to procure online groceries and collect these products from any store operated by Aldi. An online platform is also working in Aldi Direct based on which customers are allowed by company to procure general merchandise, clothing and electrical goods. The Aldi app is also a huge success and a destination for customers to buy instantly and on time. App Leap started a separate article in 2020 that caused quite a stir. They have known customers' option to shop in the store, essentially checking items while shopping, through the app. Once finished, customers can basically make payment through cashier counters or self-service. This is making the preferential delivery through the method. This turned out to be useful and surprisingly fast because people didn't need to queue to anticipate their turn (Haque, Munawaroh and Sunarsi, 2020).

Recommendations
Based on consideration of supermarkets chain sector in UK and evaluation of all aspects, following are some of the most important recommendations that should need to be considered for increasing value proposition and value for customers. 
· Value proposition and customer value are proper market research is first important and significant area that need proper attention of the company. This strategic measure will help the company in carrying out research of market effectively and offerings in market could be evaluated in productive way. Key strategies opted by the competitors need to be taken into consideration so that it could be understood that how proposition and value is creating by competitive companies. This will help in generation of unique and more attractive strategies for gaining competitive advantage. 
· Furthermore, Aldi should also continue to add new services and products to the range of products that are offering by company and that would enhance customer value and motivate buyers and also the company. Continuous monitoring of high buyer value merchandise and display that customers buy in normal periods should be accessible so that the organization can retain directly qualified buyers, which directly affects their level of loyalty as well as good profitability and revenue (Hoekstra and Leeflang, 2020).
 

Conclusion
Based on use of technology, quality service delivery, effective branding it has concluded that valuable level of success has gained by Aldi. Later in its founding, Aldi considered selling ordinary food so to speak. However, with the changing business climate, the organization accepted different business plans that allowed for the promotion of various areas including money, furniture and clothing. The expansion and incubation of innovation has allowed the organization to conquer business areas for a long time. Through development, Aldi can adapt to announce changes and keep up with excellent customer support.
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