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[bookmark: _Toc78934302]Introduction
Marketing is the formation of some activities that include market planning, strategies, actions, tactics, and so on where modern technologies can help accelerate the business nature and scope; that has been turned into a digital marketing concept (Kotler, Armstrong, and Opresnik, 2020). This report is based on digital marketing where digital marketing has different channels, media, or mediums by following which the business, like Asda can explore itself within the industry. The retail sector within the UK has a lucrative position that has the highest possibility of obtaining maximum market shares by utilising digital marketing concepts. This company has a significant market share and also participates within other market players so that they can dominate the market; by utilising the opportunities, this business has penetrated different global markets.
In this report, a situational analysis will be conducted; under this analysis, SWOT analysis and PESTEL analysis will be the major issues that will be conducted. Then, different marketing tools, like Boston matrix, Ansoff marketing mix, porter’s five forces model, etc. will be conducted. Then, the retail business’s regulatory framework, employees, MYA, and GDPR will be considered for the analysis. On the other hand, a critical analysis of digital marketing and its concepts within the company will be analysed within the second section. 

1. [bookmark: _Toc78934303]Critical appraisal of the digital impacts on marketing mix and different e-market tools
 Like others, ASDA is a retail giant business that is originated within the UK that involves a range of different categories of businesses, like retail pharmacies, groceries, merchandise, as well as financial services. This company was established 72 years ago in Wakefield, within  the UK is where its trading name is ‘Asda’ is a retail industry. Roger Burnley is the CEO of this retail business. For maintaining the reputation of this retail business, this company has an online platform from which the company can deal with its different customers and the services to allow its customers  into getting a digital services. In this case, Grocery Delivery provides a wide range of  opportunity for their online shoppers this is where the customers are able to getting a membership by signing them self up (Saridakis, 2019). Considering the emerging market demand, this company has managed its online platforms effectively by which it usually new products or services where Asda Pharmacy provides an online services to their clients and the customers; for example, any employee within Asda pharmacy has recently leaped into action and his life was saved a life. This supermarket chain has raised so much market reputation and this retail business needs to manage the online platform appropriately where the global image can create more pressures on the business for which the company needs to handle 
[bookmark: _Toc78934304]1.1 Situation analysis
It is situation analysis that is regarded as the collection of various methods that are used for analysing the company’s internal and external or macro business environment within which a business, like Asda needs to operate its business operation for realising the government’s capabilities, customers, and the entire business sectors. For analysing such environment both internally and externally, SWOT and PESTEL analysis can be envisaged and they are described below considering the retail business and its opportunity within the global market, like within Turkey the retail market. 
[bookmark: _Toc78934305]1.1.1 SWOT analysis
In this case, four major issues will be considered within terms of observing the retail sector, as well as the business, can find out its major positive and negative factors within and outside the business. By utilising such positive issues of the business, Asda retail can overcome the weaknesses and threats. Such as:
Strengths: Asda is known as a retail supermarket giant that deals with selling different products and services to its customers in different ways. Asda always ensures their quality within every segment of the business and for managing their brand appropriately, this company, like others, set or outlines the parameters, especially for how the brand needs to be presented within the market. Decentralised decision-making procedure has been established perfectly within the business, especially the managers for the business in to bring the employees on board as well as to include third parties (Fell and Haynie, 2012).  In divergent cases, the employees or the staff will need to make appropriate decisions or actions because continuous or 100% monitoring is not possible. A strong brand image depends on the workflows that needs to be defined where the centralised assets can ensure the capability of the business. Regional marketing within the different locations follows the standards and quality that help the business hold its strong brand image within the market. By promoting collaboration as well as bringing brand, this retail business can provide an effective or potential customer experience that helps the company bring all together and allowing them with maximising its brand value (Saridakis, 2019). On the other hand, this retail business has the capability as well as the adaptability to the changes; that is why any sort of critical situations that occur suddenly can be overcome by effective management and monitoring (Chaffey and Ellis-Chadwick, 2014). For example, with the Covid-19 pandemic situation around the world has made it very hard within the retail business where are unable to fight against all  the different difficulties that have accused. Within this case, the company’s retail operation is where the retail functions are conducted via online marketing and a strong online platform has ensured the effectiveness of such business operations. Besides, low prices or reasonable prices of the products attract the customers a lot; friendly employees and their friendly behavior create positive impressions not only on the local customers’ minds but also on within the global market. 
Weaknesses: The major weaknesses are found within the labor-related lawsuits is where the Brexit decision were made within the UK this has begun to affecting the overall performance. Especially, the employment act has brought divergent changes that have made it very difficult for HR to keep up with the changing nature of such acts as the applicants or recruited employees within the company also face difficulties in terms of accepting such lawsuits within the business. For example, frequent have shutdown due to the covid-19, the employees needed to maintain safety measures as well as being able to continue with their performance. On the other hand, negative publicity affects the company’s internal performance, especially when the employees  are getting pressurised for such negative impacts. For maintaining the global standard within the different global markets (Poon and Zhou, 2016). That is why the company’s harsh policies make it complex for the overall functions and the performances of their employees. This has becomes a weakness for the company that needs to be obeyed.  But such weakness has had an negative impacts on the business operation. 
Opportunities: This retail giant has the highest possibility of increasing and holding its growth within the market. The retail sector is quite lucrative that has the highest possibility of dominating the entire business environment. This can be obtained by this company where it has been providing effective services where online shopping growth has accelerated the entire growth of the business (Fearne, Duffy, and Hornibrook, 2015). During the pandemic and frequent lockdown period, within the online shopping has had a significant growth to the point where it  has been increasing rapidly as the demand for online ordering and home delivery’s has been maximising for which the retail companies, like Asda has needs to increase its supply as well as developing the entire performances within its business. 
Threats: The retails market is highly competitive, not only within the local market but also within its  international market. The market competitors, like Tesco, Sainsbury, Morrisons, Waitrose, Iceland, etc. have held a strong market position within the market and their tactical competitive strategies can threaten the existence of the local companies within the various international market. In this case, such competitors’ actions are so strong that a single retail business cannot defeat such actions or strategies. Within the online platforms, low-cost online retailers have been threatening the company’s uniqueness as well as innovation where the research and development section for the company has been discouraged to bring any new ways or services within the business (García Medina, Pereira Correia, and Alberola Amores, 2019). The price war is a great challenging issue that can be difficult to be handled and overcome if not managed in the right way. 
[bookmark: _Toc78934306]1.1.2 PESTEL analysis
This analysis tool is usually used for exploring the macro business environment and such an environment has some crucial factors that have significant impacts on the business operations. Such macro-environmental factors including political, economic, social, technological, etc. have either positive or negative effects on the business where it is dependent on the capability of the business to nurture the positive impacts for bringing out or obtaining the ultimate objectives of the business (Gamayunov and Mategorin, 2019). On the other hand, the company should also consider the negative impacts within the business; for which the managers or managing directors need to adopt appropriate actions for eradicating such negative issues but this is a difficult task for this retail because such negative impacts are from the external environment. So, the analysis over Asda is conducted below:
Political environment: The government within the UK follows strict conservative rules but with the recent Brexit issues this has been affecting all sorts of difficulties within the businesses and it has had a frequent changes within the legislative issues. Legislative factors are being modified where different global markets within different countries have had their different legislative issues that can affect the path of obtaining the organisational goals or objectives. Within some cases, there may be an increase within the tax rate where a particular government, is like for the government within Turkey they have increases the value-added taxes on to their retail goods within the countries; for Asda as a company they don’t  need to take such amount from the customers (Fearne, Duffy and Hornibrook, 2015). As a result, different tax policies may affect the operational activities greatly and it will be difficult for the administrative department for Asda to tackle such imbalance. The government within the UK has such policies for retail businesses that may not be similar to the policies introduced by the government of Turkey. As a result, a good knowledge of the different markets and the different policies for those countries can help businesses operate the operations successfully. 
Economic environment: Like the political environment, economic policies have also had some impacts on the business. Economic policies are categorised it into monetary and fiscal policies where monetary policies are provided by the central. Within this case, the Bank of England has  made such monetary policies that are all about increasing or decreasing interest rates of the banks (Fearne, Duffy, and Hornibrook, 2015). If the central bank of England increases the interest rate, then the retails businesses, like Asda, need to pay more to the banks from which they usually take out loans and this is where it may affect their overall business functions. Similarly, IMF (International Monetary Funds) can provide strict policies that must be implemented within the country and that is why the central banks located within Turkey can also have the same impacts on the businesses. Then, fiscal policies introduced by the government can monitor and control the overall conditions of the businesses (Booth, 2016). Supply conditions are quite good for the retail businesses within Europe as the retail managers can successfully handle the orders from their customers and send out delivery within time but due to the Covid-19 has drastically affected the physical appearances of the customers within the stores; for which the demand has been decreasing for physical stores but online platforms have successfully maintained the growth during this pandemic. HR has been trying to manage the sustainable position of the pay level system but the situation has become critical during this pandemic; for which the company needed to cut off lots of employees from different branches.
Social environment: Through the online platform, attractive packages have been offered to the customers and the customers can know about those products or services, especially about the offers provided by Asda on its online platform. Changing nature of today’s society and their taste patterns insist on the retail businesses on bringing innovative items or features that can attract the customers a lot, especially for purchasing their products in high volume. Besides, Asda always focuses on healthier lifestyles and the pandemic situation has made it compulsory for this business into maintain this sort of lifestyle. This company can handle their customers, especially their global customers, and their impulsive shopping habits within such retail business.
Technological environment: Digital marketing or online marketing is the most recent trend as well as effective issue within the field of retail business and its operation where the retail businesses can now indulge keeping up to date with orders as well as delivering them on time within the correct time slot to the door of their customers (Elías Zambrano, 2018). The presence of social media has become a blessing for this retail business where the operator of the social media pages monitors the social media and keeps interacting with the customers continuously. On the other hand, innovation is a trending issue within the retail sector where the retail businesses has indulge them within inventing new or bringing unique technological issues that can accelerate the overall operations of this business (Poon and Zhou, 2016). Artificial Intelligence has been utilised within this sector where touchpoint and robotic systems have made the retail business flexible as well as effective for getting positive feedback from their customers (García Medina, Pereira Correia, and Alberola Amores, 2019). 
Environmental factors: Unlike other businesses within other sectors, this retail business puts endeavors within saving energy; that means it does not pollute the environment and conducts the entire operational functions by following the international format of environmental acts (Elías Zambrano, 2018). That is why this company has begun reducing the use of all the different plastics within their packaging. This retail business also concentrates on a zero waste to landfill where the company invests within many CSR (Corporate Social Responsibilities) activities. 
Legal environment: Laws within different countries have create difficulties for  retail business (Nwinyokpugi, 2021); especially immigration laws within the UK have been strict due to Brexit. Within the Turkey business laws are quite vulnerable that paves the way for this business to obtain the ultimate growth of this business. According to employee laws within the UK, a minimum wage, as well as a limited working, are always appreciated and accepted from such retail businesses. On the other hand, the discrimination acts, and other legislative issues have become concerning for the entire retail sector within both the local and global markets. 
[bookmark: _Toc78934307]1.1.4 Porter’s five forces
This model is the foundation of presenting the competitive edge within the market; this is why  its going to be used in a specific country. And that  the country is within the UK. 
Threats of new entrants: Retail sector within the UK has many opportunities where the new retailers effectively manage the sector by bringing new ways of doing business. In this case, lots of entrepreneurs are starting their retail business, especially within the online platform; for which there are many chances of new entrants that can explore the sector by introducing new ways or innovations (Fearne, Duffy, and Hornibrook, 2015). On the contrary, it is difficult for startups to survive because they may not be able to compete with the existing retail giants let alone, they can’t compete within the global market.
Bargaining power of suppliers: large retailers, like Asda, always have alternatives in terms of getting products from the suppliers because the entire industry is full of suppliers where the retail giants give priorities to those suppliers who supply quality materials to them and the number of such suppliers is not small (Fell and Haynie, 2012). That is why the retail giants can switch from the supplier by spending some money but that is not possible for the start-ups or local businesses. Brexit has made it difficult for businesses, like Asda to import materials from other countries due to the restriction imposed by Brexit. 
Bargaining power of buyers: Asda has successfully managed lots of customers for itself and its brand position is strong within the market but the market competition has made it easier for the customers to switch from Asda. Within the retail sector, the potential customers can find effective competitors that provide similar goods and services at a lower cost or attractive packages (García Medina, Pereira Correia, and Alberola Amores, 2019). As a result, the bargaining power of the customers remains high within this sector. 
Threats of substitutes: Retail businesses, like Asda, have fewer substitutes or no substitutes where the manufacturers or the wholesalers can replace the business but the wholesalers or the manufacturers cannot reach the final customers due to the budget or they cannot afford to reach to all potential customers (Poon and Zhou, 2016). On the contrary, substitutes’ performances, as well as the cost of changes, are concerning issues for the retailers. That is why it can be stated that the threats of substitutes within this sector are moderate to high. 
Rivalry among the competitors: Some competitors have a good position within this sector, especially they have quality differences that make them different from each other and help obtain a good range of potential customers for them. Switching costs within this retail sector are quite high because these competitors offer attractive packages to the customers and a low-cost leadership strategy can help them into obtaining their customers’ loyalty (Saridakis, 2019). For obtaining loyalty from the potential customers, these competitors represent them in front of the customers within different and unique ways. That means competitive rivalry among the competitors is quite high in this sector within the UK. 
[bookmark: _Toc78934308]1.1.5 Sustainable Competitive Advantage
It is required for a business, either local or global business, to follow a specific competitive strategy that can help them obtain a particular position, especially a competitive position within the market (Kotler, Armstrong and Opresnik, 2020). Asda is a global brand that has a market reputation known as goodwill and as such this goodwill has been obtained by this company following a competitive strategy (Ferdinand, 2013). For operating the business sustainably, such sustainable competitive advantage needs to be obtained via an appropriate competitive strategy and the model looks like this:
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Figure 1: Sustainable Competitive Advantage
Source: (Ferdinand, 2013)
Within the case of Asda, a cost leadership strategy is adopted within the international market as it is a broad target. On the other hand, cost focus strategy is followed within the narrow target because the competitive scope is small and the local market requires that the retail businesses will offer cost-focused goods and services to their customers. 
[bookmark: _Toc78934309]1.1.6 Boston Consulting Group (BCG) matrix
This is one kind of marketing matrix by following which a company can design an appropriate marketing mix for itself to aid with long-term planning strategically. This matrix helps the business, like Asda to concentrate on the growth opportunities and by considering such opportunities, the business can adopt an appropriate decision in the case of investing within a particular field or segment (Morris, 2019). That means it helps the businesses to improve the goods and services as well as overall conditions of the business (Robinson, 2015). Considering the case for Asda, such BCG matrix is provided below: 
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Figure 2: BCG matrix
Source: (Robinson, 2015)
This is a BCG matrix of a retail business, like Asda where it can be observed that this retail company’s juice or grocery segment follows a cost leadership strategy that makes them sustain rapid growth and expansion where fashion stores are also included and this has become possible due to the social media’s blessing because the company is now handling lots of customers via social media (El-Ansary, 2012). The supermarket of Asda has acquired the capability of raising funds for the grocery and fashion stores and online or digital marketing through the website of Asda can help monitor and take the orders of the customers properly (Saridakis, 2019). Cash cows are such segments that generating lots of cash for the business and dogs are such sort of segments that indicate a low market share and growth where divestment is considered. Within the case of Asda, departmental stores are in the dogs that have a comparably lower market share and growth. 
[bookmark: _Toc78934310]1.1.7 Ansoff marketing mix
Within this case, it is a strategic planning tool that helps the business develop the company’s market growth; for which regular planning and strategies need are to be conducted. Among four options, an appropriate option needs to be adopted (Kotler, Armstrong and Opresnik, 2020). Considering the overall conditions of Asda, the market development strategy is followed by the company’s market analysts in terms of penetrating a new global market. Besides, this company conducts divergent market research for enhancing its market share (García Medina, Pereira Correia, and Alberola Amores, 2019). On the other hand, this company changes the opening hours of the stores and lowers the order processing times that showcase the entire product portfolio of the business; that is why it is known as a market penetration strategy that is applied within the local market. It also follows a product development strategy so that it can develop new products or services; by using a cheaper manufacturing system, or by improving the products’ quality and updating the packaging systems. Besides, supermarket and retail departmental stores, this retail company is also proven within providing effective services, like health care, consulting, insurances, etc. that are considered as their diversification strategy within the market. 

[bookmark: _Toc78934311]1.2 Organisation: Asda
Asda is originated within the UK but now it has lots of branches across Europe and the USA, Canada, as well as Australia. That is why the business needs to follow the international standard as well as the legislative issues within the business for representing itself in front of the target customers within the market (Booth, 2016). This business has been successfully operating its retail functions via online platforms and the blessing of technology within the market. Now, some key factors of this business are going to be discussed considering the importance of digital marketing.
Market-Yearly Average: Asda has a strong brand image within the industry where it has already entered the global market; this is why it has lots of global customers that bring lots of profits for their  company every year. So, the market-yearly average sales volume of this business is depicted below:
[image: ]
Figure 3: % changes in the sales of Asda
Source: (Asda sales growth in Great Britain 2014-2021 | Statista, 2021)
Within this case, Asda has been experiencing growth since 2014 and in 2017 the company had experienced a change again. Due to the pandemic and frequent shutdown that was strictly implemented by the governments for the developed countries, there was a drastic fall at the beginning of 2019 but the company has found digital marketing and home delivery as the great options; that is why the company has now again been maximising its sales and having a positive changes within the sales volumes for Asda has been obtained. 
Regulatory Framework: It indicates organisational laws, regulations, and different policies or acts that make the business and all the parties including internal and external parties need to obey them properly. Asda follows regulatory framework, like:
[image: ]
Figure 4: Regulatory framework
Source: (Nahai, 2018)
General Data Protection Regulation (GDPR): It is such sort of regulation that needs to be implemented within the business, especially while conducting online platforms across the whole EU and EEA. If a company, like Asda, does not obey the rules and regulations of GDPR within terms of operating the business, it will have to face penalties. This GDPR has great implications on the business, especially it handles the sales and marketing activities of the business (Morris, 2019). Asda needs to conduct an online market where lots of orders are being taken every day that need to follow data protection laws provided by GDPR. GDPR provides seven key principles, especially accuracy, storage limits, accountability, security, data minimisation, and the major purpose for using such a digital platform is where everything should be done under lawfulness.

[bookmark: _Toc78934312]2. Critical evaluation of contemporary digital and e-issues
[bookmark: _Toc78934313]2.1 Digital Marketing
It is the revolutionary form of the physical marketing concept; now, businesses are involving them within doing digital businesses and online marketing along with the physical operations (El-Ansary, 2012). Within this case, digital marketing has brought lots of issues that are related to digital or modern technology. For example, within Japan, restaurants are now being operated by the robotic system that has been replacing the people who used to serve the customers within the restaurant. This is absolutely a great achievement for modern science and within the field of business and marketing  this has been increasing due to unemployment rate within the global labor market. That is why a retail giant, like Asda, focuses on the management of the procedure by which the company can establish communication between one group or another. Within this case, field of digital marketing. 
Intelligence: This intelligence means artificial intelligence. Artificial Intelligence within  the digital marketing can aid in optimising as well as speeding up various marketing activities and developing the customers’ experiences that require driving conversions. Artificial Intelligence can focus on hyper-personalising the customer experiences; this is done by the IT personnel within Asda. Besides, AI also processes vast quantities of data that are stored within an online platform of Asda and then makes accurate predictions on the patterns (Fogel and Kvedar, 2018). The Customers’ behavior is the ultimate point of concentration where the person needs to nurture the most valuable leads for online marketing (Nwinyokpugi, 2021). This artificial intelligence makes the marketers of Asda personalise the company’s overall communications, especially on an individual level; for which customers’ behavior needs are to be predicted based on such intelligence and for observing the customers’ behaviors, previous records, as well as brand interactions with the customers, need to be realised. Like, Asda can have a record of all purchases and orders, browsing history, and so on from the online visitors of the company’s website. Items are displayed in an organized form considering the like, star marks, etc. Besides, Asda can launch its company’s apps that are downloaded by potential customers. 
Individualisation: This is regarded as the technique used in personalisation, especially for optimising the experiences of the customers. By following this approach, the business can allow the customers to generate effective algorithms for aligning with the behavior as well as the habits of the customers through real-time management (Nahai, 2018). On e-commerce sites, search algorithms are built up for developing the views from small database products search. That means it is quite necessary for the retail businesses; within this case, Asda has adopts the aid of Google that is the biggest platform for individualising the business from others. Besides, Google is becoming sophisticated at working out searchers. As a result, any searchers, especially potential customers can find  Asda easily on the internet  because of the search engine optimisation are made easy to use (Elías Zambrano, 2018). 
Interactivity: This is considered as the process of practicing one-to-one marketing that prioritises the aspects as well as views of their customers. Within this case, of marketing initiatives always focus on the customers’ behaviors as well as their preferences. Digital marketing has been popular due to the blessings of social media; like Facebook has billion of accounts used by people across the globe where F-commerce has recently introduced ‘Market Place’ option by which people can buy or sell products from nearby sellers (García Medina, Pereira Correia, and Alberola Amores, 2019). Within this case, Asda has also its distinct pages within divergent social media and also monitors the online platforms. The management of reputation is the basic theme of online PR that requires proper planning and sustainable effort for establishing and  goodwill as well as having mutual understanding between their business and the customers. These social networking sites are considered interactive media that utilise different graphs as well as a test (Chew and Mitchell, 2019). Besides, these images and information as well as video games are considered as interactive media where the media always drives awareness, utilising interactive content for informing the buyers and these all are done by Asda within its business operation. 
Integration: It is the concept of digital integration through which data or information on any given electronic device can be manipulated via the use of the standard format. It is the digital integration that provides and developed data collection as well as centralised dashboards, especially for the business analytics. For developing and supporting the initiatives, such development can be developed (Sethi, 2020). Within this case, Asda utilised some of it loss prevention technologies that help protect different store formats as well as different product assortments. Affiliate marketing, within this case, is considered performance-based marketing that only pays their commission, especially when a sale is made. Within this case, Asda follows an effective e-mail submit program with the possibility of winning a voucher for the physical stores of Asda. 
[bookmark: _Toc78934314]2.2 Marketing Channels
These channels are so effective within the field of digital marketing that requires SEO marketing, viral marketing, content creation or also known as content marketing, and trade shows, and so on (Kotler, Armstrong and Opresnik, 2020). Such seven marketing channels are:

Figure 5: Marketing channels
Source: (Elías Zambrano, 2018)
[bookmark: _Toc78934315]2.3 Owned Media
Within this case, a company needs to have a distinct website; by following this, it is required when design the web appropriately that requires relevant content (El-Ansary, 2012). Asda has successfully managed such content and make them visible in front of the customers or visitors. Regular blogs within different or owned articles or individual website can help build up an internal web structure for the business. Social values are built up through such digital interaction. 
[bookmark: _Toc78934316]2.4 SOSTAC
It is another sort of marketing tool that can be used for observing the market conditions of the business. Within the case of Asda, such a model can be applied where it stands for situational analysis that has been conducted before, the objective of the business, strategies that have also been conducted, market-related tactics, actions, and control over the market. 
Objective: To have a sustainable business environment and become a key market player via both online and offline marketing.
Tactics: It always follows and observes the actions taken by the market competitors. 
Actions: It has been fully optimised its search engine as well as indulge in online marketing during this pandemic. 
Control: Due to online marketing, this company has regained its lost market position as well as increased its sales volume. 

[bookmark: _Toc78934317]Conclusion and recommendations
After completing this report, different outcomes have been obtained. Firstly, Asda is a retail giant that has been operating its business for 74 years and managing its brand image within the market successfully. Its strength is its quality and effective services where weakness is in negative publicity. By conducting PESTEL analysis, Brexit issue, price hike, monetary and fiscal policies, digitalisation process within the society, climate change, and different acts or laws are the major issues that have been affecting the business greatly. It has a highly competitive edge within the market via cost leadership in broad and narrow scopes. It has all sorts of Ansoff marketing mixes. Digital marketing concepts have been effectively utilised by this company.
Recommendations
Firstly, this company should quarterly-based market report; from which it can identify the need and demands of their customers.
Secondly, the markets should prioritise the needs of the online visitors, especially their online feedbacks also needs to be prioritised appropriately.
Thirdly, appropriate marketing personnel are need to be recruited to who can conduct market research cautiously for updates. 
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