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My intentions for this report is to research and evaluate the importance of strategic management planning. 

Introduction

In order for an organisation to maintain resilience and prosperity, strategic management and the theory is which surrounds it is essential to business prosperity. Within this report evidence and theory will be presented to which demonstrate an analysis regarding the external and internal environment of Aldi, the chosen organisation for this written report. The purpose of this report is to identify the characteristics of resilience and sustainability, and furthermore its strategic direction. Identify and highlight new strategies in a changing business environment. The intention of his report is to research and analyse the strategic decision of the business Aldi, this will include linking to theory models as well as looking at the changing nature of this supermarket organisation.

Originating in the year 1913, this German supermarket chain now has over nine hundred stores within the UK. Aldi is a global business, to whom business model sees purposely low overheads, which allows for low prices on their products. In fact, the business name Aldi, originates from the shorter version of “Albrecht Discount” (ALDI, 2021).

Business strategy is not a conclusive practise, rather an everchanging process adapting to the influence of environmental development. The variable environments in which businesses exist call for reviews, although the tactics of a strategy may be short term the process of strategizing is a long term outcome. A business’ strategic approach, regardless of whether it intends to be competitive within its market or whether it wants to influence market change are still linked to the continual refection of intended strategic approach (David Campbell, 2011)

Business strategy is a proposal in which a procedure is created which in turn with execute the businesses goals and objective, in order to enable growth and market contention (Heubel, 2021).

“It is the scope and direction of the organization over the long term which achieves advantage for the organization through its configuration if resources within a changing environment to meet the needs of markets and to fulfil stakeholder expectations - Johnson & Scholes” (Syed Tanveer Hussain Shah, 2015).

In order to grow and adapt, businesses must review performance and create methods in which intended to support managers within their strategic planning, they are able to incorporate tools, mechanisms, framework and theory with the pretention of creating a plan (David Campbell, 2011, p. 6).





Prahalad and Hamel (1990) theorised an identification in which saw leadership and its ability to be creative, due to the significant aspect of future thinking to enable the vision for long term development. “Strategic intent” is an area in which they theorised helped the development of strategies to influence both present and past success (David Campbell, 2011, p. 6). Alternatively, Henry Mintzberg theorised that although strategic planning is viewed predominantly encompassing creating and the implementation of plans in order to attain objectives, in other words being “highly prescriptive”. Mintzberg’s opinion saw this form of strict long-term planning as a small valued approach, as the strategic vision and thinking will need to be adapted and modified as its brought into execution (David Campbell, 2011, p. 6).

“Different organizational forms result from different types of growth can be stated more precisely if the planning and carrying out of such growth is considered strategy, and the organization devised to administer these enlarged activities and resources, a structure.” (Alfred D. Chandler, 1962).
Strategy context, content and process are three aspects of the strategic procedure, process being the creation, content being the confirmed plan and context is the environmental development (Syed Tanveer Hussain Shah, 2015, p. 92).
Strategic management incorporates three core areas, Strategic Development, Strategic Analysis and Strategic Implementation. Although these are the core areas, it has still left differing opinions amongst theorist, mainly surrounding how these areas are all connected. Furthermore establishing the emergent of two separate strategic management areas, Emergent Approach and Prescriptive Approach. Firstly, the Prescriptive Approach sees the three core areas linked and therefore sees an analysis of the intended strategy and then utilisation. Secondly, the Emergent Approach sees the three core areas as having an irrelevance due to strategy analysis being most important (Syed Tanveer Hussain Shah, 2015, p. 93)

Bowman’s strategic clock
Bowman’s strategic clock is a tool which helps to distinguish between three strategies, differentiation strategies, risk strategies and low price strategies. The differentiation strategies is divided up into three sections, hybrid which sees production costs being low meaning lower prices and a cycle of investing in differentiation. Next is differentiation, which sees customer’s opinions on valuing products due to the product properties such as added service, design and innovation. Lastly there is focused differentiation, which sees a product that customers value and therefore pay the higher prices, ever lower priced competition. It can be seen in the luxury market (Neil Thomson, 2010).
The second strategy section is high risk, there are also three sections, increased price/low value strategy, increased price/standard value and standard price/low value. Firstly the increased price/low value strategy is only affective if there are no competitors. Secondly, increased price/standard value strategy, this sees bigger margins which area affective f competitors don’t follow the same approach. Finally the strategy of standard price/low value, which results in market share loss (Neil Thomson, 2010)
The low price segmentation on Bowman’s strategic clock is divided up into two sections, low price and no frills. This is the section to which Aldi’s business strategy fits into, they maintain low production costs which in turn allows the business to offer their products are low prices. There is also a no-frills section on the low price segmentation and this the core requirements of the product and nothing else, although Aldi’s strategy may incorporate a small amount of the no frills concept, their main strategic approach does off more that this basic model (Neil Thomson, 2010).

Mendelow's Power Interest matrix
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(Ann Norton, 2008)

Mendelow’s Power Index Matrix was created in order to be used as an analysis tool that identifies the stakeholder’s powers and interests. The purpose if the matrix is to allow management to monitor stakeholder changes. The matrix can also be used as an assessment tool that enables management to view the impact on their stakeholders when they make strategic developments and changes (Ann Norton, 2008).
Stakeholders have both interest and power over business strategies, stakeholder importance can be measured by factors such as theur organisational hierarchy. Resources take a factor, staff levels and trade unions, are both powers within the business that need to be monitored when making changes. Legal and management tiers are all factors in change. Stakeholders, both internal and external, have a huge impact on strategic management with the changes affecting all. Mendelow’s matrix will help to identify these issues and allow for changes and strategies to be created that help meet the objectives of all stakeholders. A situation where Aldi creates successful strategies that allow for economic and competitive market gain, can be detrimental to that of stakeholders and therefore the long-term outlook on this prosperity could be negatively affected. It is all depended on whether the stakeholders support or resit (Ann Norton, 2008).
The goals and objective of the business should be a major factor in that of the identification of that of the correct strategy for the business moving forward. Internal and external stakeholders contain the most informant assets of the business, and therefore and strategic decisions should be appropriate. When creating strategies they must be consistent, not to confuse or conflict with different plans. Strategies should be clear in explanation and planning, with a clear approach to how they will be monitored to see any need for change. The capabilities and resources should be a deciding factor for success (Ann Norton, 2008).
An organisation’s strategy is often determined by that of the stakeholders of said business, to give an illustration of this is to look at the values, mission and vision of the organisation and then to further determined its objectives and goals, as a way to influence its policies, plans and actions. The influence of the stakeholders help incorporate the values of the organisation, in order to create strategies to facilitate its long-term goal (David Campbell, 2011, p. 5).
Within the UK and Ireland, Aldi’s employee more that 33,000, to which they strategies to expand and call them their biggest asset. Therefore on the matrix, employees would be classed as “D”, high level of power and high level of interest, therefore key players. As they have identified that their internal stakeholder, their employees are a key players in both interest and power, they have created a range of training course, to enable their key asset to growth further.  (ALDI, 2021).
Another stakeholder in which needed to be placed on the matrix is that of Aldi’s suppliers. Again their supply chain is essential to the running, growth and strategic planning of the organisation. Their power is great, due to the fact that Aldi is relying on them to supply goods to their consumers, as Aldi states, communication is vital. With legal framework and contracts, the supply chain stakeholders and their strategic opinions are important to the long-term goals of the business (ALDI, 2021).
Ansoff’s Matrix
Igor Ansoff once depicted the matrix in “Strategies for Diversification”, the simple strategic planning structure enables an organisation’s strategic objective to be documented using this methodical tool. Unlike others, this matrix enables a structured way to categorise the organisation’s objectives and the grid allows for the core elements regarding the fundamental relationships and the risks in regards to pretention growth (Mike Meldrum, 1995).
This grid provides four elements in which an organisation can manage, it is important to note that products and business to customer relationships are documented within the matrix. The four sections on the axes represent different areas. 
-Market Penetration: Existing products to existing customers.
-Product Extension: New products to existing markets.
-Market Development: Existing products to a new market.
-Diversification: New products to a new market.
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Image (Mike Meldrum, 1995).

Ansoff’s Matrix is a strategic planning structure that Aldi can use to enable them to manage organisational changes, for example, Aldi created its own beauty and skincare range and this falls under the diversification element of the matrix, it’s a new product in a new market for the business. This diversification of the brand, would have the strategy for growth and enable the business into a new market in which they can compete using their own established brand. If successful, their low cost production, low cost products can be further development by the business not sourcing other branded products, therefor they are not competing with prices.


SWOT

Business strategy is about continuous reflection and learning, all while using external and internal strategic analysis. The use of an environmental analysis, in terms of a SWOT, this then allows the business to view its business environment and market. The uses of a business strategy is to allow the organisation to plan for future growth, therefore analysis and structure allow for the strategic implementation of the management of the reflation and adaption of the business’ plan for the future (David Campbell, 2011, pp. 12,13).

Strengths


Aldi has a strong brand within its environment, an industry competitor and a presence in many international countries. The business brings a low cost alternative directly to their target market, due to the business’ growth and string trustable brand. 

Aldi offers low cost products, mainly that of its own production of products but by also offering low cost popular brands within their stores. The business-to-business relationships with external stakeholders allows them to provide discounted products straight to their consumer in store.

Weaknesses


In regards to Bowman’s Strategic Clock Aldi fitted in the low price segmentation and also fitted within the no frills section, this could be interoperated as a weakness. Aldi’s main business strategy and industry market is offering low price goods, unfortunately low cost businesses can be seen as offering low business-to-consumer relationships and overall experience. Although this is a weakness especially when comparing to its luxury supermarket industry competitors, their main diversification could be seen as their main weakness.

Opportunities

Growth, Aldi has the opportunity to expand its market position by extending the number of stores it has within the UK, allowing them to compete more with the industry leaders.

Growth within the international markets, Aldi could use its low cost strategy to its advantage by expanding to economies that could strengthen from the concept. During a time of uncertainty with most of the world’s economies, a low cost alternative for the consumer may be a popular concept all while helping Aldi’s business growth 

Threats

Aldi stands as a strong brand alongside its industry competitors,  although the business’ main competitors within supermarkets, such as, Tesco and Asda in comparison they all sell food and drink but at different price points. Asda, Tesco and Morrisons are industry leaders within the UK and therefore have a consumer market and could diversify into more low cost business models

The no frills approach leaves the consumer experience and satisfaction not a priority, as the business’ main selling feature is its low cost products. On an instant where business-to-consumer relationships are strained, the loss of their target market to a direct competitor could disadvantage the business. Consumers are stakeholders and should be given the correct standard of service, but that comes as a disadvantage to the segmentation of their market standpoint. Better service will come at a price, increased costs means more profit needs to be made and therefore higher prices, this then takes Aldi out of its industry segment. 


Aldi’s strategic approaches

Aldi’s strategic approach in the current environments is to develop  a more sustainable business, creat and support employee growth, diversify their products and create a more sustainable business. Within the research of this report it has been apparent that Aldi has created their goals and objectives around its stakeholders and industry growth. Aldi has faced growth challenges previously and created strategies that have enabled them to grow on an international scale. Upon emerging into different markets, Aldi corporate and functional long-term plan had to be created in order to withstand changes over the long term nature of business. They used their competitive advantage of being low priced to enable them to use a market development strategy to create long-term growth. 

Currently Aldi has a new strategic plan, in terms of their sustainability aims and objectives, with them pledging to be “Greener, Healthier and Fairer”. In the research part of this report it is apparent that stakeholders, both internal and external, must play a role in the creation of strategies and therefore change. This sustainability plan, looks into areas of many stakeholders and looks to support them in becoming better. The strategies for this sustainable and ethical business approach includes a number of stakeholders including:
-British farmers.
-Employees.
-Charities.
-Consumers.
-Public.
-Supply chain.
-Environment. 
(Aldi, 2021).

This new society and environmental strategy, seems to have covered all areas of planning, although with changes to the environment and society, it should be noted that Aldi should be monitoring and changing any issues that they may face. An example of planning and evaluating is the Covid19 virus, an unforeseen circumstance that is unlucky to be a part of business’ long term strategies, but now is  a major influence. A strong strategic management approach will provide resilience and help future prosperity and growth. 

Conclusion 

Aldi’s position as a global discount supermarket chain, has grown from the use of strategic management and development of plans to enable them to grow. The business must continue to uses the correct strategic management tools, essentially in today’s social and environmental challenges. The report has also shown the importance in the use of theory and tools and their ability to help create the appropriate strategies. Aldi currently has strategies, in which the appear to be very supportive to their stakeholders and will hopefully continue to be as the need for strategic changes may accrue. Strategic management is a long-term tool that enables businesses to grow, all while adhering to their specific set of aims and objectives.
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