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INTRODUCTION
This report is about Aldi Stores Limited operations in the grocery retail outlets in the United Kingdom (UK). The company’s business operation is in the retail sales of grocery products to consumers in the UK groceries. The sales of products are through direct sales of shopfront and direct online transactions to the products end buyers and users. Retail channels of Aldi are of two broadly based. The first is soft goods and consumables including shoes, clothing and toiletries. The second includes predominantly food produce, cheese, baked goods, and meat products. The sales of these products are mostly through point of sales whereby customers select and bring their purchases to the cash register and the clerk through cash machines tallies the shoppers total cost of the customers purchases and customers pay. The second is the self-check-out otherwise known as self-service check-out. It is an alternative mechanism for customers to process their own purchases from the retailer – the supermarket. It is often semi-attended customer activated point of sale terminal. It is equipped with high tech self-service programmed machines that scanned items presented to it and produced total costs which the customer can then offer payments through the acceptable forms of automated cash or card payments.
Aldi’s efficiency can be identified with the relationship of its inputs and the corresponding outputs. This includes: Business Objectives, Developing lean thinking, making its objectives more efficient and investments of profits back into the business.
1. THE UK ECONOMY AND ALDI’S PROMOTIONAL APPROACH
Aldi’s products sales follow the slogan “Small Differences, Big Savings”. The country’s state of the economy and Aldi’s promotional strategy have made more people in the UK pay attention to Aldi’s retail markets compared to the old traditional super markets already fully established in the UK; including Tesco, Sainsbury’s and Asda. Another area Aldi focuses on is “The volume purchasing”. Aldi focuses on the daily most commonly purchased grocery items. This management approach allows Aldi to save money on storage facilities which in turn reduces the total costs incurred on products. In return, it allows for sizable discounts which are passed directly to its customers. More than 90 percent of Aldi’s products are ‘Exclusively Brand Products’. Aldi is able to guarantee its products with: “bring it back”. “We will replace the product and refund your money”. There are other non-food essential items Aldi offers in its retailing outlets at very competitive prices including small kitchen appliances and seasonal items to outdoor furniture and gardening tools. 
Another approach applied by Aldi is called “Balancing the mix”. This approach is designed for Aldi to meet the needs of its customers. The approach deployed by Aldi includes: Market penetration. With this approach, Aldi charges lower prices for its new products to help them enter the retailing market in order to gain market shares. Another approach is Strategic Pricing. This marketing policy approach emphasises the quality of its brand products which allow a higher price to be charged. Competitive pricing approach allows Aldi to price its retailing products at slightly lower prices than its competitors.

2. MAXIMIZING CUSTOMER SATISFACTION THROUGH TOUCHPOINTS
Aldi endeavours to accomplish its retail business objectives using marketing process by identifying and meeting its customers’ “wants”; which means a human preference or desire and “needs” (Bradshaw, 1972) which are basic necessities such as water, air, food and protection for human beings to live normal.  The customer satisfaction in question; (Dibb, et al., 2012, P. 791) is regarded as “a state that results when an exchange meets the needs and expectations of the buyer”. Aldi’s marketing process involves situational analysis as shown in Fig. 1
A need is something that is necessary for an organism to live a healthy life. ... When needs or wants are backed by purchasing power, they have the potential to become economic demands. Basic needs such as air, water, food and protection from environmental dangers are necessary for an organism to live.
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Fig. 1 Situational analysis - Chart
Aldi’s situational analysis includes a collection of researched and reported successful methods, including: Macro Environment - PESTELE; SWOT analysis and Porters 5 Forces Model that could act as successful pointers to the objectives of the company within a time frame and with the available resources. The identified factors are what Aldi management uses to evaluate its retail company’s internal and external environment to have a clear understanding of Aldi’s business environment, its customers and its capabilities to meet its purpose. Its retail objective is offering customer’s value for money while providing best quality products at lowest possible prices. The strategy Aldi uses; is a lean approach processes involving elimination of wastes along its entire value streams, rather than just at segmented points by creating processes that requires less human efforts, less space that would require unnecessary storage costs. The implementation of cost savings approach to retailing would help Aldi’s retail operations to offer its customers quality control products at competitive prices.
Aldi’s customer’s touchpoint includes various points at which potential clients make contact with the products and services otherwise referred to as brands. This decisional process of making a buying is known as customer journey. This process can be both B2B; that is Business-to-business (Dibb, et al., 2012, P. 787) which is where one business entity makes a commercial transaction with another business entity and B2C; that is Business-to-customer where sales model is designed and directly targeted at individual consumers. Aldi is a good example as super market retail Sale Company. Hence; a customer touchpoint is anytime a potential customer or customer comes into contact with Aldi’s brand before, during and after they have purchased from Aldi. Examples include: E-Mails; Company Websites; Point of sale; Self-Service Resources; Product Feedback Surveys; Online Advertisement and Social Media. The trouble with touchpoint here is what the company was not examining or is not managing; for example, multiple channels, the customers’ cumulative experience across multiple touchpoints and over a period of time.
2.1 APPLICATIONS OF MARKETING THROUGH SITUATIONAL ANALYSIS
Aldi, applying marketing theories (Dibb, 2012), (Armstrong, 2020, P. 239), (Mullins L. J. with Christy, 2013, P. 91, 92, 785) and (University, 2020) PESTELE, as a tool in its retail market operations, will enable it to identify, analyse and monitor the macro-environmental influences otherwise known as external marketing environment; essentially those that can impact on its organisation management operations in its strategic marketing in the UK. According to (Aguiltar, 1967), PESTELE analysis and results can help Aldi’s management to identify threats and weaknesses which will be identified in a SWOT analysis. PESTELE as an acronym stands for: Political; Economic; Social; Technological; Environmental; Legal and Ethical.
POLITICAL FACTORS
Aldi is German registered retail company. It currently enjoys those business privileges under the European Union (EU) business and taxation status. However, its status and its business operations in the United Kingdom (UK) will change after a fully independent (UK). Aldi’s retail business operations in the UK will potentially be affected by the new British Government (Government, 2019) and (LaMarco, 2018) Policies, Taxation Policies, Labour laws, Environmental laws, Trade laws, foreign trade policy, Trade restrictions, Political stability or instability in the UK. Aldi is expected to anticipate and put measures in place to respond to the current and expected future legislations and adjust its marketing policy. 
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Fig. 2 (Sourced from (Mullins, 2013, P. 91, 92) and (Armstrong, 2020, P. 239))
ECONOMIC POLICY
The successful operation of a company in the UK is dependent on a number of (Mullins, 2013, P. 91, 92.) Economic policies the government operates. These include: Disposable income of consumers and business, Level of Inflation, Economic Growth policies, Interest rates and Exchange rates policies. The UK government operationalises both micro-economic and macro-economic factors. The British government macro-economic policies deal with the management of demand in the economy. It uses taxation policy, expenditures and interest rates as mechanisms. The government uses micro-economic factors to regulate the way people in the country spend their disposable income. These economic policies, impact on B2C (Business-to-customer) in the UK which in turn affects Aldi’s retailing operations.
SOCIAL FACTORS
Social factors are also called socio-cultural factors. It includes the areas that involve the shared attitudes and belief of the population in the UK. Social factors (Mullins, 2013, P. 91, 92.) including age distribution, career attitudes, population growth, health care and health awareness. Government and businesses use these factors to understand customers and what inhibits them. 
TECHNOLOGICAL FACTORS
The technological advancement in the UK is helping it to shape up production and marking of the products. The effects of advance technology in the (Mullins, 2013, P. 91, 92.) UK helps in the production of goods and services; is helping for a better ways of distributing goods and services and is helping in a better communicating with target markets.

ENVIRONMENTAL FACTORS
The depletion of raw materials due to (Mullins, 2013, P. 91, 92.) Environmental degradation brought about by pollution means that the levels of raw materials available for manufacturing are low for the consumption of the growing population. The government through its sustainability policies have set carbon footprint targets. These are some of the issues Aldi is facing in its retailing business operations. The government and the consumers are now demanding that the products being offered to the customers through retail outlets are sourced from sustainable sources.
LEGAL FACTORS
This factor entails what businesses; including Aldi; must do and put in place for it to run retailing business successfully in line with the independent UK laws. The UK government is now faced with series of new legislations (Mullins, 2013, P. 91, 92.) After Brexit. Notably, these will include Health and Safety laws, Product labelling and product safety laws, Advertising standards, and Employment laws.
ETHICAL FACTORS
Ethical factor includes (Government, 2019) ethical principles and moral that often arises in business. This aspect of PESTELE continues to gain attentions from the pressure groups in the UK. It includes fair trade, corporate social responsibility (CSR); which is where a business makes a positive contribution to its local environment like charitable activities like prevention of child labour and slavery acts.
2.2 SWOT ANALYSIS OF ALDI 
The analysis of PESTELE will provide useful environmental scanning tool that have already been discussed. SWOT analysis (Armstrong, 2020, P. 239), (Mullins, 2013, P. 502-3, 788), (Dibb, 2012, P. 51-2, 53-4, 247, 680, 806) and (Mate, 2019) helps Aldi to look into the picture of how it would succeed in the UK grocery market against many competitors already operating there. The approach deployed involves analysis of internal organisational factors including strengths and weaknesses and the external factors involving appraisals of the opportunities and threats which are going to be briefly explored. SWOT is designed to provide an indepth micro analysis using the acronym: (Internal environments) Strengths, Weaknesses, and (External environments) Opportunities and Threats.
Aldi’s retailing strengths and weaknesses are internal and its weaknesses can be identified as loyal customer based and brand Equity. Its weakness could be identified as having not widely distribution channels like other big supermarkets already in the UK economy like Asda, Sainsbury and Tesco.
Aldi’s opportunities and threats are identified as external factors. Opportunities include potential retailing outlets branches that can be opened in some communities where there not enough super markets. The availability of similar products available in competitors retailing supermarkets is considered threats.
2.3 APPLICATION OF PORTER’S 5 FORCES MODEL ANALYSIS AT ALDI
The Porter’s 5 forces is a strategic management tool approach applied to examine, analyse and understand the underlying levels of profitability of an organisation in a given industry. It provides a phramework for a company’s (Porter, 1980 Republished with a new introduction, 1998)) competitiveness and profitability in an economy. The tool examines the possible five forces that are considered can determine the competitive power in a retail business environment in the UK, namely (Academy, 2020): Threats of rivalry, Threats of new entrants, Bargaining Power of Suppliers, Bargaining Power Buyers and Threats of Substitute Products. The main purpose of applying Porter’s 5 Forces analysis is that it serves as a risk appraisal and will enable plans to be made on how to overcome the risks.
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FIG. 3 - Porter’s 5 Forces (Sourced from Aldi Strategic management – Kilpatrick, A.)
2.3.1 THREATS OF RIVALRY 
The numbers and the financial powers of competitors in the retail industry in the UK economy, will certainly affect Aldi’s bargaining power. The competitive rivalry is not just with the big and long established competitors like Tesco and Sainsbury’s but also with other smaller competitors. Competition is considered high and therefore retailing industry may be less profitable. Aldi’s can be better off utilising efficiency policy. This is the relationship between inputs and the corresponding outputs. The approaches involve well-coordinated multi-disciplinary activities of reducing costs in all operational activities of its business operations. These include reduction in storage spaces, saving time and savings on energy consumptions and all management approaches are the principles of lean thinking.


2.3.2 THE BARGAINING POWER OF SUPPLIERS
This is the ability of suppliers to increase the cost of their products to the supermarket. The level at which suppliers can increase the price of its wholesale products of goods supplied to Aldi are important determinants as the prices Aldi can offer these products to its customers are correlated to each other. The fewer the numbers of suppliers to Aldi, the more power the suppliers would hold. This in turn will affect the competitive retail prices being offered to the customers. The fewer the numbers of suppliers will dictate the power of the suppliers to Aldi. This will influence the retailing prices of products and will correspondingly impact the level of profits Aldi can make. 
2.3.3 BARGAINING POWER OF BUYERS
This relates to the ability of the buyers to drive the prices of products offered for sale down in order to reflect the true prices they pay. The more buying power Aldi customers have and in line with the economy of scales (Kenton, 2020), the more Aldi’s turnover increases.
2.3.4 THREATS OF SUBSTITUTES
This factor depends on the availability of one product or products being offered by several other supermarkets in the vicinity like Tesco and Asda offering the same or similar satisfactions to the consumers as products manufactured by firms within same grocery industry. The potential for substitute products in London grocery stores alone is high.
2.3.5 THREATS OF NEW ENTRANTS
Supermarkets industry in the UK is highly pluralised. There is no restrictive law in the supermarket retail industry. The potential for new entry is high and therefore it is easier for any rival to enter the market; and therefore it is harder to make profit. 
To overcome the limitation of Porter’s 5 forces, it is advisable to combine his analysis with further analysis like SWOT analysis.
3. THE MARKETING MIX
The Marketing strategy is set, the attention can now be focused on the marketing mix programme tools (Dibb, 2012, P.25, 389 and 398) adopted by Aldi with the acronym including marketing mix elements such as: the 4ps which means – right Products Range (Dibb, 2012, P. 11, 13, 300-305 and 801) which are physical goods and services capable of offering tangible and intangible attributes that individual shoppers regard as necessary to exchange money for. For example, Aldi’s products are of high quality ‘Like Brands’. Right Price (Dibb, 2012, P. 593, 595) which indicates value placed on what is exchanged is considered appropriate. For example Aldi offers lower prices than its competitors in the UK without compromising on quality. Right Place (Dibb, 2012, P. 800) which means direct channels of products distribution. Clearly, Aldi’s outlets are expanding nationally in the UK and with the most suitable methods of Promotion means channels by which organisation transfers information of existences to the individuals and groups of people. Aldi uses a combination of above-the-line and below-the-line promotions with a focus on its ‘Like Brands’ and ‘Swap & Save’ campaigns. These have been extended to 7ps – People are those who make the process of buying possible from frontline sales to the managers, Process involving service delivery and Physical Evidence including Websites, Charities and Uniforms.
The critics of marketing mix approach highlighted that it is one-way communication and does not consider the feedback from the consumers. And that it has no defined objectives because it ignores aspects of goals and profits. Another highlighted short coming is that it lacks focus on industrial marketing; hence it is believed that marketing mix provides limited perspective when it comes to fulfilling industrial demands and requirements.
4.  ALDI’S AIDA MODEL OF PROMOTIONAL ACTIVITIES
The promotional activity deployed by Aldi is known as AIDA. The first is “A”; which is termed awareness that initiates awareness amongst past, present and future customers. The second is “I”; that generates the interests of the customers making a practical move to purchase Aldi’s products. The third is “D”; which is the desire for customers to acquire Aldi’s products and leading to customers taking practical “A” - action to buying Aldi’s products. To increase customer loyalty, Aldi constantly communicates its quality and value messages through promotions which help to: increase the awareness of its brand and improve its recognition; helps to improve its brand image; helps to increase the demand for its products and helps to highlight the efficiency of its services and the superiority of its products.
5. THE CUSTOMER’S END-TO-END JOURNEY
The customers’ end-to-end experience is the interactions between customers and an organisation including the duration of their relationships. Hence; it is the customers’ points of contact with the retailing company’s brands. Aldi’s customer journey is how customers interact with Aldi’s brands at every touchpoint. Touchpoint is a phraseology that implies where customers and the business engage to exchange information, provides goods and services that meet customers’ expectation and needs. The data available to customers as they move from awareness to purchase and moving on to loyalty or somewhat drop off presents a complete idea about customers’ experience.
The identified phases through which customer go through in onboarding process. Customer onboarding process relates to the start to finish that allows customers to find, examine, evaluate and then takes an active decision to purchase products through the retailer’s sales process. Onboarding process include: Awareness, Consideration, Purchase, Retention and Advocacy. Successful onboarding process will create long term loyalty from customers and will increase referral rates.


6. MARKETING STRATEGIES FOR THE COMPANY BRAND
The brand marketing strategy is a formal; and in the case of Aldi – B2C (Business-To-Customers); long-term plan for the development of a successful marketing business operations to create a particular image of itself in the minds of its current and potential customers in order to achieve specific goals. The importance of branding strategy is that it allows Aldi business to differentiate its products from those of its competitors like Morrison, Tesco and Sainsbury’s. The management approach to Brand strategy are: Definition of Aldi’s purpose of Business, Understanding the environment it wishes to run retailing businesses in; taking into considerations – Competitors; Marketing analysis and 5 forces analysis, Setting SMART objectives (Specific, Measurable, Achievable, Relevant and Time-specific), Creating strategic plans and Testing; Refining and Evaluating.
6.2 LEAN PRODUCTION
Aldi’s approach is about getting more from less. This approach is designed to eliminate the quantity of resources being used to provide goods and services for consumers. The process involves reducing or eliminating wastes, using less material, using less labour, saving costs on storage by reducing storages, and avoiding time wasting. The policy of lean production approach has helped Aldi to pass on to its customers in the form of low prices and thus allowing retailing business to differentiate itself from other retailing supermarket in the UK. To ensure lean production, the management operationalises a number of efficiency concepts that include: Continuous improvement involving a culture whereby all employees are constantly involved in making improvements to quality; Time based management involving the management approach that focuses to reduce the time wasted in business operations; Just-in-time production ensuring that materials are received just as they are needed eliminating the huge storage costs; and Total quality management involving policies of quality assurance ideal where every worker have responsibility for getting it right first time.
7. EVALUATING AND MANAGING THE CUSTOMER JOURNEY
Customers interact with Aldi through series of touchpoint promotional activity which are demonstrated through its marketing mix such as: Above-the-line promotions that helps to (100, 2020): Improve brand image; Increase awareness and improve brand recognition; Increase demand for products and Highlight the superiority of products and services. The above-the-line promotions are scheduled and paid for advertising that is geared towards mass audience. These include media as radio, magazines, television and newspapers that have large numbers of people. On television, it advertises as, “Like Brands, Only Cheaper”. Aldi also uses printed leaflets which are distributed within its retailing stores. Other media form of advertisement used by Aldi include: Newspapers with a slogan, “Swap and Save”, and in store posters that are used to draw visiting customers’ attention to “Swap and Save” messages.
Aldi also uses a products promotions approach called; “Below-the-line promotion”. The channels deployed by Aldi includes (100, 2020): Targeted e-mails to customers; Social media; Public relations and media relations, and 3rd Party endorsement and awards.
Two ways communication with customers are encouraged through social media like Aldi’s Facebook and Twitter pages. These channels did not only provide two ways communication channels, but importantly provide a form of advertising media for Aldi. With these media, Aldi encouraged; for example Aldi encourages customers’ interactions simulations using ‘Aldi Advocates’ recommending Aldi to each other, like ‘I Love Aldi’. These advertising communications between customers are encouraged by Aldi by offering the chance to win a £10.00 vouchers.
Another form of Aldi’s advertising campaign is designed to encourage consumers to complete the sentence; ‘I love Aldi because ------------‘directly onto Aldi’s Facebook page to encourage positive brand feedback.
Aldi’s website is designed to create integral part of Aldi’s below-the-line promotions. For example, it creates major attributes of all Aldi’s major promotional messages with additional content to engage its consumers. Crucially and importantly, customers can access and be aware of promotions of recipe ideas and weekly retail outlet offers.
Aldi developed a micro-website (100, 2020) (www.likealdi.co.uk) to further encourage ‘brand’ engagement with the slogans ‘Like Brands’ TV campaigns. This particular site encourages active engagement by giving the consumers the opportunity to upload their ideas for the next Aldi’s television campaigns.
Aldi equally uses dedicated recruitment website to promote its employer brand messages and career opportunities.
CONCLUSION
Aldi creates both media and public relations that encourages and help press exposures. It creates a unique approach to supermarket retailing in the UK, ensuring what is known and called ‘lean Production’. Series of lean production and astute management approach have ensured Aldi continue to expand in a very congested retail market in the UK. Its unique marketing mix ensures that what are required by customers on regular basis are acquired and displayed on the shelfs minimising the need for storage, hence reducing storage costs. Aldi’s unique retailing is giving Aldi a competitive advantage over long existing traditional huge supermarkets that have being operating in the Uk for a long period of time. Aldi’s innovative approaches like, ‘Like Brands’ and ‘Swap & Save’, is helping Aldi to gain and keep customers. The creations of innovative campaigns have considerably increased Aldi’s sale per store (100, 2020) by +100% over 3 years through creating more loyal customers. 
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