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[bookmark: _Hlk84714274]Executive Summary
The aim and objective of this research are to assemble evidence on the effectiveness of marketing management. The case study will appraise the method and marketing strategy used by Aldi supermarket to gain its market share. The report will define the Marketing Mix Concept and understand how Aldi utilises various methods to promote its brands and products. Further studies will be done to analyse the external environment using PESTLE, internal environment using SWOT and Porter’s Five Forces to understand the forces that may impede future competitiveness of the brand. The study will look at Aldi’s brand strength, Internal Marketing, 4ps and Human Resource Management. Using the information gathered, a conclusion and recommendation will be given for further improvement. 
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Critical Evaluation of Marketing Activities in ALDI

[bookmark: _Toc86783255]Introduction
[bookmark: _Hlk85922521]Marketing is more in-depth in the modern business landscape; it encompasses many aspects like internal environment, external environment, customers, stakeholders, logistics, and many more. It is a holistic approach to marketing a product and services. According to Kotler and Armstrong (2016) “Marketing is engaging customers and managing profitable customer relationships”. American Marketing Association (2017) said, “Marketing is the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large”. The paper report intends to understand marketing management and its function using Aldi as a case study in greater depth.
[bookmark: _Toc86783256]Overview 
The brand Aldi, a little-known company from Germany, arrived in Britain in the ’90s and opened its first branch in Birmingham. Many people feared the company would fail due to its business model. It only stocked 600 items less than the local corner shop, and many consumers were accustomed to Tesco and Sainsbury. Aldi’s low-price differential and high quality had appealed to the shoppers during the financial crises in 2008 (Rice, 2019). To date, Aldi has opened 920 stores with further plans to reach 1,200 stores by 2025 (Eley, 2021). Aldi is now the most popular supermarket chain, according to (YouGov, 2021). 
[bookmark: _Toc86783257]Concept and Importance of Marketing 
Marketing is engaging with the customers, creating a relationship in order to make turn a profit. For example, Kotler and Armstrong (2016) wrote that Amazon’s Jeff Bezos is very customer-centric, constantly striving to improve customer experience. He developed The Kindle because customers wanted easy access to e-books; the product also allows users access music, videos and helps consumers interact with Amazon better. The product is created based on the customer’s need/want to create a better value. The product is linked to other value propositions that customers could access; Amazon created better relationships, better customer experience and more profit. 
Perhaps most important is how data is captured from customer’s interaction through the process to further understand customer buying behaviour and aid in creating personalised products and services (see figure 1) (Kotler and Armstrong, 2016). Gallo (2016) wrote that the opposite is marketing myopia, where companies are near-sighted focused on their product and services and do not see the bigger picture. With the lack of understanding the customers and the stakeholders, the company should be focused on the need and not their own. The primary reason for companies going bust is marketing myopia, and this should be avoided.
[bookmark: _Toc86579841]Figure 1: The Marketing Process: Creating and Capturing Customer Value, Source (Kotler and Armstrong, p31, 2016).
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[bookmark: _Toc86783258]PESTEL Analysis on Aldi 
Examining the external environment to determine any risk posed against Aldi’s current and future strategy (Mullins, 2010). 
	Politics
· Due to Brexit, Aldi has less access to the European workforce, impacting Aldi’s planned strategy.
· The current administration is out of favour with the public, failure to handle the pandemic, the voters have lost faith in their leader.
· Dreadful handling of Brexit has impacted business, logistics, shortage of human resources and consumer goods.

	Economics
· Weak economy due to the pandemic, though there is some business activity the G.D.P still low compared to pre-pandemic (Stephens, Wright and Luckwell, 2020). 
· The threat of Inflation and high-interest rates may impact the future performance of Aldi.
· Supply chains are impacted by Brexit and Covid, causing food shortage and fuel shortage, likely affecting is the cost of shopping may rise (Shih, 2020).

	Social
· Shoppers prefer to have their shopping delivered, a cultural shift in how shopping is done (Bradshaw and Lee, 2021). 
· Very unhealthy society, the rise of diabetes, depression and heart disease caused by the fear of the pandemic.

	Technology
· Consumers are using more apps, computers and technologies to do their daily tasks like shopping, paying bills, banking, doctors appointment and watching films.
· Larger supermarkets have robotic technologies like Ocado, Tesco has a far superior web presence and delivery system in place, Amazon is experimenting with checkout free supermarkets (Cuthbertson, 2021). Aldi suffers from a knowledge gap when it comes to new Artificial Intelligence and the latest technologies. 

	Legal
· Due to global warming on businesses, new laws are being imposed, a constant need to change business strategy. The strict rules can mean more cost on upgrading existing vehicles, heating systems, freezers and recycling.

	Environment
· Aldi’s minimises waste by having smaller stocks and an efficient supply chain. 
· Aldi is committed to lowering its Green House Gas by 26%, and the target date is 2025.
· Aldi currently sources 100% renewable energy, solar panels, environmentally friendly refrigeration system and efficient delivery vehicles (Aldi, 2021b).

	Evaluation: Aldi’s failure to adapt to technologies or delivery service during the pandemic was unprepared; however, it joined Deliveroo to mitigate this issue. The pandemic showed the strength and weakness of Aldi and its lagging behind on the online sales. Simpson (2020) wrote that Aldi is currently seeking to expand its online business and delivery as more shoppers move online. Many companies are ahead of Aldi capturing useful data on the process when it comes to online shopping.
· Limited customer relationship management (CRM) needs to collect data from customer interaction.
· Aldi lost a lot of revenues on the pandemic due to the lack of home delivery service; Aldi will need to invest more in delivery service.



[bookmark: _Toc86783259]SWOT Analysis on Aldi 
Examining the internal and external environment to understand the key strength and weaknesses of the company that may impede any strategic plans (Mullins, 2010). For a full analysis please refer appendix 1 below.

[bookmark: _Toc86783260]Aldi’s Competitiveness using Porters Five Forces
Examination using Porter’s Five Forces will indicate the current competitive intensity in the supermarket industry to determine any possible risk to profitability or rising threat (Johnson, Whittington and Scholes, 2011). For a full analysis please refer appendix 2 below.
Figure 2: Expanded Version of the Marketing Process, Sourced (Kotler and Armstrong, p54, 2016).
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Figure 2 is a broader version of the marketing process; it is a roadmap to create customer value and build customer relationships by harnessing marketing technology. Using customer segmentation and using the 4Ps to build a relationship to create capture customer lifetime value. The above figure will be used to assess Aldi’s marketing activities below.
[bookmark: _Toc86783261]The Marketing Mix Concept
When an organisation like Aldi utilises a set of controlled tools to market its product and services to create a response from the consumer, Aldi uses a combination of tactics to achieve its goals through marketing its product and services to the targeted customers. Aldi’s market strategy may include segmentation by income, stores located strategically based on income, price based on affordability and promoting through numerous media platforms to deliver the value proposition (Thabit and Raewf, 2018). 
[bookmark: _Toc86783262]Critics of Marketing Mix
Many scholars have criticised marketing mix credibility. Goi (2009) cited, it does not consider customer behaviour; instead, it is very internally oriented. Furthermore, it is not adequate for the elements of services in the marketing. Kotler (1984) said marketing mix should consider external factors, political power, and public opinion. Even with the criticism, the 4Ps has been influential theory in marketing practice in a larger context.
[bookmark: _Toc86783263]Product
Aldi is a grocery store providing confectionary, fresh vegetables, bakery, household goods, frozen food, meat and poultry. The majority of the goods on Aldi’s shelves is its own brand. Aldi works very closely with manufacturers to create the very best product backed by a money-back guarantee. Aldi uses its brand recognition to promote goods and services, and the tactic is to retain customers as the products are not available anywhere. Consumers have confidence in Aldi’s brand and recognise it as a quality product without overpaying, and the product is unique with very little chance of a substitute product elsewhere. The strength of Aldi’s brand can be observed by its investment and growth during the Covid-19 (Davey, 2021).
[bookmark: _Toc86783264]Price
Aldi’s is a discount store, and the title suggests products need to be reasonably priced against the competitor. Aldi retains its customers using a low strategic pricing structure up 30 per cent cheaper than the competitors, which it manages through efficiency and simplicity. Aldi buys products in large volume avoiding premium branded names to save money using mainly Aldi’s brands, and this allows more leverage in negotiating in prices giving more buying power. Its storage is located strategically near its stores, making it more efficient. Aldi has a limited selection of stocks for effortless, convenient shelving for staff, and its workers are quick and efficient. Aldi’s competitive strategies of cost leadership and product differentiation are the reason for its success, as mentioned in Porter’s Five Forces. 
· Aldi’s positions itself to avoid direct confrontation with big players; it operates in niche markets catering for a specific group of shoppers.
· Larger supermarkets like Tesco and Marks and Spencer’s cannot enter Aldi’s market with their Brand as it may damage the brand's reputation.
· Aldi’s stores are deliberately small to lower cost and making it efficient.
[bookmark: _Toc86579842][bookmark: _Hlk86769398]Figure 3: Cheapest Supermarket in 2020, Sourced (Simmonds, 2020).
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Consumer magazine Which? made a price comparison of 22 items against its rivals and found Aldi was cheaper than Lidl by 88p and almost 10 pounds less than Waitrose (Simmonds, 2020). 
[bookmark: _Toc86783265]Place
The products are found in the physical stores and Aldi’s websites. The stores are strategically located in middle and low income densely populated areas. The location is vital to be positioned correctly; many factors must be considered to bring in revenues.
[bookmark: _Toc86783266]Geographic segmentation 
The stores are located away from town, cities avoiding high rent and cost, located where its most crucial. Aldi’s stores are located near bust stops with car parks for customers easy access.
[bookmark: _Toc86783267]Demographic segmentation
Aldi uses demographics to see the income level and population in the area as it targets middle- and low-income families. Income segmentation is essential in targeting its group, as Aldi wants to separate itself from the likes of Tesco so it can have a clear long-term marketing strategy. 
· Concentrating only in a niche market can be expensive; however, Aldi has strong buying power and an efficient supply chain to buy products at low prices.
· With years of experience, knowledge and understanding of the need of consumers, Aldi has been able to cement its reputation as a credible business that is needed to buy the consumer.
· Using income segmentation, Aldi can create a value proposition for that targeted group.
[bookmark: _Toc86783268]Promotion
Aldi promotes its goods and services sticking to its original value proposition, which is high quality at low price. According to Thabit and Raewf (2018), promotion is the main component, and marketing managers job is to communicate its product values and decide on promotion, budget and publicity; it is the key to market growth. It is making consumers aware of the brand to increase demand. Using traditional advertising platforms to reach large consumers, like T.V, radio, magazines, and newspapers, are effective; however, it can be costly, although necessary for those who do not know how to access a new digital platform. Previously according to Hobbs (2015), Aldi spent 4.5 million pounds on a 4-week T.V advert and press, just behind Sainsbury. For Aldi’s advertising budget is considered very bid in terms of its size. 
· Printed leaflets are distributed in stores and surrounding areas to promote Aldi’s brand awareness. 
· Stores also display a poster of seasonal products like hardware tools during the summer and pumpkins on Halloween.
· Posters are displayed in the store comparing Aldi’s shopping basket with larger brand names to show the savings shoppers are making.
[bookmark: _Toc86783269]Social Media Campaign 
Using social media is an excellent way of communicating with customers directly. Aldi encourages its shoppers to sign up to the websites to collect data for emails campaign. Aldi has developed an app for phone users to access Aldi’s offers and products linking them directly to their accounts from any location. Aldi uses Twitter/Facebook accounts to encourage two-way discussion about products to collect data and create Aldi Advocates. 
· Using social media, Aldi can collect data about the user's habits and preferences.
· Two-way communication allows more insights/feedback about companies products and services.
· Advertisements can be created and be targeted based on user interest.
· Aldi has a YouTube advertisement channel, which is very effective as it targets users based on their profile and search history.
[bookmark: _Toc86783270]Third-Party Endorsement 
Aldi enters its product for awards and has won many competitions. In 2021 Good Housekeeping Institute awarded, taste approved, favourite supermarket, favourite wine retailer (Aldi, 2021a), and Aldi’s winning awards can help seal brands legitimacy and quality.
· The users give products a seal of approval; this can generate more customers.
· Entering any competition is free media coverage at no cost to the supermarket, helping to reach new potential customers.
[bookmark: _Toc86783271]Point Cards
Tesco wanted to remove its loyalty card scheme, it felt shoppers habits and behaviour had changed and no longer loyal to one brand rather using multiple brands due to the expansion of apps and the internet. However, there was a backlash from the Tesco members (BBC News, 2018). Points cards can be expensive to maintain, and it cost co-op 35 million pounds in 2016. On the other hand, Aldi feels loyalty cards are unnecessary, as they do everyday low prices. However, Aldi does an app for those seeking to have access to the websites and special offers.
[bookmark: _Toc86783272]Psychographic 
Psychographics plays a role in Aldi’s customer's attitudes and thinking; this belief is embedded through mass marketing by Aldi. Aldi tells consumers that their pricing is the lowest with high-quality goods. Aldi backs its statement with numerous awards it has received based on the quality of its products. Previously Wood and Pierson (2006) made product comparisons between Aldi and Sainsbury products were made, and each time Aldi products were voted value for money.
[bookmark: _Toc86783273]Measuring success
Customers satisfaction with goods and services can be measured by feedback on social media. For example, using Aldi’s has website analytics, customer service department, and even questionnaires form to determine the success and performance. Below is a list that can be used for direct marketing, improving products and services based on user information and interests. 
[bookmark: _Toc86579843][bookmark: _Hlk84714321]Figure 4: Example of a Twitter Analytics Dashboard, Source (Khon, 2021).
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· Twitter accounts can give an indication, change in subscribers means more popular the brands performance. The account also has analytics for insight for account holders to track activity (Khon, 2021) (see above figure).
· Facebook is another popular social media account that gives an insight into popular activity, for instance, posts that are being shared and the number of likes. 
· YouTube videos adverts is another excellent way of creating awareness of brand and products, with insights to account activities.
[bookmark: _Toc86783274]Measuring Organisational performance 
Aldi’ strategy is to grow its market share, to understand how a company is performing based on the planned goals; various methods can be used as listed below 
· Stocklist can indicate popular products sales.
· Monthly and quarterly sale is excellent way to measure turnover.
· A corporate account is the best indicator for growth, sales, gross/net profit, and expenditure (Company House, 2021).
· Market research companies can provide popularity and market share of the sector it operates in, like Statista or YouGov.

[bookmark: _Toc86783275]Quality and Service Comparison
	Aldi
	Tesco

	The Aldi’s 60 Day refund policy and manufacturer's warranty.
Non-food specials carry a warranty lasting from 12 months up to 3 years and 5 years.
Dedicated call centre for warranties and customer service (Aldi, 2021c).
	Tesco 30 days refund or replace, school uniforms 100 days return policy due to Covid-19.
Non-food carry 12 months warranty, can have purchase extended warranty.
Dedicated call centre with separate in store customer service (Tesco, 2021).



To offer a complete Aldi experience and value for money, Aldi offers service and warranties on all its products. Aldi’s brand offers excellent product service compared to its larger rival; it does not shy away from offering extended warranties on its non-food products; this gives assurance of quality backed by Aldi’s name. Tesco offers a range of products and must offer different services and warranties, even has a customer service desk. Tesco staff also help find products because the stores are so large, while Aldi’s has a small store and requires very minimum help saving on staff costs. Aldi’s approach is simplicity, low price, high quality and does not require a range of services like Tesco’s, as Aldi’s customers are willing to make little sacrifices to save on monthly savings.
[bookmark: _Toc86783276]Maintaining Aldi’s Brand Strength 
Aldi’s brand currently enjoys a very high status amongst the community; the brand is recognised as quality assurance and gives them a competitive advantage due to its price structure. This has possible by aligning all its stakeholders, vision and linking to corporate culture. Aldi positions itself for the niche market, creating products and services especially for that group of people, for instant, using segmentation by customer earnings and population.
 A brand's popularity is not created overnight; instead, it is done over a long period through internal marketing and using organisational culture. Aldi’s strength can be measured by its continued growth; Tsai (2021) reported that Aldi plans to open further 100 more stores in the US market in February. Western Australia Aldi has 47 stores and plans to open further 6 stores over the next 6 years (Aldi Unpacked, 2021). Aldi has plans to grow its share market across Europe, which has been achievable through its growing brand strength. 

[bookmark: _Toc86783277]Internal marketing (IM)
According to Piercy and Morgan (1991), before marketing any product to the mass public, Internal Marketing (IM) is essential to create product awareness amongst the workforces to avoid developing two different strategies. The idea first must be marketed to a different department within the organisation to avoid resistance to change. It's about motivating different departments and aligning individuals to the cooperate mission, goals and delivering outstanding service and customer satisfaction. 
For example, the internal marketing team, the planned strategy, Aldi’s product, service, price strategy, communication method, and distribution needs to communicate to the relevant department. The same has to be done for the external marketing to achieve organisation goals. Moreover, the beliefs, values, ethics, and mission must be embedded into the organisational culture. The main objective this give stakeholders internal and external a guiding principle to follow, a centre of paradigm.
[bookmark: _Toc86783278]Internal marketing oriented (IMO)
Internal marketing-oriented differs from above; when a customer calls the call centre, he or she interacts with the customer. Lings (2004) wrote that it is essential that the firm's employees are trained to service the customers with proper communication skills. The first impression consumers get about a company is through the personal he or she employs. 
[bookmark: _Toc86783279]Human Resource Management (HRM)
Human resource management will play a significant role in delivering and communicating these above principles. Furthermore, to further help to increase employee commitment and positive behaviour towards Aldi’s objectives, HRM will need to manage the human capital through training and development and indoctrinate the organisational strategic goals. Armstrong (2009) emphasised the significance of human resource management to ensure the organisation can achieve its goals. Managers in Aldi use this ploy to educate the workforce to deliver its plans and goals.
[bookmark: _Toc86783280]Conclusion and Recommendation 600words
To summarise what has been discussed in the report, the concept of marketing management is significant in today’s competitive market. Marketing is engaging with a customer creating a business relationship in order to make a profit. The goals can be achieved successfully by creating a value proposition based on customers' needs and market demand. Porter’s Five Forces was used to analyse the competitiveness of Aldi’s products and services. The report also analysed the external and internal factors of the environment of Aldi using PESTLE and SWOT. 
The study also evaluated the effectiveness of segmentation and cost leadership strategy to achieve its goals. Internal marketing is another critical factor in marketing the product and the importance of human resources in achieving an organisations strategy. Many supermarkets have suffered during the early 90s recession, but Aldi surprisingly managed to grow during the slump. During the pandemic, Aldi also managed to grow its customer base by attracting using cost leadership and marketing the brand strength; Aldi is currently expanding in Europe, Australia, USA, and UK using effecting marketing.
Areas of concern for Aldi.
Aldi has a robust business model; however, it has a weak point in some of its services. Aldi has lost a large part of its revenue due to the lack of a home delivery system. The research has also identified that Aldi lacks knowledge in understanding information technology, mainly collecting data and artificial intelligence. Amazon has benefited from artificial technology, collecting data from user activities. Amazon and Tesco can generate tailor-made advertisements and marketing meeting individual needs. Tesco also uses Clubcard and web experience to collect data to harvest for the purpose of marketing.
The report recommends that the following should be considered based on the findings after extensive research.
· Marketing Home Delivery Service: The report recommends Aldi invest in-home delivery service, as it lost a large portion of its revenues due to the pandemic. The report also found that people shopping behaviours have changed since the start of the pandemic. More people do their daily activities online, and Aldi should gear its marketing towards online sales and products. Shoppers prefer to have their shopping delivered. Many businesses are moving online, and Aldi may fall behind the competitors. Online supermarkets have lower operating and cost leadership, and this may be a concern for Aldi. More vehicles and drivers will need in each store.
· Modern Information Technology: Many companies are experimenting with AI and robotic technologies preparing for the future; Aldi’s approach is a simple website and a phone app to access its product online. Competitors are ahead of the game; Ocado uses robotic technologies in warehouses to package and sort customers’ orders. Amazon uses artificial technologies to collect customers data through various touchpoints to create a better customer experience and more sales. Aldi suffers from a knowledge gap, where a market is driven by technologies. Aldi needs to invest in more modern future technologies and give better value and continue the brand's growth.
· Marketing: In order to market the brand and service, Aldi needs to manage customer data more effectively. Using more modern technology, Aldi will be able to communicate its value proposition more efficiently. In order for the online shopping experience to be greater for the consumer, Aldi needs to collect more user data for delivery notifications, personalised offers to be sent to clients emails and phones. Keeping customers updated with tracking numbers, time, and dates. Aldi’s previous marketing style is generic; modern artificial intelligence can predict users interests more effectively. Aldi has made significant spending on advertisement, and more will need to be spent.
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[bookmark: _Toc86783283]Appendix 1. SWOT Analysis 
	Strength (internal)
· Brand strong reliable recognised by shoppers and still growing rapidly.
· Competitively priced products and goods are unmatched by the larger supermarket (Hamstra, 2017).
· Aldi has very little competition as it operates in the niche market targeting lower- and middle-income families. 
· Aldi has attracted many new shoppers during recessions due to its price structure, and the brand is very appealing during hardship.
· Aldi has its own branded products; this avoids paying a high premium when ordering from suppliers, making the shopping experience cheaper.
· The brand is recognised for paying fair wages to its employees compared to its rivals in the same sector.

	Weakness (internal)
· Choices are limited in comparison to shoppers (Rice, 2019).
· The larger supermarket can cater for a specialist diet like halal diet, gluten-free product, world food.
· A large portion of its revenue was lost during the pandemic in 2020; more investment is needed in-home delivery and stronger online (Butler, 2021).

	Opportunity (external)
· Aldi is expanding in Europe, USA, emerging markets and Australia due to demand.
· Due to Covid-19 income being low, customers are seeking cheaper alternatives than Tesco and ASDA.

	Threat (external)
· Lidl is a threat to Aldi’s growth; it duplicates Aldi’s business strategy.
· New emerging threat from Amazon Food with superior technology, better customer relationship management (CRM), better marketing management, delivery service, budget and brand.

	Evaluation: Aldi brand is well recognised across Europe and USA; it is recognised for quality at low prices. Aldi managed to expand during the 90’s recession, and it also thrived during the pandemic. Income is likely to drop due to the global pandemic; there will be an income shift and a change in the social class looking for cheaper options likely to drive more growth. 
· There is a significant shift in customer behaviour as the brand is seen more positively, and Aldi has created more loyal followers.



[bookmark: _Toc86783284]Appendix 2. Porter’s Five Forces
	[bookmark: _Hlk54448433]Competitive Rivalry (Medium)
In recent years the competition in the supermarket industry has become fierce. All big players are fighting for the same consumer offering a similar product at a similar price with aggressive marketing. Aldi operates with efficiency minimising operating costs, fixed costs; smaller stores mean lower operating costs. The larger supermarkets cannot compete on price leadership. Aldi operates in a niche market, offering its services to the lower-income family. Aldi’s only rivalry is LIDL who operates with a similar strategy. Aldi continues to grow around the world using cost leadership and efficiency while more significant players fail, the rivalry is medium (The Economist, 2015).

	Supplier Power (Low)
Many suppliers wish to put their products on supermarket shelves; Aldi has many choices of suppliers. Aldi works very closely with food manufacturers creating its own brands. Suppliers must provide a fair pricing structure if they want to work with Aldi. This makes supplier power low.

	Buyer Power (Low)
Aldi’s service and price structure are unique not matched by any other supermarket except Lidl. The buying power is low.


	Threat of Substitute (Low)
Most of the shelves' products are Aldi’s brand, with very little chance of substitute product line. Very hard for other companies to replicate the products and prices. Currently, the only substitute is Lidl following closely; however, not growing fast as Aldi. 

	Threat of New Entry (Low)
The economics of scales are the too high new entrance, Aldi controls large portion of the market having loyal customers who attracted low price and quick service. The barrier to entry is too high; the capital needed for setup cost, market research, and development will be costly for new entrants. 

	Evaluation: 
Using price differential and efficiency Aldi has maintained a market dominant. Its stores are strategically located in a low-income area within walking distance, so shoppers do not need vehicles. Aldi’s brand and price are not available in other stores, so switching is difficult for consumers.
· A possible threat from emerging online supermarkets is that many companies move operations online as the operating costs are much lower.
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