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Processes and stages of ALDI marketing, including the role of the marketing mix.

Introduction

ALDI is a retail store chain that first opened its doors in 1913. It is well-known for the custom-made goods it sold. ALDI has created a niche for itself in the supermarket sector as one of the four most well-known retail firms in the UK grocery market by offering value and quality at low prices. ALDI is focusing on providing customers with their everyday items at the right time, place, quality, and at the best possible cost. Their products are imported from a limited number of carefully selected vendors whose goods are distributed under ALDI's own brand labels. To achieve this goal and to be able to concentrate on the needs of its consumers, a company strategically implements its marketing functions. 

Definition of Marketing 

Marketing is a fundamental component of a business that assists a management in analysing and evaluating a company's relationship with its environment, which includes clients and competitors. Any company's goal is to achieve more value by capturing the interest of its target customers by offering products and services that meet their needs. (Kotler et al. 2020).  To understand them better and manage its products and services they need (Blythe, 2014).
A methodological approach that enables ALDI businesses to recognise consumer issues are based on competitive pricing as central point of ALDI's strategy as a discount retailer. They evaluate market opportunities and develop marketing strategies to meet as closely as possible their target audience- customers. ALDI's business approach adapts to keep all costs to a bare minimum by purchasing large quantities of a small range of goods, often under its own brand name. ALDI restricts most of their product to their own private labels in order to maximise market share through their marketing activities (FourWeekMBA, 2021).
Definition of marketing process
The marketing process is a series of steps that includes a customer's satisfaction with their requirements generated in terms of value. It is a series of decisions and responses taken by businesses and consumers in order to satisfy them (Kotler et al. 2020). 
[image: ]
To perform better the marketing process, introduce, establish, and implement in order to reach the preferred marketplace (Baines et al. 2014). This can be achieved by following the specified mission, strategies, and objectives. It is contented that ALDI has a well-defined strategic mission and vision. To provide consumers with the goods they purchase daily while ensuring that they are of the best possible quality and available at low prices. A company that incorporates these concepts satisfies all market conditions and becomes well competitive (Scarborough, 2016). Hence, customers receive interest of the organization. Because It uses a structured planning ALDI involves understanding marketing targets assessing strategic opportunities and resources and developing a plan for execution and control. (Chaffey, D., & Smith, P. R., 2017). In order to establish and maintain positive relationships with customers a complex analyse take place to refer to the factors that control a company's operations as well as its ability to progress.
[bookmark: _Hlk69726784]Analysis
There are many different models that can be used for this purpose. Since there is fierce competition in the grocery sector, it is reasonable in our case to use Porter Five Forces and SWOT analysis. There are variables that have an effect on even the target market and are beyond our control (Kotler et al. 2020).
 Porters Five Forces generalised microeconomic analysis by relying on the Five Forces model, which allows formal examination and evaluation of complex interactions among competitors in the market (Porter, M., 2008). By defining these market forces and recognising their interactions, it would provide useful knowledge about industry attractiveness, allowing to assess the rate of success within the industry. 
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ALDI’s Porter's five forces model:
· Threat of new entry: (Low)
The food industry has the most advantageous position due to the many challenges it faces in the case of potential rivals in the supermarket sector. There is a low chance of new arrivals. ALDI store is well established, massive market, and makes significant profits in this field (Grace, 2020). 
· Threat of Substitution: (From Low to Medium)
ALDI is open against a low-to-medium level of competition. Since businesses are attempting to overpower ALDI, there is a chance that the risk will grow in the future. They maintain their competitive advantage by providing high quality at low prices. ALDI's rates are relatively smaller than retail prices, making it difficult for competitors to provide a similar service at such a low price. To lessen the severity of these uncertainties, the organisation is trying to utilize different approaches (Arup et al. 2017).
· Supplier power: (Low)
ALDI is a global retailer with its own negotiating power that buys in stock from producers. To gain more power and better prices, they buy from a range of sources. ALDI has maintained a stable of partners in whom they manage distribution and assembly for their own benefit. Suppliers assist them in maintaining a cost advantage over rivals (Aldi Stores Limited, 2021). 
· Buyer power: (High)
The buyer is referred to as their most valuable asset because they have the most influence. Because of the large number of stores, customers have a wide variety of shopping options. In addition,  c ompetitors also imitate each other's items, making them more comparable. When customers have complete control over which product they want, this condition provides them with more versatility. ALDI has been effective in adapting with this situation by providing moderate goods at low prices. (Aldi Stores Limited. 2021).
· Threat of substitution: (Medium)
Other than ALDI, current rivals pose a moderate challenge, as there are a number of stores in the market. They have managed to retain their position in the market by also holding costs down and offering high-quality goods. Nevertheless, ALDI is one of the Britain's big four grocery retailing giants (Statista, 2021). ALDI's success is rising as a result of their creative behaviour and successful special-buying strategies.
One of the most difficult aspects of Porter's Five Forces framework is identifying an exact sector, since they are always broken down into various levels (markets, segments). They require careful analysis of each. Thereby several critics have been highly aggressive in it use in recent years (Hou Wee, 2016). Another disadvantage in this model is that it is based on the assumption of static business systems. The model was created in the 1979 (AICP, 2021) and consumer conditions have evolved since then. Because of the rising influence of the Internet and other information technology, today's aim is not just to defend against the Five Forces, but it is also becoming increasingly essential to initiate cooperation and promote creativity (Andrew, 2019).
The use of the five-force system, on the other hand, would not suggest that an advantage has been impeded. Porter's concept is more than just a simpler emphasis on comparative demand productivity growth (CFI Education Inc, 2021). The barrier to entry into a specific market, and therefore the degree of competitiveness within it, is a considered that can have a direct effect on profitability for a business going international such as in our case is ALDI store. As opposed to PESTEL ANALYSIS (general macro-environment), Porter's Five Forces system provide more direct knowledge about an organization's strategic competitiveness and the probability of above-average returns within the sector (Harvard Business School Publishing, 2021). This, it believed, was a benefit since managers were able to define more ambitious targets than by using the SWOT analysis. 
SWOT analysis allows the identification of an organization's strengths, weaknesses, opportunities, and threats. This approach is commonly used to evaluate a company's internal and external environments (Scarborough, 2016). SWOT analysis can recognise a lot of problems but deciding which ones to choose can be difficult. Its concept is focused on the idea that successful strategies are based on a competitive series between internal capital and external opportunities.
ALDI’s SWOT Analysis:
· Strength
Low prices: ALDI now has one of the lowest prices in the United Kingdom for most of their goods (Coleman, 2020). They are able to do that by purchasing large from their vendors, who were able to cut the price to the minimum. Because of the global downturn, consumers are no longer able to spend too much for it, but rather less for more money is good strategy.
Good network: ALDI has stores in many urban areas and countries around the world (ALDI Reviewer, 2019). ALDI can easily be recognised and retain clients.
· Weaknesses
ALDI seem to have an issue with its positioning. Since they aiming to decrease the costs of products many consumers consider it as a store that sells low-cost, low-quality goods. To change customer attitudes, more public relations and advertising campaigns are needed. (Kelly, 2017). 
ALDI's timetables are from 8 am to 10 pm (ALDI Stores Limited, 2021), which is ineffective since it gives its rival Tesco a comparative advantage by operating 24 hours a day, seven days a week (Tesco plc, 2021).
In order to cope with the increased customer visitor numbers, ALDI has a small number of staff in each store and their ambiance is not particularly pleasant. This does not provide a positive shopping experience for many consumers, as many of them need assistance with product searches.
· Opportunity
Rising strategy for glossary retail: Over the one year, it has been discovered that the market share of the company has consistently increased by 7.7 percent to 8.2 percent in twelve weeks according to KANTAR (2020). Further expansion in the United Kingdom is also a hopeful opportunity yet ALDI has a big strategy for this sector. The announcement indicates that the company's plans to open 1,200 new stores by 2025 and have not been delayed by the pandemic (Grace, 2020).
The advent of technology provides a significant opportunity for the company to better control its activities. Organizational management should persistently use social media sites to successfully market their brand (Voelker et al. 2017).
· Threats
There will always be risks, even when there is some competitiveness. ALDI already has a large presence in the UK market, and their business model is much more adaptable, with a broader regional appeal and a variety of store formats (Retail Economics, 2021).
[bookmark: _Hlk69730991]The global economy faces several challenges. Isolationism and inwardness are on the rise in the UK, while Brexit chaos is roiling the European Union. These are significant obstacles for every store, and ALDI is no exception (UK in a Changing Europe, 2020).
Strategy 
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ALDI now uses a differentiated consumer segmentation approach, identifying segmental roles that are beneficial to the target market in order to achieve profitable customer relationships (Kotler et al. 2020). In addition, supplying consumers with items at the lowest possible costs, ALDI still offers consistency, although not the highest quality, but adequate one. This means ALDI relies on consumers who are price-conscious as well as fair quality sensitive (Rice, 2019). 
ALDI demonstrates that certain expectations of its targeted consumers are met by purchasing large quantities from a single seller while maintaining the good quality standards. They focuse on the retail price and consumer mindset in order to differentiate their product and brand from current and new market competitors. (Arup et al. 2017).
The positioning of the product in relation to the target market aids brand growth since it is at this stage that customers become aware of the product's presence. Businesses and companies will sell their goods by finding the most lucrative market segments (Gielens, 2018). ALDI is also looking to expand its business into the international market, placing current competitor businesses under pressure (Chevers, 2017) 
Marketing mix
Internal marketing, or the process of building goodwill among workers, often follows the marketing mix (Blythe, 2014). The marketing mix is a combination of strategic marketing tools that a company uses to get the response it wants from its target market (Kotler, et al. 2017).
[image: The 7 Ps of Marketing Mix | SkillsYouNeed]
Product: ALDI's main product categories include fresh produce, bakery, snacks, household, health and beauty, pet care, drinks and whole foods. Customers can choose from a wide variety of items at ALDI provides a product to fulfil the needs, and identifies a market for it (Kotler, et al. 2017). A substantial majority of the store's own their brand labels are released. It claims to collaborate with the best manufacturers in order to provide the best goods to its customers, although not the best on the market (ALDI, 2020). Some consumers, however, report that ALDI's fresh product range are often incomplete. 
Price.  Discount retailer ALDI is a well-known influencing market whit its price (Kotler, et al. 2017). It sells good-quality, low-cost products (ALDI, 2020). ALDI adapt a range of pricing methods, both psychological and competitive pricing techniques. As a result, many of the goods are priced wisely, such as £2.99 rather than £3.00.  This £0.1 penny gap has a positive effect on consumer perception and choice. It typically offers lower prices than its competition while maintaining the same level of product quality (Boachie, 2016).
Place: The place typically refers to the location where a company's goods are available for purchase by consumers. ALDI operates thousands of stores in 19 different countries. It has over 840 stores in the United Kingdom and over 1,900 stores in 35 states in the United States (Simpson, 2019). It has over 4100 stores in Germany. Customers can shop at their local ALDI or shop online. ALDI delivers to most postal areas in the United Kingdom, and there is no minimum spending threshold for distribution. Customers can also choose Collect Plus, as a delivery option and pick up their order within 3-5 working days of it being processed at a specific collection point in the UK.
Promotion: ALDI manages a variety of marketing strategies, including advertisement, media relations, and sales promotions (ALDI Stores Limited, 2020). ALDI uses promotional campaigns on a daily basis as well. It often lowers the prices of many of its goods. In addition. These social media platforms provide ALDI with a way to engage with customers. In addition, the store also has a special recruiting page where it promotes the employer brand and job openings.
People: The brand's image is highly reliant with their people, so consumers find it difficult to distinguish the employees from a product (Kotler, et al 2020). As a result, ALDI motivates its employees by giving them rewards while they buy, and the employees are often educated and given advice about how to satisfy consumer interest (Aldi Stores Limited, 2021).
Processes
The behaviour of people who perform their service is extremely important in the selling of the goods (Kotler, et al. 2021), such as the waiting period, product information provided to consumers, and the kindness of the employees, which both contribute to the customer's commitment to pursue. ALDI, for example, has up to four or five pay points, which is done to minimise consumer wait times.
Physical Evidence
ALDI sells its goods in a distinctive colour package that is readily recognisable on store shelves and internet website. It also uses public relations and has started a variety of corporate social responsibility initiatives (ALDI Stores Limited, 2021)..
Recommendations and conclusion
ALDI is a strategically stable business that, after years of competing, confronting, and considering, has found its niche in the supermarket industry. ALDI's success is based on their cost leadership and differentiation model, as well as volume growth and market expansion strategies, and with the release of a new strategy, they can expect to see even more progress.
 ALDI such as stable retail market could continue to expand at a similar pace in the UK in terms of market penetration. It should also open more stores and cater to a wider range of customers, not just those from lower socioeconomic backgrounds. Nonetheless, It would be more appropriate to start a self-service operation. As ALDI's market share increases, they will eventually be unable to meet demands of customers. ALDI can also implement consumer loyalty programmes, such as a voucher system, to enable clients to return to the store.
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