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[bookmark: _GoBack]SECTION A
INTRODUCTION
This report is to conduct an environmental marketing analysis for German owned grocery stores; named Aldi.  The report equally examines the role that marketing (Dibb, et al., 2012) plays within its grocery retailing activities which ensures a carefully planned and coordinated chain of activities; that is touchpoints (Edwards, 2017) that brings food from various farms and manufactured products across the world to humans’ and humans’ companions i.e. animal’s plates. 
The company was first established by a lady; Ms Anna Albrecht in 1913 in a German town called Essen. It was taken over and developed by her sons; named Theo and Karl in 1948. Its expansion follows their core culture (Dibb, et al., 2012, P. 791) that is refers to as Vision, which is an idea or mental image of something; and Mission which is a set of tasks that fulfils a purpose or duty with the mission statement (Encyclopedia, 2020) that encompasses “simplicity, responsibility and reliability”.
The demand and supply shocks for consumable products and the ever increasing customers’ appetites and expectations require competing stores in the UK to device never ending ways of acquiring and presenting choices of products, services and its deliveries to meet their consumers’ needs and wants through what a researcher reported as strategic marketing (PureSolutions, 2016).  In order to create a competitive advantage, over many other proactive rival stores operating within the same retail market in the economy, Aldi carefully planned and orchestrated strategic marketing.
Researched acronyms are utilised to help evaluate a company’s marketing environment in its development and progression along international standard. These acronyms include: SWOT, PESTLE, and Porters 5 Forces.
PESTEL: This acronym (Armstrong, 2020, P. 239); (Mullins, 2013, P. 191) and (Dibb, et al., 2012, P. 106, 800) is an analysis framework or tools and is sometimes referred to as (Dibb, et al., 2012, P. 800) PEST. It is designed as a yardstick to evaluate and monitor the (external marketing) macro-environmental factors that impact on Aldi’s retailing operations. Political; includes the country’s independent governing political structure settings that encourage openness, industrialisation and development. Economic; involving diversification of the economic structures (University, 2020). Social; involving the society’s culture and way of doing things impact the organisation’s culture (University, 2020) in an environment. This force may seem unfavourable for Aldi as it will involve spending money to engage a consultant help it to fall in line with the new requirements. Technology; this includes the advancement in the country’s (University, 2020) technical and mechanical ways that ensure really fast and accurate ways of doing things. This seems to be a favourable since it will enable Aldi to keep up with the ways of serving customers in a faster manner. Environment that ensures different markets with different norms or environmental standards (University, 2020) which can impact the profitability of Aldi in the market; and Legal systems that ensure Aldi is protected through independent legal entity for itself (University, 2020), intellectual property rights for its businesses; Data Protection, Employment Laws and Equality laws.
PORTER 5 FORCES: Aldi utilises the acronyms of five forces of the researcher – Porter in Fig. 1: Industry Competitive Rivalry that restrict its retail competitors from copying its business practices is high. Threats of entry; that keep other retailers from copying its retail management system is medium, Bargaining Power of Buyers is high because it ensures the bargaining ability of buyers, who can choose to push down prices by not buying products or switch retailers. Threats of substitutes is high because of the availability of similar products from competitors that consumers can purchase instead of the industry’s products and consequently shape the competitive position of the market. And Bargaining Power of Suppliers is rather low since Aldi’s supplies are from various sources across the world and can easily negotiate prices.
SWOT analysis is designed to identify strength, weaknesses, opportunities and threats of a firm in an economy - UK. With Aldi, (Hague, 2020): Aldi’s Strengths include Efficient Pricing that attracts customer. Its retail outlets are local and many. It acquires large variety of products that ensures stabilisation in sales revenue. It has large distribution of chains in the local areas that can easily be accessed by the local people and it has large baskets of products to its regular customers. Weaknesses include dependency on sales volumes to maintain its position in the economy. Its employees having to work for extra hours to meet their income targets and Aldi’s segment is limited to low income families which leads to its management’s poor concentration on mid and high income families. Opportunities can be identified as discounted prices that attract low income earners. The attractions of more customers due to inflation that increase competitors’ retail prices. Threats to Aldi include competition from other competitors such as Lidl and Global Political instability.
SEGMENTATION, TARGETING AND POSITIONING (STP)
STP is a marketing model that is applied to create a marketing communications plans to assist marketers to prioritise any propositions that can be developed and delivered personalised and relevant messages to engage with different people.  Market Segmentation involves a carefully planned process of dividing a market of potential customers into groups using different characteristics. This approach is to identify consumers who will respond similarly to marketing strategies and who will share traits including needs, interests or locations. This is helpful in personalising marketing campaigns. It can be used to prioritise targeted audiences. Targeting is where a group of customers to whom the company wants to sell its products to are identified and targeted. And positioning is the place that a brand occupies in the minds of the customers and how it is differentiated from the products of the competitors. Targeting is a marketing strategy and is designed to break a large market into smaller segments to enable it to concentrate on a specific group of customers within the earmarked audience. Market Positioning is the process of establishing the image or identity of brands or products in order that consumers may perceive it in a specific way. For example, Aldi is known for quality products but at low prices.
ALDI’S MARKETING STRATEGY
With the theorist’s advocates, (Tracy, 2020) Aldi’s marketing strategy is the stores’ overarching business plan, designed and implemented to create a unique awareness and interests for both present and potential consumers. It encourages consumers to buy and continue to buy from the stores products and services through application of marketing mix. The application of a marketing mix involve the use of a reported researched acronyms that help the stores continually evaluate and re-evaluate its business activities and marketing plans with “4 Ps” (McCarthy, 1978) and (McCarthy, 1979) which implies Product; and in practice, involves the company creating a unique blends of the right products. These products are offered to buyers at the Price that is considered competitive and within reach of their income. The products are offered for sale at Places where the neediest reside globally and with the most suitable forms of Promotion. The criticisms identified by the critics against these four approaches include: no defined objectives as to goals and profits, lacking of focus on industrial marketing and that marketing mix is considered as one-way communication that overlooked the feedback from the consumers. Following the researcher’s reports, this acronym has been extended to include additional 3 Ps; that is Packaging, Positioning, and People, which complement the 7 Ps. 
Aldi’s Products are the physical products and services offered by Aldi to its consumers. Its Products and services decisions include those areas as high quality ‘like Brands’ branding methodologies, services, appearance, function, warranty and other differentiation values. Today, consumers can; with the help of technology; find all sorts of alternative products to sugar-coats their needs. Its strategies includes: Provision of high quality products at low prices; exclusive  brand products; limited range; remaining focused and price change policy with leading manufacturers to produce own-brand goods.
Aldi’s Prices; involve the allocation of suitable, reasonable, considerate and competitive prices for its products and services being offered for retailing. These involve an accurate definition of the products and services for the potential customers. Aldi’s systems involve a comparative analysis of any suggested price to that of the competitors’ prices before setting competitive and attractive definitive prices for its own products and services offered to customers.
Aldi’s Place is better understood as its retail outlets. It is often known or called as placement. It involves operational needs at important locations that are correctly identified where consumers are most likely to look for the products and services being offered for sale. Aldi’s planning strategy involve a unique identity of various selling and buying platforms before deciding on those pricing that are likely to attract the targeted consumers. Most of Aldi’s products are brand products. Aldi’s modes of distribution include: Direct distribution which allows its products to be bought directly from its retail shops while its indirect distribution involves online sales.
Aldi’s Promotion policy requires the most suitable advertising media for the promotion and advertisement of the retailer’s products and services. It uses combination of the above-the-line; and below-the-line promotions approach with a focus on its Brands, Swap and Save campaigns utilising balanced marketing mix to meet anticipated needs of its customers.
ENVIRONMENTAL MARKETING ANALYSIS OF ALDI
Aldi’s business operations are affected by both external factors; sometime referred to as (Glossary, 2020) situational factors and internal factors. The macro environment of Aldi is known as by the acronym: PESTEL and includes external forces from the outside of the organisation. Both External and Internal factors can be represented diagrammatically as sourced below:
Political: In the very near future, United Kingdom (UK) will become separated from Europe under the political process of Brexit. This means Aldi will be operating its business activities in a country that has become absolutely and politically separated from the joint union status of its country of origin - Germany. The practicality of this separation is that; Aldi’s new business operations will have to adapt wholly to the laws made by separate legal system operating in its country of operation – British laws, which will be different from its own country of origin (incorporation) - Germany. 
Economic: A new UK political structure from Brexit will bring about new economic settings with different economic policies and approaches, new commercial laws different from Aldi’s country of origin - Germany. This may include new Economic Growth Projections and Formats, Exchange Rates, Interest Rates, Legal framework for contract enforcement, Pricing laws and regulations, Taxation involving tax rates and incentives, all of which may affect its local UK business cycles.
Social/Cultural: Aldi may by the new laws in the UK after Brexit be forced to re-evaluate those of its social and cultural factors including Demographics and skill level of the population, Culture such as gender roles and social conventions. The experiences of its American branches will be a helpful yardstick to borrow and use in the UK.
Technology: The approach here is the speed at which technology impacts and disrupts the super market retail in the UK. This includes the influence technology has on products offering and the impacts on value chain structure in consumer services sector
Environment: This broadly involves the evaluation of new laws and regulations that could affect Aldi running retail business in an independent country – UK. Those laws will include: Recycling, Climate Change, Waste management, Air and Water pollution regulations in the retail industry and Weather.  
Legal forces: First, Aldi must put in place a robust intellectual property rights protection laws to safeguard its trading status in the new independent state. It must ensure its business activities and retail outlet operations conform to the UK laws including: Health and Safety, Discrimination, Employment, Data Protection Laws, Consumer Protection laws, Copyright; Patent; and Intellectual Property Laws.

INDUSTRY RIVALRY 
A company’s business operations will only become successful when such business entities like Aldi; clearly understands the industry and market in which its business is operating within – UK. This means that for Aldi; to create a unique and enviable status in the retail industry in the UK, it must understand the forces that could impact its trading and its profitability. This area will be explained using a researched model – Porters 5 Forces Model in Fig. 1. Aldi with Industrial Rivalry in the UK, the threats are considered high because the British laws encourage competition in the super markets industry. Threats of entry to the super market industry are considered high because there is no protectionism law in the UK. Bargaining power of buyers is high because there is no law preventing shoppers from switching from one product to similar products or switching from one super market to another. Threats of substitutes are high because there are several products that can give same or similar satisfaction to the buyers; for example cereals. The bargaining power of suppliers is medium because there are many suppliers vying for customers not just in UK but across the world.
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Fig. 1 (Sourced from (Dibb, et al., 2012, P. 60)) 
ALDI’S MARKETING STRATEGY
Aldi’s position in the UK supermarket industry can be measured and explained with reference to the researched and reported SWOT (Dibb, et al., 2012, P. 51-2; 53-4; 247 & 680) analysis model of Strengths: including being fully established with economy of scales in the British Supermarket industry since 1990; good bargaining power; Exclusive Brand Products; Strong Brand Name and popular reputation among low income shoppers; Fully protected with patent and copyright protection in the UK legal system; Good relationship with distributors and suppliers that ensures a successful “Volume Purchasing”; Well trained, well paid and dedicated employees and stable financial resources. Aldi’s Weaknesses is barely noticeable in the UK; probably because of the benefits which the low income earners derive from Aldi’s low prices despite Brexit and Covid-19 (Coronavirus) outbreaks. The Opportunities derived by Aldi’s business status in the UK can be identified as investment in research and development that ensure continuous development in the retail industry; its low priced quality products ensures competitors weaknesses, and Threats includes new laws; rules and regulations because of Brexit; the availability of Substitutes and competitors; and the changing customers’ needs. 

SECTION B
RECOMMENDATIONS TO ALDI
Aldi has the capacity to continue to expand its branches throughout of the towns and cities across UK. Some slow selling products could be discounted for sale at not so busy time of the day to encourage extremely low income customers to come and shop for items. Aldi could embark on the policies of offering more and better selection of branded items with improved tastes as branded products.
Aldi’s future strategies could be evaluated with references to researched and reported methodology – Ansoff’s competitive strategies Fig. 2. Such as market penetration and market development. 
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Fig. 2 ANSOFF’S COMPETIVE STRATEGIES (Sourced from Dibb, S.; Simkin, L; Pride & Ferrell, O.C. Marketing Concepts & Strategies, Cengage Learning EMEA, Hampshire 6th Edition 2012, P.52
Ansoff’s work helps to identify categories for growth; namely: Intense growth happens when current products and current markets are potentially viable to boost sales. This includes market development; market penetration and product development. Market Penetration is a designed strategy of increasing sales in the current markets with current products. For example, Soft drinks industry – Pepsi and Coca-Cola endeavoured to increase their market share by branding and advertising.
And Market development as the strategy of increasing sales of current products in new markets
Another helpful marketing tool and technique that can be utilised to look in and out covering Aldi’s factors of Strength and Weaknesses, External factors of opportunities and Threats is SWOT analysis (Dibb, et al., 2012, P. 52) and (Mullins, 2013, P. 502-3 and 788) that may provide a basis for marketing decision and problem solving. Strengths in Aldi’s context include: Brand recognition, Wide products range, Highly competitive pricing, and good image and reputation, good present market position in the community. Weaknesses can be identified as Brexit that could mean Britain operating in narrow or small markets and press reports. Opportunities include technologies that help automation and self-services and Threats include Brexit, Coronavirus (Covid-19) Pandemic, New laws and changes in the economy.
CONCLUSION
Aldi’s marketing concept as a retail organisation is the identification of customers’ needs and wants and how it sets out to meet those factors with its own primary goals. The developments in the ongoing global events: Brexit; that is UK breaking away politically from Europe leading to new laws and procedures that will be introduced by the host country – UK and the issue of Coronavirus pandemic are presenting new challenges to Aldi and its management. The employment of external consultancy companies may be a creditable approach to resolving these anticipated problems of operating in an independent new United Kingdom (UK). Additionally, the company’s knowledge of dealing with those countries that were not parts of EU – America and Australia will provide a guide and navigate Aldi towards overcoming the challenges of an independent UK.
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