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Executive Summary
In this whole report ASDA’s case study has been encountered because they have a proper marketing strategy which in general is needed to hold on to any organsation. The Marketing Strategy of ASDA analyses the brand with the marketing mix framework which covers the 4Ps as in Product, Price, Place, and Promotion. There are several marketing strategies like product innovation, pricing approach, and promotion planning that ASDA uses. This whole discussion is about how ASDA has made itself a brand. Customer satisfaction is well defined in the report with examples making it more relevant. The touch points are highlighted in the report which defines the customer's end to end journey throughout the whole process. ASDA stores are one of the most leading retail chains in the entire world. The range of services that ASDA is into is unique as well as varied. The critical evaluation of this chosen company has been done supporting all the practical examples.
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[bookmark: _Toc92213764]1. Introduction
Metamorphosis means adapting or die is the key way to stay long in life or business. Innovation, creativity, discovery, research are essential and plays crucial in business growth. Successful innovation of a product or service helps to highlight the organisation in a competitive market. To drive the business successfully, an organisation or brand should be sensitive to demand changing with current trends. This report is to evaluate the current scenario of ASDA, one of the leadest supermarket chains in the British market and their business strategies, marketing management, expectation of current stakeholders, brand value and its related strategies. It is a UK based organisation, founded in the year of 1949 by merging the Asquith family’s retail business with Associated Dairies Company of Yorkshire. After retailing and supermarket they provide facilities of travel insurance, car insurance, pet insurance, e-payment gateways, mobile phones and breakdown cover also. 
[bookmark: _Toc92213765]2. Critical apprising on innovative marketing strategy
Due to huge competition in a supermarket chain and retailing, ASDA upgrade their business strategy to beat the competition by uniting expenditure reach online and offline with a low cost to grow profit by selling more products and services. Identifying the importance of creativity and innovation their innovation teams spontaneously try to improve their products and services with innovations and creativity to become unique in the market. Many retail organisations sell their products and services on e-commerce sites that help a virtual shop for consumers globally. ASDA identify the necessity of stepping into e-commerce (Sander, 2019). Therefore they launch their e-commerce site where consumers can book their needs and can collect from the near store as they want. They also start delivery services to deliver their products to the doorsteps of the consumers. The business of ASDA is operating in a crowded and competitive marketplace also several challenges are facing such as to survive the business changing environment, rising of digitalisation, increasing of brand awareness, reputation management as well as information management, spontaneously changing of market trends and demands and customer expectations.
The top competitors of ASDA are Morrisons with a budget of 2 billion, Spinneys with a budget of 283 million, Tesco plc. with a budget of 86 billion, and ASDA has 28 billion (ASDA.com, 2022). Therefore it is clear that the major competitor is Tesco plc. Continue business environment changing stands for fluctuation of the economy on daily basis. Some competitors enter to market while others leave that fluctuates economic system as well as its effects on existing business. When new competitors arrived there is a probability to provide products and services at a low price as compared to existing companies to attract customers. This way an existing business can be hampered and may face loss. Globalisation taking place in all organisations to improve efficiency can be expensive too for the small business. With globalisation artificial intelligence or AI occupying employees places and providing the best products with great efficiency. The price of advanced technologies including artificial intelligence is so much expensive and need a proper knowledgeable person to handle these. The whole matter will be expensive for the small business (Voskresenskaya et al. 2020). But profitable and large businesses adopting advanced technologies to their business ensure effective productivity. modern brand awareness strategy is involving local market partnerships, which creates awareness to consumers related to this brand. Local entitled  Partner with this brand for creating businesses in the local area focused on customers' demand from that company. When this retail sector can fulfil the demand of customers, generally an awareness is generated among consumers. ASDA is organising seminars on brands value to create a good reputation among the market. Special guest content provides a positive impact on creating awareness among consumers related to this retail industry's brand perception. After the allegation of the horsemeat scandal, their market reputation goes down, therefore, their value of share decreased up to 7, they focused to build a quality management team to check the quality of foods and their packaging they are so much cautious on quality of products (ASDA.com, 2022). These build a good reputation globally. They increase the security of the intimate information and has special access to the management teams to secure all the intimate information of the company. Their management team is aware of current market trends and organising their systems and providing products and services in the respect of current market trends and demand to beat their competition and to grow business. These strategies include their marketing strategies. Innovation marketing includes all data related to innovative management protocols that help to promote business, products and services. Innovative marketing includes a various range of tasks such as the orientation of the market and its customers, marketing of new products and services as well as identifying current and future opportunities and making a report regarding customers’ needs. Innovation marketing works upstream on the process of innovation to explore local and global market potential, customer needs and their feedback on the products and services during the process of development. Therefore it ensures that new products and services are market-oriented and will be accepted by the local customers. It is one of the biggest success factors in the innovation market to increase revenue and to conclude the failure (Sander, 2019). This is why ASDA is effectively dealing with the topic of innovation marketing and working with marketing and sales. Their main focus is to develop new products that can tear out of hands by the consumers.
[bookmark: _Toc92213766]3.  Innovative marketing strategies for raising awareness
ASDA is a globally operated retail sector, so marketing strategy of this retail sector has a vast effect on development of this company.   Proper strategy of any brand is referred to that term which is used for referring services or goods that are associated with a particular retail sector or any company. It is a levelforassociating and recognizing a consumerfor a particular typeofgoodsthis is valuable for customers. Consumers of any retail industry like to purchase their essential goods or products having value of that brand is high because of a better chance of fitting. This is also associated with that high brand value of any goods or any retail sector grabs consumers more than lower brand value of a product. Marketing strategy of any sector is developed by calculating PEG ratio. PEG stands for price per earning divided by growth.  That standardizes nominal growth rate, for calculating how much consumers pay for their earnings.
Asda, a multinational retail sector, showed on a report that near about 2.9% fall in grocery related item selling in the last nine weeks from starting of July of 2021. This resulted in an overall down growth rate of 2.1% in 2021 (Chernev, 2018). From starting date of this merchandise this company is increasing its net profit of income day by day. This rate was not slower in early days for development of this retail sector. Brand value of this organisation is increased by prioritizingsocial marketing campaigns and also by remarketing for boosting conversations. 
 ASDA focused on raising awareness on marketing strategy related to maximization of customer satisfaction. Nowadays modern brand awareness strategy is involving with local market partnerships, which creates awareness to consumers related to this brand.  Local entitled Partnerwith this brand for creating businesses in the local area focused on customers' demand from that company. When this retail sector abled to fulfill demand of customers, generally an awareness is generated among consumers (Chernev 2018). This company has to join seminars for creating brand awareness. Sponsors of local community also worked with this retail sector  to increase awareness to its consumers related to this brand. ASDA has improvised modern technology of social media marketing in several online platforms. This results in appreciation of this brand among its consumers and also to normal citizens. Impressive guest content makes a positive impact on creating awareness among consumers related to this retail industry's brand perception. Sharing of ultra valuable prestigious content on blog was a powerful way taken by ASDA, results to identify this brand globally.
[bookmark: _Toc92213767]4. Evaluating the customer journey across a variety of communication channels
Customers of any industry or retail sector play an important role for the development of that company. This is a collection of touch points between user and company. Channel is a way of connection between a firm and its consumers (Park 2020).This environment, whereseveral touch points were present. ASDA used a method of phone or website to communicate with their consumers.  Mapping of Journey is a processforanalyzing visual representation to consumers of this retail sector. This method is so helpful to ASDA for evaluating customers' reviews through different processes. This   requires interaction and communication to consumers by this company (Naudé and SuttonBrady2019) .This helps in understanding several steps taken by this retail sector to improve consumers’ satisfaction level, which interacts with business procedures of this retail sector. Prioritizing customer journeys follows defining and ranking the value of each. In other words, organizations must determine how likely that customer journey will resolve in a revenue-based action such as a purchase. On the other hand, the company must understand and analyze the reasons behind the likelihood that the customer would leave a bad review or move on to a competitor after a bad experience on a specific journey (Kotabe and Helsen 2020). Net promoters score is another key method which was used by this retail organisation for customer satisfaction and also for its loyalty. Customer effort score is another method for calculating brand value of this company.
As this company works in a supermarket chain, it's planning related to marketing ideas of all houses that are operated globally are connected to each other via an interlinking process (Lindgreen and Benedetto 2018). This retail sector has developed several ideas in this type of circulating market, which results in a massive change in review of customers' journeys in a special type of retail industry. Omnichannel development describes the flow of goods and services to all sales executives (MANUAL 2019). This creates a huge issue for this retail industry that works with low-value products. 
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Figure 4.1: Omnichannel marketing
(Source: KotabeandHelsen 2020)
Then a problem arose for allocating orders in retail market of ASDA.This results in a challenge to this company for evaluating the level of satisfaction of consumers (Lindgreen. And Benedetto 2018). This results as a big boon to this retail industry for making public relations in marketing sector with consumers globally. Coming to the customer's journey it is important to focus on the interactions of consumers during they consume products and services and accept all feedbacks related to their products and services and take serious actions to prove that they are the best organisation that prioritise customers more than profit.
[bookmark: _Toc92213768]5. Current and Future stakeholders expectations
Channel is a way of connection between ASDA and its stakeholders. ASDA used a method of telephone or internet site to talk with their consumers and stakeholders. Mapping of adventure is a manner for analysing visible illustration to customers of this retail zone. This technique is so useful to ASDA for comparing customers' critiques through one of a kind processes. This requires interplay and communication with customers with the aid of this employer. This allows in information several steps taken using this retail sector to improve consumers' delight degree, which interacts with business tactics of this retail zone. Prioritizing consumer trips follows defining and rating the value of every (Sander, 2019). In other phrases, corporations ought to decide how in all likelihood that patron adventure will clear up in a sales-based motion including a buy. alternatively, the organisation should apprehend and examine the reasons in the back of the likelihood that the consumer would go away a horrific evaluation or circulate directly to a competitor after an awful enjoy on a particular journey. internet promoters rating is another key approach that was used by this retail agency for client pleasure and additionally for its loyalty. client attempt score is some other approach for calculating the logo value of this agency.
As this employer works in a grocery store chain, its planning related to advertising and effective marketing ideas of all houses which can be operated globally are linked to every different through an interlinking process. This retail zone has advanced several thoughts on this sort of circulating marketplace, which leads to a huge change in evaluating customers' trips in a special kind of retail enterprise. Omnichannel improvement describes the glide of products and services to all sales executives. This creates large trouble for this retail enterprise that works with low-cost products (Mura, 2020). Then a problem arose for allocating orders in the retail marketplace of ASDA.This outcome in a mission to this corporation for comparing the level of satisfaction of clients. This results as a big boon to this retail enterprise for making public family members in advertising quarter with customers globally and sharing all business dealing information with the stakeholder to utilise the reliability and this way they keep engaging their stakeholders. 
There are two types of stakeholders. Internal stakeholders and external stakeholders. The main internal stakeholders are the board of executives, employees, managers and shareholders. The company decided to raise the hourly pay rate of supermarket’s staff by 18p which shows effectiveness from 2020. On the other hand, the external stakeholders are the customers, local communities, suppliers, creditors and the government (Gov.uk, 2021). ASDA shares all information such as the history of the organisation, career opportunities, existing products and services and upcoming products and services through their websites. They also provide their email and contact numbers, if any stakeholder facing some difficulties or doubts they can call the authority directly. That’s the way ASDA fulfils customers as well as their stakeholders trying to fulfil their expectations. 
[bookmark: _Toc92213769][image: ]6. Theoretical Example of marketing
Figure 6.1: 7PS of Marketing Mix
(Source: Park, 2020)
Marketing is the management process to identify, anticipate and satisfy consumers with a profitable revenue. Marketing is not just about selling products and services it’s all about customer satisfaction. There is a scattered gap between customers and producers. This gap is occupied by a chain. This chain includes retailers, wholesalers, salesman, middlemen and advertisement agents. All are playing an equal role to complete the distribution chain of an organisation. Marketing is procedure bands and organisations used to sell their product and services. Research, orientation, communication, advertisement, evolution, creativity, delivery these actions play very crucial roles to develop marketing strategies. Marketing is all about attracting the public’s attention. Therefore the advertisement should be innovative as well as attractive. The company’s production house to the customer there is a long supply chain to deliver products (Di Benedetto, 2018). This chain is known as a traditional marketing chain. Evaluation set specific criteria with a stating time and deadline of a project and the revision is to supply required needs to the public and as feedback collect all complaints and errors from customers to focus on solving them to be reputed. Time is matter most in marketing. Delivering customers’ needs timely is a challenging matter (Park, 2020). So an organisation makes production houses nearly the demanded area as well as stock houses to store products. 
Great marketers used 7P’s to a successful market. 7P’s are product, place, price, promotion, physical, people and process. The first P represent Product, it is the core that is offered to customers. In a few words, what is to sell to customers, is the product. Service products are evasive means one’s has to try service to select or reject the service provider. Next, to make an innovative product, it’s the packaging is so important. ASDA pack their product conceptualised such as they select a target market, introduce various product ranges for various customers, focus on product quality, makes a unique feature and provide benefits, and sets a specific attractive packing size. 
The second P represents, Place is all about making products and services and where these will available for the customers. The place is a very crucial element of 7P mixes. Customers want their demanding products and services in their locality to avoid travelling. Travelling consists of extra expenses whats is disgusting for a customer, therefore, they look for the local products and services to fulfil their demands. ASDA setting up their store globally and countries major cities to provide their services and products locally. They also step into e-commerce sites to sell their products and services. It's so important to consider that where the customers would like to get their demanded products and services. 
The third P represents Price, whichis a tricky element of the marketing mix to attract and ensure long term business relations with customers. Providing the best quality products may increase the price of products. Therefore it is important to keep focused on the pricing of a product. High-quality products with high pricing may not be affordable for general customers. So price should be set in the respect of the budget of general people. After that pricing of a product or service should be lower as compared to other competitors to attract customers and ensure long-term business relationships. 
Fourth P is representing promotion. Usually, it is termed an advertisement. Promotion is to inform consumers about new products and services. In simple words, promotion is the only strategy used by organisations and brands to inform their customers about their products and services and build their brand image to retail customers. Fifth P focused on people. Products and services are characterised by the interactions and preferences of the target market for example beauty and self-care industry, banking industry, hospitality required frequently customer interactions. Identifying demands based on customer's interaction need special training such as technical or core skills suggests that employees compromising of delivering product or services can damage the image of brands and also it may lead to quality variant as well as services heterogeneity. The sixth P is process is the most crucial line to deliver products and services according to time. Designing a robust process is important. It is to reduce quality variants and provide uninterrupted services to customers. The last p is physical evidence is very important for an organisation as well as its customers to sell products and services. Well, getup, cleanliness, wall colour, website features, product packaging, catalogues determine customer's decision on the company or organisations. 
[bookmark: _Toc92213770]7. Recommendations
Focusing to gain profit after this pandemic of COVID 19 they open stores in various new places. But in somewhere the stores facing loss due to marketing position. ASDA should close or sell the stores and establish their stores in a better marketplace. In order to beat the competition, ASDA should establish some production houses near the supply chain to avoid external taxes, transportation charges and other expenses. Establishing producing house near the supply chain not only reduce the price but will also help to deliver products timely and helps to restock timely. Next due to the low sell of pandemic they face several losses. In this situation, they are suffering from insufficient money flow, they can sell their more share to stakeholders, which may solve their insufficiency of money flow. Several competitors are continuously trying to beat down ASDA. ASDA should reduce their current product price as festive or seasonal offers to attract customers. They can provide their old existing customers who are loyal consumers of these organisations from past 2 years or more than a membership card means by which they will get extra discounts on every purchase. This initiative will push them to the next level and enhance the engagement of customers and existing customers’ loyalty will be strong. ASDA should recruit a team to analyse the overall demand of the market to prevent excess production as well as they should visit all their stores to maintain a good relations with their employees as well as retailers to understand their problems it may be some local issues. They should take care all of their employees provide them some entertainments to keep them motivated as well as they should provide technological related training to handle all upgraded technologies. Product quality should be improve to be the best retail provider with a margin of profit.
[bookmark: _Toc92213771]8. Conclusion
ASDA is a globally operated retail industry. It took several marketing strategies for the development of its brand value to its consumers.  This Company focused on social media marketing policy and local market partnership process which results in improvement and increment of net profit income of this company globally. It also focuses on changing the business environment of this company which relates with adaptation of digitization platform by this company. It increased brand awareness to consumers of this retail sector by developing management policy or by changing the target of profit setup by this company, depending upon demands from its consumers. Innovations of new ideas relating to customer satisfaction and marketing strategy increased net amount of income annually by this company. Therefore, a brief Introduction of Omnichannel development process by this company results in a good flow of service and products to consumers of this company. 
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