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[bookmark: _Toc237261672]Executive Summary
This report critically evaluates the strategic position of the ASDA Group Ltd within the highly competitive UK-based grocery store market. The context of the organisational environment, competitive environment, internal resources, and the future strategic capabilities and strategic options of the ASDA are analyzed. The UK grocery market is highly competitive with a constantly changing consumer expectation, undergoing digital transformation, inflation and more discount options such as Aldi and Lidl that present a number of challenges to supermarket chains (Syed, 2020; Rashid, 2023).
The findings indicate that the principal competitive advantages of ASDA will be Everyday Low Price, the presence of the extensive network of stores, the brand awareness, and the growing potential of the omni-channel strategy (Henry, 2021; Statista, 2023). However, sales of the company stagnated, expenses increased and it experienced the increasing competition with both higher-end and low-end stores, which has undermined its market standing in relation to Tesco and Sainsbury (Statista, 2026; Xiao, Chen and Yu, 2021). There are also identified opportunities concerning digital transformation, customer relationship management, convenience retailing and sustainability efforts, as well as some threats posed by economic uncertainty and availability shortages in the supply chain and evolving consumer patterns (Chapman, 2026; Yang et al., 2024).
It is recommended that the company implements a market development and digital differentiation approach, which is aimed at enhancing customer experience, improving online capabilities, and more convenience formats. This will aim at creating greater long-term competitiveness and still focus on value in ASDA. The reflective section explores the research and analytical process undertaken with a focus on the requirement of strategic frameworks, critical thinking and evidence-based decision making in the modern strategic management practice.
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[bookmark: _Toc237261673]Section 1: Strategic Analysis and Choices
[bookmark: _Toc237261674]1. Introduction and Organisational Context
ASDA Group Ltd is one of the largest supermarket groups in the United Kingdom and the grocery retail sector is a very competitive one. Asda’s background draws back to 1949 when Yorkshire dairy farmers formed Association Dairies and Farm Stores Limited which later merged with the Asquith brothers’ retail operations to create ASDA in 1965 (ASDA, 2026).  It has expanded from a regional store to national brand in value. The acquisition of ASDA by Walmart in 1999 and the subsequent sell to Issa brothers and TDR Capital in 2021 change of ownership ushered in a critical turning point in ASDA's history, shifting it towards strong strategic autonomy, transformation and market recovery.  (Ologunebi and Taiwo, 2023). ASDA's mission is to provide affordable products to customers, and their strategic vision is accessibility and convenience to customers with their physical and digital retail channels putting the customer's value at the forefront (ASDA, 2026). 
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ASDA's business model EDLP (Everyday Low Prices) which prioritizes low pricing over heavily discount prices through promotions from time to time. Its revenue streams are from a broad-based retail system comprising a number of large format supermarkets, online home delivery, petrol and a fast growing number of Asda Express convenience stores. Value is achieved via cost efficiency, supply chain optimization and scale, helping ASDA appeal to the needs of price-driven consumers with its wide variety of products (Ritzu, 2025).
The UK grocery retail sector is highly competitive, mature and suffers from low margins and price wars. Tesco, Sainsbury's, Aldi and Lidl are the main players with varying attributes, such as size, cost, quality, convenience and technological features (Xiao, Chen and Yu, 2021). High brand equity and the more advanced data-driven loyalty programs offered by its competitors put Tesco ahead of the pack in the eyes of the consumer, while discount retailers such as Aldi and Lidl are making progress by offering customers lower prices and more efficient cost structures (Sarisa, 2021). The market share of ASDA is 11.5 per cent, which is decreasing due to growing competition and consumer preferences (Statista, 2026).
ASDA's core competitive edge is being able to bring low price at scale using efficient logistical systems and procurement processes. But the era of this type of “benefit” is coming to an end, as cheaper “discounters” and those better versed in their digital and customer engagement abilities are putting pressure. As a result, ASDA's current strategic posture is to strengthen and build new potential competitive advantages, especially in the area of convenience retailing and digital engagement.
Table 1: ASDA Organisational Overview
	Element
	Description

	Founded
	1949

	Headquarters
	Leeds, United Kingdom

	Industry
	Grocery Retail

	Business Model
	Everyday Low Prices (EDLP)

	Main Channels
	Superstores, Online Delivery, Asda Express

	Key Competitors
	Tesco, Sainsbury's, Aldi, Lidl


Source: Statista (2023), Ologunebi (2023), and Henry (2021).

Asda’s Financial Structure 
1.Asda’s Ownership Allocation
	Shareholder 
	Ownership Stake
	Role / Status

	TDR Capital
	67.5%
	Controlling Majority Private Equity Firm

	Mohsin Issa
	22.5%
	Co-founder / personal Investor

	Walmart 
	10.0%
	Former Owner / Minority Stakeholder

	2. Core Financial Metrics
	
	

	Metrics 
	Amount 
	Financial Impact

	Cash Reserves
	£1.3 Billion
	High cash availability for operations

	Total Liquidity
	£2.1Billion
	Includes available credit lines and cash

	Adjusted Earnings
	£761 Million
	Solid underlying operation profit

	Pre-tax Loss
	£989 Million
	Driven by price cuts and Walmart IT exit costs

	Debt Profile
	Secured into 2030s
	High leverage, but repayments are pushed far out


(Asda Corporate, 2026)
[bookmark: _Toc237261675]2. External and Internal Analysis
[bookmark: _Toc237261676]2.1 External Analysis (PESTEL)
The macro-environment faced by ASDA is highly dynamic and it has a strong impact on its strategic decision-making. A combination of political, economic, social, technological, environmental, and legal (PESTEL) influences the competitive environment in the UK grocery retail market, both of which are characterized by low margins and high competitiveness (Henry, 2021).
Economic conditions are one of the factors that are most crucial. The inflationary pressures and the impact on the supply chain on pricing, higher operation costs have reinforced the importance of implementing cost leadership in operations and the importance of price sensitivity among consumers (Arrieta-Paredes et al., 2020). Though ASDA continues to use its Everyday Low Prices (EDLP) strategy, the structurally lower-cost competitors such as Aldi and Lidl gradually undermine it, thus limiting its effectiveness as a competitive advantage in itself (Syed, 2020). What this means is that cost leadership is no longer effective to sustain position in the market.
Customer taste, socially is shifting towards convenience, speed and internet communication. The emergence of online shopping and customization experiences drive retailers to invest in an omnichannel and customer relationship management platform (Mkansi and Nsakanda, 2021; Wang, 2023). The Rewards application of ASDA can be viewed as an improvement in the field, but the competitors have more developed digital ecosystems, and there is a relative lack of skills.
There are opportunities and threats associated with technological advancements. Operational efficiency, improved decision making that is data-driven, and customer retention can be improved with the help of digital transformation (Ologunebi and Taiwo, 2023). The quick change in technology, however, requires the continuous investment as well, which puts a heavier and heavier financial burden, given the leveraged Financing structure of ASDA (Chapman, 2026).
Environmental and legal factors are coming to the forefront. The sustainability needs that are transforming industry practices are the reduction of food waste, carbon emission, and ethical sourcing (Yang et al., 2024). The additional costs in compliance and business realignments are simultaneously accompanied by regulatory changes such as High Fat, Sugar and Salt (HFSS) restrictions, which demand additional compliance costs and realignment of the business (Eastmure, 2022). As much as these are triggers of problems, they can be adopted to avail differentiation opportunities accompanied by responsible and sustainable practices.
Table 2: PESTEL Summary for ASDA
	Factor
	Key Impact on ASDA

	Political
	Regulatory scrutiny and food standards

	Economic
	Inflation, cost pressures, consumer spending constraints

	Social
	Demand for convenience, health and digital engagement

	Technological
	Digital retailing and loyalty systems

	Environmental
	Food waste reduction and sustainability requirements

	Legal
	HFSS regulations and consumer protection laws


Source: Rashid (2023), Eastmure (2022), Yang et al. (2024), and Chapman (2026).
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Figure 1: Declining ASDA Market Share in the UK Grocery Sector (2021-2026) (self-created)
(Source: Statista, 2026)

Critical Success Factors (CSFs)
The external environment brings to the fore some crucial success factors that ASDA needs in order to be competitive:
· Maintaining cost efficiency through effective supply chain management
· Developing strong supplier relationships to ensure product availability and pricing stability
· Delivering seamless omnichannel experiences integrating physical and digital platforms
· Leveraging customer data for personalized marketing and retention strategies
· Adapting quickly to regulatory and economic changes
These factors are very significant in a sector where achieving operational efficiency and customer-focused competencies have become key factors in establishing competitive advantage (Rashid, 2023).
Strategic Challenges
ASDA is confronted with a number of strategic challenges that are brought about by the external environment:
· Intensifying price competition from discount retailers, reducing the effectiveness of cost leadership (Sarisa, 2021)
· Increasing digital competition from technologically advanced retailers, creating pressure for continuous innovation (Mkansi and Nsakanda, 2021)
· Rising operational and compliance costs due to inflation and regulatory requirements (Chapman, 2026)
· Changing consumer expectations towards convenience, speed, and personalized services (Mogaji, 2025)
These issues point to the necessity of ASDA developing further than a price-based strategy to be more integrated and differentiated.
[bookmark: _Toc237261677]2.2 Internal Analysis (VRIO)
The VRIO framework assists in the assessment of ASDA based on its internal resources and capabilities in terms of the capabilities to establish sustainable competitive advantage (Henry, 2021).
The network of stores of which ASDA is a holder, constitutes a strong asset, which supports the retailing operations (physically) and fulfilment online. It enhances availability and results in economies of scale. However, it is not the only one with its rivals such as Tesco also possessing a similar network, curtailing its sustainability in establishing a competitive advantage (de Moura, 2021). Thus, it only gives a short-term benefit.
The Integrated Procurement Logistics (IPL) system has a higher strategic level. It enhances procurement, inventory and distribution efficiencies, thereby enabling ASDA to control its costs and deliver its EDLP strategy (Ritzu, 2025). Though the logistics are also being invested in by competitors, the degree of integration and operational efficiency in ASDA makes it comparatively hard to copy, which offers a greater competitive advantage (Pérez-Mesa et al., 2021).
Asda Rewards programme is a great intangible asset that allows gathering and exploiting customer data. This aids in customized marketing, improved customer engagement and retention (Ologunebi, 2023; Wang, 2023). This, together with an increasingly data-driven retail space, have the potential to bring about a sustainable competitive advantage, but it has to be leveraged.
The reputation of the brand has been a strength in the past, linked with affordability and accessibility. This is an advantage but it is getting increased since the competition is also providing the same prices with a better understanding of the quality (Sarisa, 2021). That has resulted in ASDA brand achieving a competitive parity as opposed to differentiation.
As part of the significant internal weaknesses, one can mention the financial structure of ASDA. When the debt after the acquisition is high, then it decreases the strategic flexibility and ability of the organization to invest in innovation and transformation (Osei, 2025). This poses a major risk to the long run competitiveness in a capital intensive industry (Chapman, 2026).
Connecting Internal on Competitive Advantage.
The main source of cost leadership that will be implemented in ASDA is its internal resources which enable the firm to be a leader in terms of its effectiveness and scale of its operations. Its logistics system and network of stores also make it easy to control its costs and distribution are also very important in maintaining its low prices. Nevertheless, these benefits are being counterbalanced by competitors, especially the ones operating a leaner operating model (Syed, 2020).
Data-driven capabilities of ASDA have the highest competitive advantage in terms of sustainable competitive advantage. The Asda Rewards programme helps the organization to go beyond price competition and provide personalized value to its customers, fostering loyalty and increasing its long-term profitability (Piricz, 2025). The relocation is critical in a context whereby customer experience is becoming relevant in regard to differentiation.
Table 3: VRIO Analysis of Key Resources
	Resource
	Valuable
	Rare
	Difficult to Imitate
	Organised
	Competitive Implication

	National Store Network
	Yes
	No
	Moderate
	Yes
	Temporary Advantage

	IPL Logistics System
	Yes
	Moderate
	Yes
	Yes
	Strong Competitive Advantage

	Asda Rewards Data
	Yes
	Moderate
	Yes
	Yes
	Potential Sustained Advantage

	Brand Reputation
	Yes
	No
	No
	Yes
	Competitive Parity

	Financial Structure
	No
	No
	No
	No
	Competitive Weakness


Source: Henry (2021), Rodrigo (2023), Wang (2023), and Hiller (2023).
[bookmark: _Toc237261678]2.3 SWOT Matrix Synthesis
The SWOT analysis indicates that ASDA is strong in operation particularly in logistics, size and customer data. These capabilities offer a basis to strategic growth, especially in online interactions and convenience stores (Mkansi and Nsakanda, 2021).
However, its drawbacks such as high rates of debts and declining market share reduce the strategic flexibility and limit the organizations’ ability to provide aggressive actions against market rivals (Statista, 2026). The opportunity in digital transformation, sustainability and growth of convenience stores exists externally; whereas the threats are the growing competition, the forces of regulation, and economic uncertainties (Chapman, 2026).
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Figure 2: SWOT Matrix for ASDA (self-created)

Overall, the SWOT analysis depicts a key strategic challenge: the cost leadership strategy can still be applied to ASDA but it is quickly becoming less and less effective on its own. As the organization needs to maintain its competitive edge, it needs to use its internal strengths- especially data and logistics- to generate other sources of value in addition to price competition.
[bookmark: _Toc237261679]3. Comprehensive and Holistic View of Organization
[bookmark: _Toc237261680]3.1 CSR Strategy Evaluation
The UK grocery industry has seen increased importance of corporate social responsibility being influenced by the consumer, regulators, and investor requirements that require the retailers to exhibit a sense of environmental and social responsibility (Yang et al., 2024). The ASDA CSR plan is aimed at cutting down carbon emission, removing superfluous plastic packaging, minimizing food waste, and contributing to the local communities with charitable activities and community investment programmes (Sandilands, 2024). These types of activities actively work on the greater sustainability agendas and meet the increasing stakeholder expectations as environmental performance agendas (Achterberg, 2024).
Advertisement strategy of low-cost business strategy is somewhat in compliance with the CSR strategy of ASDA. Food waste reduction programmes improve the effectiveness of the processes and decrease the disposal cost and encourage sustainability objectives (Pérez-Mesa et al., 2021). Similarly, the value-based positioning can be backed by supply chain improvements and package-cutting that can establish the low cost over the long-term and potentially save the company some money (Yang et al., 2024). Sustainability investments can, however, entail a lot of upfront cost, which creates a conflict between the short-term profitability and environmental long-term commitment (Rodrigo, 2023).
Among the aspects in which the company has been improving is in the area of responsible sourcing and reduction of waste which have been the trend but the rivals such as Tesco and Sainsbury have been perceived to be more sustainable (de Moura, 2021). CSR thus should not be considered as a mere compliance issue. Instead, ASDA needs to use sustainability initiatives as a strategic tool, which contributes to customer trust, efficiency, and competitive stance and complies with its strategy of Everyday Low Prices (Piricz, 2025).
[bookmark: _Toc237261681]3.2 Balanced Scorecard Framework for ASDA
Balanced Scorecard refers to a set of principles that provide specific tools in transforming organisational strategy into concrete goals both in financial and non-financial terms (Henry, 2021). When applied to ASDA, the framework leads to the introduction of the cost leadership, digitalization, customer retention, and operational efficiency goals.
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Figure 3: Balanced Scorecard for ASDA Group Ltd (self-created)
Source: Kaplan and Norton (1992), Henry (2021), Wang (2023), and Mkansi and Nsakanda (2021).

Financial Perspective
Financial performance remains the primary concern for The main issue facing ASDA is financial performance since deteriorating sales and debts have put a strain on profitability and sustainability (Statista, 2026). According to the latest financial performance, the company has lost market share and intense price wars have impacted earnings performance adversely (Chapman, 2026). As a result, ASDA has to work on the revenue diversification by further extending the Asda Express stores and non-food outcomes like George clothing (Mogaji, 2025). The convenience segment has shown great growth and Asda Express out-performs the greater convenience market and reaches over 500 stores across the country by early 2026, which means that it can generate a significant source of future revenue growth.
Customer Perspective
ASDA competitive strategy includes customer value as one of its key components. The organization will need to retain the image of affordability and increase customer loyalty by assisting them to become more digital to be successful (Syed, 2020). The Asda Rewards program has already given rise to a wealth of customer interaction and provides valuable behavioral data, which can be leveraged to pursue customized marketing strategies (Ologunebi, 2023). During the roll out of the programme; more than a million customers registered with the programme, which shows how strategic the programme has been in the retention and engagement of the customer. However, the customer feedback indicates that the customer loyalty benefits must continue to change so as to remain active and be felt to have value.
Internal Business Process Perspective
One of the success factors behind the low-cost positioning of ASDA is operational excellence. This results in customer satisfaction and cost management due to effective inventory management, great supplier relations and timely order fulfillment (Ritzu, 2025). ASDA has an Integrated Procurement Logistics system that facilitates operational effectiveness by improving product availability and reducing the supply chain costs (Pérez-Mesa et al., 2021). New product availability has been on the increase to approximately 96% and it goes to show that there has been some improvement in performance in operations, despite the undergoing of some big technology transformation projects. Nevertheless, the concept of resiliency in a supply chain has gained relevance since the grocery stores retail activities continue to be affected by global curriculums and inflation (Chapman, 2026).
Learning and Growth Perspective
Organisational learning and development of digital capabilities is becoming more crucial to the long-term competitiveness. The retailers should keep investing in the skills of employees, technological advancement, and leadership to stay competitive in the fast-evolving markets (Schofield, 2021). Digital transformation at ASDA requires the changes in personnel to adapt to the new technologies, customer service systems, and data-driven operating systems (Wang, 2023). Furthermore, the necessity to recruit digital talent has been on the rise with the changing retail competition to data analytics, e-commerce, and personalized customer experiences (Hiller, 2023). Thus, a long-term investment in workforce development should be a tool to facilitate the strategic change and future development (Osei, 2025).
The Balanced Scorecard has demonstrated that a balance between financial recovery and financial customer value, operational excellence and building organisational capabilities are the future of ASDA success. All four perspectives need to be improved since vulnerabilities in one sphere may negatively impact the overall strategic performance (Henry, 2021).
[bookmark: _Toc237261682]4. Strategic Choices, Implementation and Section Conclusion
[bookmark: _Toc237261683]4.1 Business-Level Strategy
According to Porter’s Generic Strategies, organizations can obtain competitive edge with strategies of cost leadership, cost differentiation or cost focus (Henry, 2021). ASDA has always been a low cost firm, or it comes as no surprise, but the firm's strategy is the Everyday Low Prices (EDLP) that is targeted at customers in the grocery and non-food categories, who are price sensitive and aiming for low cost (Syed, 2020). This has been a classic stance which has enabled ASDA to compete well in the UK grocery market.
The cost leadership has however been rendered too weak with regard to maintaining it. One of the reasons for this is that ASDA has had to differentiate itself from competitors in the industry and more specifically discount supermarket Aldi and Lidl, which has lessened the price influence it has. This is because competitors in the industry and more specifically discount supermarket Aldi and Lidl has reduced ASDA's ability to differentiate on price alone (Sarisa, 2021). These competitors may have a lower cost base, and can beat the traditional supermarkets. The fall of ASDA market share up until now that around 11.5% makes its market domination strategy no longer effective to support its market domination competitive advantage (Statista, 2026).
On Porters Five Forces, the environment that ASDA is operating in is quite competitive due to the presence of high competition, buyer power and threat of substitutes. Low-price shoppers are very easy to shift to other stores, therefore giving competition to low prices retailers. In this way, the cost leadership strategy does not provide ASDA with any chances to avoid the loss of its market share, which is gradually achieved. To stay competitive, ASDA needs to transform into a hybrid business model that blends differentiation (convenience, digital interaction, customer experience) and cost efficiency with a redesigned to make it an amalgamation of both.
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Figure 4: Strategic Position of Major UK Grocery Retailers (2026) (self-created)
(Source: Statista, 2026) 

[bookmark: _Toc237261684]4.2 Strategy Selection and Validation
Market penetration through the expansion of the ASDA Express type of convenience stores to digital capabilities is the most strategic option which could be adopted by ASDA. This is done by Ansoff Matrix, where the expansion is realized by gaining more market share in the existing markets by making the market more accessible and contact with customers.
With the rising trend of convenient and faster shopping, localized buys and an ever-increasing demand by consumers for convenient services, this strategy is appropriate, as it attempts to cater to this new wave of consumer behavior (Mogaji, 2025). Smaller and more convenient types of shops (Mkansi and Nsakanda, 2021) are now available because people have time-constrained lives and are becoming more urbanized. The existing network of over 500 Express stores has been a demonstration of organisational commitment and market acceptance at ASDA.
The strategy is palatable, as it value adds to the customers and does not alter the initial EDLP proposal. Affordability and convenience are good traits of customers and improves retention and customer satisfaction. Large-format supermarkets are characterized by more profitable margins than convenience stores, which helps increase the revenues and profitability (Chapman, 2026).
ASDA's logistics network and supplier network as well as the brand name are some of the mechanisms that facilitate the feasibility. The organization has the means to expand the convenience model Currently, the organization has the required operational skills for further development of the convenience model (Ritzu, 2025). However, financial limitations stemming from heavy debt load may prevent growth and may lead to the adoption of strategies to manage debt. Despite this, due to the debt levels, financial limitations can stop increases in growth and can result in the implementation of strategies to reprieve debt.
SAFe Evaluation:
	Criteria
	Assessment
	Justification

	Suitability
	High
	Aligns with market trends and consumer behaviour

	Acceptability
	High
	Supports customer value and financial performance

	Feasibility
	Moderate-High
	Enabled by existing capabilities but constrained by debt

	Overall
	Recommended
	Strong strategic alignment



Overall, the plan is a middle-of-the-road solution to the matters of the competent forces and its internal strengths.
[bookmark: _Toc237261685]4.3 Gap Analysis
Gap analysis enables us to display the gap between where ASDA is now and also how it needs to move according to the strategy implementation to be successful (Henry, 2021).
	Strategic Area
	Current Position
	Desired Position
	Gap

	Market Share
	Declining (Statista, 2026)
	Growth via convenience expansion
	Limited coverage in high-demand locations

	Digital Capability
	Moderate
	Advanced omnichannel integration
	Insufficient personalization and data utilization

	Customer Retention
	Inconsistent
	Strong loyalty-driven engagement
	Underdeveloped CRM utilization

	Financial Capacity
	High debt levels
	Sustainable investment capacity
	Restricted expansion funding

	Operations
	Strong logistics
	Scalable multi-format efficiency
	Pressure from rapid expansion



While ASDA's operational infrastructure is well backed by the company, it is weak in its financial flexibility and digital skills and also underdeveloped on customer interaction. These gaps need to be addressed to have sustainable competitive advantage.
[bookmark: _Toc237261686]4.4 McKinsey 7S Framework
The McKinsey 7S framework identifies organisational changes required to support strategies to be put into action.
· Strategy: Transition from pure cost leadership to a hybrid model integrating convenience and digital differentiation
· Structure: More decentralized structure to support rapid expansion and local responsiveness
· Systems: Enhanced IT systems for supply chain visibility and customer analytics (Wang, 2023)
· Skills: Development of digital, analytical, and customer experience capabilities (Schofield, 2021)
· Staff: Recruitment of digital talent and workforce alignment with strategic goals
· Style: Leadership focused on innovation and adaptability to drive change (Osei, 2025)
· Shared Values: Emphasis on customer-centricity, efficiency, and sustainability (Piricz, 2025)
These areas should be correlated in order to facilitate good execution of the proposed plan.
[bookmark: _Toc237261687]4.5 Strategic Implementation and Risk Mitigation
A progressive growth program is a means towards achievement; it has to contain: ASDA needs to focus on high-density urban areas and transport centers where the need to have convenience retailing will be the greatest.
The competitive advantage of the strategy is boosted in a number of ways. Firstly, the high market penetration and access (Mogaji, 2025) can be enhanced due to the increased access to the stores. Second, with the support of the Asda Rewards programme, the relationship aspect helps to retain customers and support them with personalized communication (Ologunebi, 2023). Third, shared logistics infrastructure has efficiencies and cost synergies (Pérez-Mesa et al., 2021).
Nevertheless, there are a number of risks to be addressed. The financial risk would still be strong, due to high level of indebtedness and lesser investment. A progressive expansion plan with a high-end focus could help to reduce this risk (Chapman 2026). Being aware of potential risks of operation, including the type of the supply chain and problems related to the integration, is also important, which will require investments in logistics and planning of the workforce.
Cultural resistance can be caused by changes in organizations. Effective communication and fighting the infinite clash between resistance minimization and alignment is needed as well as leader engagement and employee training (Schofield, 2021; Osei, 2025). Also, it is important to keep customer experience at the same level in all formats, as the quality of service might negate the planned competitive advantage.
[bookmark: _Toc237261688]4.6 Section Conclusion
From the analyzed point of view, the competitive advantage that ASDA has been using so far, the traditional cost leadership strategy, is not providing ASDA with the market advantage in the more dynamic and competitive one, as in the past. The proposed market penetration strategy based on expanding the convenience and digitalization is more balanced and sustainable.
By filling the perceived gaps and aligning the organisational factors using the McKinsey 7S framework, ASDA will be able to improve the financial performance and the work performance. It involves implementation threats, but with a planned and incremental approach the organization will be able to dominate a specific market and grow in the long run of the UK grocery retail sector.
[bookmark: _Toc237261689]5. Conclusion
This report has come to a conclusion that ASDA is still among the most important retailers in the UK grocery market that has considerable strategic problems. External analysis threats are the increasing competition, regulatory and the increasing consumer behavior but the opportunities are the digital retailing and convenience growth opportunities. Internal analysis also identified the important resources in the form of the network of stores, logistics, and customer data assets owned by the ASDA as well as high levels of debt and shrinking market share undermine strategic performance (Statista, 2026).
The analysis finds that the main cost leadership strategy of ASDA is still applicable, but needs to be adjusted. It will not provide a sustainable competitive advantage because of low prices to meet more efficient discount competitors, which are increasing (Syed, 2020). Rather, the company could consolidate its stance with faster development of the Asda Express convenient format with the help of digital interaction and operation excellence.
In general, the strategic health of ASDA could be characterized as problematic yet reparable. The company possesses immense resources, good brand recognition and big market presence. With management able to effectively implement the suggested market penetration strategy and manage financial and operational risks, ASDA will be in a better position to defend market share, enhance long-run profitability, and its competitive stance in the changing UK grocery retail market. Recent trends in the study of convenience retailing suggest that the bases towards the recovery are present but the long term achievement will play a critical role in the process.


[bookmark: _Toc237261690]Section 2: Reflective Account
Introduction to Reflection
This reflective piece utilizes the Reflective Cycle created by Gibbs to reflect upon my learning experience in the process of completing the ASDA strategic management report. Gibbs framework is an organized framework in which individuals are able to reflect more in relation to the personal learning and professional development through a structured framework which is divided into description, feelings, evaluation, analysis, conclusion, and plan of action (Gibbs, 1988). The model was chosen since it promotes self-critical self-evaluation and allows the eventual advancement of strategic management skills.
Description and Feelings
The given assignment is based on the in-depth strategic analysis of ASDA, which is one of the most recognizable retailers in the United Kingdom. I thought that initially, I was going to be working with strategic frameworks, namely, PESTEL, VRIO, SWOT, and the Balanced Scorecard. However, further into the research process, I realized that researching a large organization is concerned with how these outside forces, internal strengths, and the strategic decision-making processes interact with each other (Henry, 2021).
The research process was interesting and challenging to me. ASDA is a company that is in a very competitive industry that is affected by inflation, regulatory changes, digital transformation, and changing consumer behavior (Rashid, 2023). Accordingly, it took a lot of critical analysis to gather the information and determine the strategic issues that were the most relevant. I was convinced in the operational capabilities review since the business model and competitive positioning of ASDA were somewhat obvious. Nevertheless, I had a more challenging time differentiating between corporate marketing assertions and true strategic competencies, which generate sustainable competitive advantage (Rodrigo, 2023).
Evaluation and Analysis
There were a variety of areas in the assignment that were successful. The most effective sphere was converting amounts of retail industry information into planned strategic forms. The PESTEL analysis, as well as the VRIO one, allowed me to organize the seemingly complex information and identify which factors will most likely impact the future performance of ASDA (Henry, 2021). My perception of the linkage between internal resources and competitive advantage improved as well as my awareness of how combined with effective organisational capabilities, internal resources can generate competitive advantage (Wang, 2023).
The tool of Balanced Scorecard was particularly helpful as it allowed linking the strategic goals and the feedback results which can be measured. Rather than thinking about strategy as a concept, I was able to learn how strategic objectives can be translated into concrete goals, performance measures and implementation programs (Mogaji, 2025). This enhanced my skills in relating theory and organisational practice.
The hardest was to analyse critically the ASDA strategy position. At first, I thought that the performance of ASDA could be only attributed to low prices. However, the discussion has unveiled that pricing is not the only factor of competitive advantage. Long-term performance is also dependent on customer information, logistics, digital, and organizational learning (Mkansi and Nsakanda, 2021). This has not merely left me doubting my previous understanding of strategy, but also the importance of considering organizations in a multi-faceted fashion.
The other challenge was to analyse conflicting evidence. Other sources would focus on the strengths of operations at ASDA, and others focus on shrinking market share and financial strains (Statista, 2026). This required a great level of critical thought as it is not perpetually in straightforward conclusions when making strategic analysis. Instead, a good assessment is to balance the strengths, weaknesses, opportunities, and threats before providing evidence-based recommendations (Chapman, 2026).
Conclusion and Action Plan
Overall, this assignment has significantly benefited my learning with regards to the practical aspect of strategic management. I learnt that it is not only historical strengths that can be used to establish successful organizations because the competitive environments are constantly changing. External pressure, internal resources, stakeholder expectations, and the capability to implement all simultaneously should be put into consideration when making decisions related to scheduling (Henry, 2021). The assignment has also justified the necessity to employ evidence-based decision-making and critical analysis in evaluating organisational performance.
Next time, I will enhance my skills of analyzing strategic problems by referring to academic literature and data in the industry more actively. I will also enhance my application of sophisticated strategic models to come up with profound analyses as opposed to the descriptive debates. I am seeking to apply these analytical skills in assessing performance of organizations, opportunities of the organization strategy, and delivering evidence-based and decision-making of businesses. It has not only boosted my self-confidence in taking on strategic analysis but has equipped me with some practical skills as well, which will aid me in both academic and management life.
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