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INTRODUCTION
Marketing a company, website, brand, or service using blogs is known as blog marketing. Including over 10,000 locations in 20 countries and total annual revenue of more than €50 billion, two German relatives cheap grocery companies operate under the Aldi brand name. The Albrecht brothers took over their mother's Essen business in 1946 to start the company. During the 1960s, the company was separated into two different divisions, Aldi Nord and Aldi Süd, both based in Mülheim. The Reports will include a series of blog postings that Aldi's target consumers may read to learn more about the company (Kumar, Gawande and Brar, 2020).
Products of Aldi
Customers may find a broad variety of goods at Aldi. Aldi's primary product areas include fresh food, bread, beverages, home goods, health and beauty, and pet care. Many of the firm's own private label products are popular. This firm promises to work with just the finest suppliers in order to provide its consumers with only the best items possible. Customers have complained that Aldi's fresh fruit and vegetable choices might be a little lackluster at times. Overripe fruits may become unusable in a matter of minutes. The firm is committed to adopting recycled products as part of its effort to reduce its impact on the environment (Olson et al.,2021).
Even in the years 2020-21, the firm will continue to expand and open additional facilities across the world. Aside from wine, it carries a variety of other items, including beer and liquor.
In Germany, Belgium, the Netherlands, and Australia, ALDI Talk & ALDI MOBILE is available. One of ALDI's vendors is a virtual member firm (VNO).
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As part of a joint venture with a local fuel retailer in Austria, ALDI now operates 66 card-operated self-serve gas-stations on or near its shops.
Aldi's approach to selling products differs significantly from those of other major UK supermarkets. Aldi's strategy is to offer items that are functionally identical to well-known brands in order to make up for the lower operational profit margins associated with branded goods. Around 50,000 product offerings are typically present in a broad Tesco or Sainsbury's store, with 50% of those being their own brands. It is essential for every firm to attract customers, and this is mostly dependent on competitive pricing. The Coe pricing is at the heart of Aldi's business model as a cheap retailer. When it comes to Aldi, volume is everything. To put it another way, purchasing in bulk provides Aldi the power to negotiate for the lowest possible price, allowing it to offer its goods at the lowest possible pricing.
A new line of home goods, such as bathroom accessories, garden furniture, and kitchenware, is being introduced by Aldi every Thursday. In terms of availability, these things aren't like anything you'll find at your local supermarket. These items are only available for a short time and cannot be purchased on a regular basis. Due to the items' rarity and low price, there is a lot of enthusiasm among the buyers at the shops. Posters advertising the forthcoming week's offerings may be spotted in retailers nationwide (Mowat, 2018).
Place/distribution channels of Aldi
Typically, the term "place" refers to the physical location where a company's goods may be purchased by the general public. There are hundreds of Aldi locations in 19 countries. It has over 840 locations in the UK and over 1,900 locations in the United States, spread over 35 different states. There are more than 4100 locations in Germany where it is available (Rahma, Aldi, and Pratiwi, 2020).
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Online and in-store shopping options are available for Aldi customers. Interestingly, Aldi does not need a minimum purchase amount for delivery to the vast majority of postal locations in the United Kingdom's mainland. Additionally, customers may choose to have their item delivered to a pickup place in the United Kingdom within three to five working days of their transaction being completed.
ALDI is often referred to as a "no-frills" discount store that carries a wide variety of products. As a result of this, it maintains the design of its layouts as basic as possible. A number of factors were taken into account before the opening of ALDI stores. It focuses on high-traffic areas with a population of at least 30,000. People should be able to readily and pleasantly go to shops, particularly on public transportation, since accessibility is a key feature. Customers will not be inconvenienced because of a lack of parking places, thanks to the efforts of the business.
ALDI Price/Pricing Strategy:
ALDI's pricing approach is outlined below:
ALDI's own brand items, which aren't sold by its rivals, have a loyal following because of the low prices and high quality they provide (He and Harris, 2020).
ALDI employs a variety of additional policies, including:
In order to make it easier for consumers to compare prices, ALDI adopts a unit pricing model for its grocery products.
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Low costs for new items allow them to join the market rapidly and win market share.
With fierce competition, it will lower its pricing and pass the savings on to customers by purchasing in bulk at a discounted price and passing the savings along to them.
• Psychological Pricing: ALDI prices their items in an intelligent way, such as $3.78 instead of $4, since a tiny variation in pricing may make a tremendous impact in the customer's thinking.
Customers are lured into the shop by low prices on ALDI's non-food items, so that when they purchase foods, ALDI makes up for the lost earnings.
The consumer sector is extremely competitive with consumers having a bigger option. Aldi inquires and determines the requirements and desires of its customers and then takes necessary actions to accommodate their wants and demands through proper pricing methods. It is committed to provide items, particularly of frequent use, at reasonable prices without sacrificing its quality so as to keep client loyalty. Target clients of the firm are lower middle class and middle-class part of society and it has kept this factor in mind when formulating its price strategies.
Despite severe competition from a number of other brands, the firm has managed to keep its product costs on par with those of its rivals. As a result, it is able to provide its goods at cheaper prices than its competitors. Buying in bulk provides ALDI a leg up when it comes to getting the best pricing. As a result, it is able to give its consumers the lowest pricing on high-quality goods. This boosts sales volume and generates more profits.
Promotions in the Marketing mix of Aldi
ALDI is a worldwide brand that communicates with its consumers in a variety of ways to keep its global presence strong. In order to attract consumers to its stores, it believes in starting a conversation and developing curiosity. With programs such as Switch & Store and retrieve information Like Brands, ALDI has used both above-the-line and well below marketing methods to attract new consumers.
As a result of this, it has begun marketing to a broader demographic. While promoting a specific item, the It's like Brand campaign used a competitor's comparable product as a reference point for comparison. The company's motto, "Like Brands, Only Cheaper," emphasized that it offered high-quality products at reduced costs (Maulany, Aldi and Herdjiono, 2017).
Aldi communicates with its consumers and prospective customers using a variety of above-the-line means. These include: 
• Television commercials and promotions. The 'Like Brands' campaign is comprised of 20-second television commercials that highlight a certain product or service. The advertisements feature a well-known brand that is considered a standard for quality next to an Aldi brand product. They advertise with the phrase 'Like Brands. But Cheaper.' In order to develop trust and an emotional connection with their target consumers, they use humor in their communications (He and Harris, 2020).
Shops (1 million copies produced every week) and consumers living in the surrounding regions of stores get printed leaflets, which are delivered to customers in the stores themselves. 
• Newspaper advertisements assist to increase the reach of the 'Like Brands' campaign and to exhibit a range of product categories by highlighting the products that are similar to the brands being promoted. Aside from that, they also express the Aldi motto of "Swap and Save." This commercial highlights how much money people might save if they switched from their regular grocery store to Aldi on a weekly basis. They made comparisons between Aldi items and well-known brands in order to showcase Aldi's message of value for money.
• 'Swap and Save' signs are also displayed in stores to draw attention to the message.
Customers are engaged in a variety of ways via below-the-line marketing strategies. This kind of advertising may be more readily targeted to particular audiences than traditional above-the-line advertising. In addition, they provide enterprises with more management over their interactions. Aldi employs a variety of strategies that are below the line. These are some examples:
· The use of social media
· sending consumers tailored e-mails
· Recognition and prizes from third parties
· Public affairs and media relations, among other things.
People:
In compared to rivals, ALDI offers less customer experience since employees are not directly involved in product portfolio. This is because ALDI's customer experience is very well-designed, with everything divided into suitable areas, minimizing the amount of personnel necessary on each level. Furthermore, unlike at other stores, the cashier is seated, which enables employees to scan items more rapidly due to the computer being right across from them, leading to faster sales. ALDI rewards its employees more than its competitors and provides new hires with on-the-job training to ensure their success (Schirmann, 2018).
Process:
In comparison to competitors, ALDI provides less customer support because staff members do not serve consumers in product offerings. This is due to the fact that ALDI has a very carefully designed shopping experience where everything is partitioned into appropriate sections, reducing the number of employees required on each floor. Additionally, unlike other shops, personnel at the cash counter are sitting, which allows them to scan things more quickly since the laptop is directly in front of them, resulting in speedier sales. ALDI compensates its workers more than its rivals and offers new staff with on-the-job training to help them succeed (Fahy, J. and Jobber, D., 2019).
Physical Evidence:
ALDI is well-known around the globe for its straightforward business processes, standardization, and global price systems. The firm's stores stock 85 percent of the time with items itself from label, with the other 15 percent from the well brands. It sells things at a 30% discount and keeps the same daily cheap prices globally. Besides that, that is the only store that maintains consistent prices around the world. This section describes the marketing strategy used by ALDI (Boyer ET AL.,2018)
Conclusion 
When it comes to retailing, Aldi takes a unique strategy that has given the company a competitive edge in a very competitive industry. As a result of Aldi's approach utilized of the marketing mix, the company is able to offer excellent, own-brand items at the minimum possible price. Aldi's unique marketing programs, such as 'Like Brands' and 'Swap & Save,' are helping to improve consumer views of the company. In this way, they contribute to the attainment of Aldi's marketing goals. Its sales per shop have climbed by 100% over the last three years as a result of the marketing, which have resulted in more loyal consumers. Customer engagement and favorable comments are generated via the company's multi-channel marketing events.
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