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[bookmark: _Toc190098390]1. Introduction to Organization and topic Area
[bookmark: _Int_lXfOGXAq]Asda is a prominent UK supermarket chain with a notable position in the retail market. The company was set up in 1960 in Yorkshire, UK and grew to be one of the biggest grocery retailers in the UK with other giants like Tesco, Sainsbury’s, and Morrison (ASDA, 2024). Affordability is something that Asda is well known for, and the supermarket chain sells cheap grocery items and household products and offers clothing under its George brand. However, while the supermarket reaches its consumers through the physical stores the same can also be achieved through the online channels. Over the years, Asda has used multiple customer-centric strategies that have formed consumer purchasing behaviours and changed the local market dynamics like price cuts, promotional deals, and loyalty programmes (ASDA, 2025).
[bookmark: _Int_WhFndC7t][bookmark: _Int_Qc1d08Au]ASDA has more than 145,000 dedicated Asda colleagues serving more than 18 million customers in the UK who shop in its store every week (ASDA, 2025). In general, the introduction of Asda stores has caused a change in consumers’ spending habits as customers tend to spend their money on large-scale retailers, because of low prices and extensive varieties of products. However, for smaller retailers, this shift gives birth to compliancy challenges as they find it a task to compete with Asda’s pricing and promotional activities (Jones & Comfort, 2021). Further, Asda also impacts factors besides pricing impactful being brand loyalty, beliefs of value by customers and the convenience form of shopping behaviours (ASDA, 2025).


[bookmark: _Toc190098391]2. Aim and Objectives 
[bookmark: _Int_1LQffEps]This study aims to assess the impact of Asda on the local market in the UK in terms of customer behavior. Key objectives are:
i. To examine the influence of Asda’s pricing strategies and promotional offers on customer buying decision in local markets 
ii. Analyze change in consumer shopping habits, preferences, and loyalty patterns following the introduction of Asda in local areas.
iii. To assess the impact of Asda ‘s market presence on small business and independent retailers in terms of competition and customer retention 


[bookmark: _Toc190098392]3.Literature Review
3.1 Theoretical Perspective 
The theory of planned behavior developed by Ajzen (1991) is a well-known framework which can help explain retail sector consumer decision-making. According to TPB, an individual performance is figured out by three essential components attitude, subjective norms (SN), and perceive behavioral control (PBC). In the case of supermarket shopping, attitude means the whole belief of the customer concerning the retailer, which may include things such as affordability, being cheap, variety of products, quality of service and more (Djafarova & Foots 2022). Social influences like family and friends recommending products or trends towards budget shopping are examples of subjective norms. PBC is the belief that the individual will engage in a behavior that depends on how easy or difficult it is to do it like the kind of accessibility, convenience, or store layout when shopping at a particular store (Ashaduzzamam et al., 2022). TPB has been applied in several studies to examine the consumer’s choice related to retailing in the supermarket. For instance, Islam (2022) reported that customers’ attitudes towards promotions of green products increase customers’ chances of purchasing. Izquierdo-Yusta et al., (2022) also pointed to the importance of SN in creating brand love and repeat purchases. In Asda TPB is useful in explaining why customers may prefer to shop at Asda for the low prices, following other people’s social recommendations, and the convenience of Asda being able to boast of many store locations around the country the. It offers a means of understanding how Asda’s presence changes shopping behaviour in local markets.
3.2 Review of Key Literature
[bookmark: _Int_tViGRxsj]Supermarket chains have changed consumers’ behaviour and rearranged local markets throughout the world. Some key themes in the literature are the importance of price competitiveness, consumer convenience, and brand loyalty (Hobelsbeger, 2021). Pricing is what has the biggest influence on supermarket chains and on consumer behaviour. Price sensitivity has been widely proven to play a significant role in customers’ decision-making processes. In this sense, Cakici and Tekeli (2022) point out that customers tend to consider affordability as the major factor of consideration when they are shopping in supermarkets; as a result, supermarkets take up aggressive pricing strategies in a bid to claim a bigger share of the market. For a long time, large retailers such as Tesco, Walmart, and Carrefour have used economies of scale to sell their goods at a lower price (than smaller retailers) to attract price-sensitive consumers (Durand& Baud, 2024). Moreover, Amsl et al. (2023) proved that consumers have a greater propensity to exchange their preferred shopping areas based on promotional discounts and multi-buy offers, proving that a supermarket plays a key role in price-based consumer choices. They are also influenced by the presence of retailer chains which affect perceived value for money and price. As per Tan et al. (2021), consumers associate supermarkets with cost-saving even while small retailers provide comparable prices. Marketing campaigns that promote affordability through price-matching policies and loyalty programmes reinforce this feeling. Tan et al. (2021) underpin that consumers fall into the habit of buying in supermarkets because they predict low prices and the possibility of buying in bulk. 
[bookmark: _Int_xmafMYbj]Apart from pricing, supermarket chains are known to affect customer behaviour through convenience and accessibility. Regarding modern consumers, Gera et al. (2021) said that convenience is a key determinant of shopping behaviour. Supermarkets, having longer operation hours, multiple payment options and providing a one-stop shopping experience make a diverse consumer base for them. The digital advancements including self-checkout services and online shopping platforms have made large retailers very convenient for consumers when compared to small independent stores. In addition, the advent of online grocery shopping has also helped the supermarkets to grow. In a post-COVID study, Chang et al. (2023) note that while consumers are increasingly turning to online grocery services for regular shopping, time efficiency, and the convenience of home delivery are some of the reasons that make online grocery services popular. Overall, this change in consumer behaviour has caused more strain for smaller retailers, unable to develop such strong e-commerce platforms themselves. 
Importantly, brand loyalty also affects consumer’s buying behaviour which is also covered in the literature. To stimulate repeat purchases, supermarkets heavily invest in branding and loyalty programmes. Kolte et al. (2023) suggest that supermarket loyalty schemes, for instance, Tesco Clubcard, make consumers subscribed more likely to feel made a psychological commitment to such a scheme, reducing their likelihood to shop somewhere else. Moreover, these programmes allow supermarkets to be able to collect consumer data as well as have personalized promotions to enhance brand loyalty. Nevertheless, product variety and private label branding are involved in consumer decisions. Gielens et al. (2021) assert that strategic private label introduction enables supermarkets to have affordable substitutes of branded goods that boost profitability as well as entice customers to be retained eventually. This is supported by Florez-Acosta (2021) who shows that consumers who often buy private label products in a supermarket will eventually obtain high brand loyalty towards that supermarket itself.


[bookmark: _Toc190098393]4.Methodology 
4.1. Research Design
To obtain objective and measurable insight into how Asda affects customers’ behaviour this study has chosen a quantitative research design. In consumer research, quantitative research is quite common because it helps in collecting structured data that can be statistically analysed (Bell et al., 2022). Unlike in-depth exploration of perceptions and experiences in qualitative research, quantitative research provides numerical data that can be generalised to a more extensive population. This study will use survey-based data collection to understand consumer shopping habits, preferences and the effects Asda’s presence has had on their purchasing decisions. 
4.2 Research Philosophy
Positivism is the research philosophy adopted which supports empirical observation or explainable by observable and measurable variables. As this type of research depends on statistical and objective data and not on the interpretation of members, it becomes an ideal type of research that will examine consumer behaivour patterns (Easterby-Smith et al., 2021). Moreover, in the context of this research, Positivism allows us to take out the shopping behaviours and trends influenced by Asda and use them for systematic analysis to reach conclusions on factual evidence instead of individual opinions. With this philosophy, it is reasonable to use structure surveys and numerical analysis to remove doubts of bias and increase the reliability of the findings.

4.3. Sampling 
[bookmark: _Int_UP2kfRMo]The participants will be selected through a purposeful sampling technique, and they will be those who shop regularly at Asda and other supermarkets. This none probability method refers to purposeful sampling, in which participants are selected are selected purposefully since they are relevant to the research purposes (Mweshi & Sakyi, 2020). Utilizing this approach results in gaining a bigger population will be UK residents their shopping behaviour because of Asda’s existence. The research will distribute the survey online to be sent to a wide diversity of respondents in demographics to understand Asda’s overall market impact.
4.4 Data collection
An online survey will be the primary method used in collecting the data, which will be distributed via Google Forms link. Efficient in reaching a broad audience and respondents can fill out questionnaires at their convenience (Peterson et al.,). Closed- ended questions using Likert scale ratings and multiple-choice options, ranking of the questions will be employed in the survey to measure the consumer preferences, price sensitivity, brand loyalty and even shopping habits of the respondent. To reduce these time constraints, minimize the possibility of human error, and ease quick data aggregation, data collection will be done with the help of an online survey. 
4.5. Data Analysis
Quantitative statistical methods, which will be employed based on frequency distributions and percentage calculations, will be used to analyse the collected survey data. However, these methods enable one to measure trends and patterns in consumer behaviour, and one can find out that some of the respondents prefer to shop at Asda due to pricing advantages or because of convenience. Microsoft Excel will be used to process the data and respond by categorizing and showing the responses in the form of graphs and tables (Ghauri et al., 2020). The results will be made such that they are more accessible and interpretable using charts generated by Excel’s analytical tools depicting the key findings. This approach aims to cut confusion in conclusion concerning the coverage of Aada’s effects and the conclusions from data.


[bookmark: _Toc190098394]5.Conclusion 
[bookmark: _Int_ksIff3Pu]Overall, the purpose of this study is to accomplish empirically the understanding of how Asda influences the local market in the UK by determining Asda’s customer behaviour. A quantitative, positivist approach will be utilised to collect the structured data using the online survey and analyse the responses of the consumers by applying frequency distributions and percentages in MS Excel. Through findings will help add a data-driven perspective to the existing literature on supermarket domination and customer decision-making. 
More work is needed to consider local variations in Asda’s impact since be done between Asda and other famous supermarkets (such as Tesco and Sainsbury’s) that will explain the competitive behaviour of the consumer. Finally, further research can consider integration qualitative insights, for example, interviews to find out the psychological factors that may affect customer loyalty and supermarket chain perception. Further studies can provide a better picture of the evolving UK retail market by filling those gaps. 
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Gannt chart 
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	Conducting Review 
	
	
	
	
	
	

	Drafting the proposal 
	
	
	
	
	
	

	Data collection through online surveys
	
	
	
	
	
	

	Statistical analysis of the data using MS Excel 
	
	
	
	
	
	

	Report writing and submission 
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