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[bookmark: _Toc211202067]Situational Analysis of Asda Group Ltd: Strategy, Segmentation, and the Marketing Mix
[bookmark: _Toc211202068]1. Introduction
This report gives a detailed discussion of the Asda Group Ltd, which is one of the four largest supermarkets in the UK. Asda is a highly competitive market which is affected by the cost-of-living crisis, the fast development of low-price retailers such as Aldi and Lidl, and the recent changes in ownership. By 2024, Asda is the third largest grocer in the UK. Its primary objective is to recover customers with competitive prices and increase its number of convenience stores with the help of the winning Asda Rewards app (Butler, 2025).
The report discusses the internal and external environments, which influence the performance of Asda. It starts with a SWOT analysis where major strengths, weaknesses, opportunities, and threats can be identified. It is then succeeded by analysis of the Segmentation, Targeting and Positioning (STP) strategy of Asda and its Analysis of Marketing Mix (4Ps). All these models have been used to give a structured framework of this report.

[bookmark: _Toc211202069]2. Situational Analysis (SWOT)
The SWOT model allows us to filter the issues that Asda can influence (Strengths and Weaknesses) with the external factors that it has to deal with (Opportunities and Threats) in the UK grocery sector.
[bookmark: _Toc211202070]2.1 Strengths
Asda has a number of strengths at the moment. It is also famous due to low prices, continuing on its long-term policy of Everyday Low Pricing (EDLP) and supporting it with the Rollback to Asda Price campaign that frequently causes it to become the lowest priced of the big supermarkets (Ologunebi, 2023). Moreover, its online approach is also booming Asda Rewards application has more than 6 million active customers and generates over half of all the sales providing the company with a great opportunity to understand customer behaviour.  
[bookmark: _Toc211202071]2.2 Weaknesses
Asda has serious internal issues even though it has its strengths. It has a debt of 3.8 billion pounds due to recent changes of ownership and can invest less in the upgrades of its stores and reducing prices making it less agile than its competitors with lower debt. Also, even with new investments, customers continue to complain of poor in-store experiences such as unclean shelves, stock outages, and understaffed checkouts, all of which decrease customer satisfaction (Hawkins, 2024). 
[bookmark: _Toc211202072]2.3 Opportunities
There are several opportunities that Asda can exploit. The increased need of local convenience stores is a significant opportunity; the growth of the format of the Asda Express in the new regions will help to attract customers who do not want to visit large supermarket (Butler, 2022)s. Also, the extension of the success of the Asda Rewards app will enable the company to offer personalised offers and enhance customer loyalty, minimising the chances of customers moving to other companies.
[bookmark: _Toc211202073]2.4 Threats
Asda is exposed to some major threats outside the company. The most severe is the sudden growth of the discount retailers like Aldi and Lidl who still manage to win the customers by offering them lower prices and more local outlets (Shastri, 2021). Moreover, the profit margins are being pushed down by a continuing inflation and high cost of living as the rising energy prices and supplier costs make it more difficult to keep Asda prices low. 

[bookmark: _Toc211202074]3. Segmentation, Targeting, and Positioning (STP)
[bookmark: _Toc211202075]3.1 Segmentation and Targeting
Asda uses a number of market segmentation strategies. It is demographically segmented with the large families and busy families as its target market in search of cheap and one-stop shopping. This is why it has a chain of big shops and the addition of the George clothing brand, that is meant to satisfy every family requirement. The psychographic segmentation is also used by the company, where value-oriented, price-sensitive consumers that make their decisions based on affordability are targeted. This leaves the low-end family shopper as the focus of Asda which is supported by its promise of Asda Price.
[bookmark: _Toc211202076]3.2 Positioning
The positioning of Asda is based on price leadership among the conventional Big Four supermarkets. It will position itself as less expensive than Tesco and Sainsbury, and more product as discount stores like Aldi and Lidl, such as its George non-food brand. Its brand promise can be reduced as follows: The best place to shop big and family-friendly and save money. This distinct value-based positioning enhances the differentiation but makes Asda overcome the perceptions of lower in-store quality compared to higher quality competitors (Carroll, 2024).
[bookmark: _Toc211202077]4. The Marketing Mix (4Ps) and Critical Assessment
[bookmark: _Toc211202078]4.1 Product and Service Strategy
The product strategy of Asda is wide, with a focus on offering a one-stop-shop to offer groceries with the successful product George clothing and home range. Its wide range of own brands, especially the Just Essentials brand, supports its price-leader position. Nevertheless, the constant quality and availability of stock is a problem to be considered, as empty shelves will not support the offer and may make customers turn to other competitors, who are more reliable (Spanou, 2022).
[bookmark: _Toc211202079]4.2 Price Strategy
The best strength of Asda is its pricing strategy that is directly targeted at low-end customers. The company is guided by an Everyday Low Pricing (EDLP) model, which keeps prices low and does not depend on promotions in the short-term, which is quite effective in the times of the cost-of-living crisis (Vizard, 2014). The Asda Rewards app and their Cashpot option also add value as a rewarding loyalty tool that promotes returning to the platform and the sense of better deals.
[bookmark: _Toc211202080]4.3 Place (Distribution) Strategy
The place strategy of Asda is changing. Although its out-of-town superstores remain busy in serving core family shoppers, the company is fast developing Asda Express convenience stores in the busy localities. This two-sided strategy assists in capturing new markets however, the growth is capital intensive and high debt means there is a risk in case the smaller stores fail to turn a profit soon (ASDA, 2024).
[bookmark: _Toc211202081]4.4 Promotion Strategy
The promotion strategy adopted by Asda is incorporated in the TV, in-store signage and its online app, all focused on the Asda Price promise. Asda Rewards app is highly effective especially because individual shopping habits are hyper-personalised to allow promotions. Nevertheless, in as much as price messaging is evident, the company needs to invest in achieving a better in-store experience to compete with the better brand image and perceived quality of its competitors such as Tesco and Sainsbury.
[bookmark: _Toc211202082]5. Conclusion
In a recap, Asda is operating in a difficult environment. The main strengths of it are low prices and the popularity of the Asda Rewards app that can make the customers loyal. Nevertheless, heavy indebtedness and poor in-store experience (sloppy shelves and out of stock items) are also significant issues. The opening of more Asda Express stores is a good measure to capture new clients. The next step to sustained success is the use of the loyalty app to finance and inform about the better performance in stores so that the price promise is met with the positive shopping experience.
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