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[bookmark: _Toc131328485]Introduction

In April 1990, an eccentric grocery chain began operations in the Stechford district of the UK. It only offered 600 basic items, all of which were relatively affordable, less than you'd expect to get in your local corner shop nowadays. Several products, including butter, coffee, and sauce, were solely sold under one, usually unrecognized label. Consumers accustomed to Tesco and Sainsbury's plenty, which leads the British grocery chain with dozens of goods and brands, bakeries, massive freezers, and lanes piled high with fresh fruit and vegetables and fruits, may have found the choices disheartening. Aldi overtook the Co-op to become the fifth-largest retailer in the UK in 2017. With a share of the market of 7.5%, it is presently edging away Morrisons, which occupies fourth place with 10.6%. Waitrose loses to Lidl by 5.3%. The two inexpensive merchants are still growing quickly, though, opening one new location on average every week and usually in higher-income locations. As compared to the competing firms, Aldi has consistently outperformed them since 1990, and this is mostly because of the company's excellent combination of high-quality goods, outstanding customer service, and competitive pricing (Grunert,2019).
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[bookmark: _Toc131328487]Segmentation

[bookmark: _Toc131324162][bookmark: _Toc131328488]Aldi currently represents one of the top five spots in the UK's food retailing industry, which bodes well for its further expansion in efficiency, sales, and profits as it vies with ASDA, LIDL, and Tesco for the top three spots. With a primary focus on maintaining constant expansion and growth in line with client demands and requirements as well as any developments like online purchases and shipments, Aldi UK has now advanced and grown to the level of offering not only food selection but also sport objects, clothing and shoes, athletics goods, DIY, growing vegetables, and numerous other items (Leach,2022).
ALDI is focusing very positive way with visible results within the lower and medium class people and segment of the total UK community. This giving the company more revenue and consistency within the net profit from the total stores in UK plus the online option for increasing sales and sustainability levels. 

[bookmark: _Toc131328489] Targeting 

The basic characteristics of a product category include its interests, style of life, gender, sexual orientation, Differentiating products based on geography, geography, psychography, and behavior are common uses. Aldi focuses on the areas with the most foot traffic inside the UK with the main objective of luring and earning the most devoted customers and prospects. Aldi's target market is made up of all UK residents between the ages of 16 and 80 when it refers to age category segmentation. When it comes to behavioral segmenting the market, it is the same categorization, and the corporation places the greatest emphasis on the working age population in its entirety (Krishna,2022).

[bookmark: _Toc131328490] Positioning strategies

ALDI employs a number of different policies, including:
• Unit pricing approach: To make it simple for clients to compare the prices, ALDI adopts unit pricing strategy for groceries.
• Market Penetration: Low prices are charged for new items to allow for early market entry and increases in market share. 
• Competitive Pricing: When there is intense rivalry, the company sets its pricing below those of its rivals, taking advantage of the economies of scale from bulk purchases at discounted costs that allow it to pass the savings on to the client.
• Psychological Pricing: ALDI intelligently prices its items, such as $3.78 instead of $4, since it knows that even a small price change may have a significant impact on customers' perceptions.
• Loss leader retail prices: ALDI charges little for its non-food items (Roy,2019).
ALDI focus over the positioning the brand and the assortment within the top five retailers within the UK and this is already achieved so next target of the company will be with the top three of the market share and level of the clients. The company strategy is currently successful and ALDI need to keep improving the positioning of the company and even increasing the marketing strategy productivity. 

[bookmark: _Toc131328491]Marketing mix of Aldi

With the factors involved, including venue, products, pricing, people, individuals, advertising, appearance, and customers, the marketing communication mix is extremely important to the organization. To provide results and ensure the business's longevity, all of this has to be handled and managed. If only one of the components isn't working effectively, the organization may have difficulties and have restricted sales and profit.
Instead than concentrating just on one form of promotion, Aldi is employing every feasible strategy that is known to be effective and will provide results. Another crucial tactic is for the business to demonstrate to its clientele its social responsibility and involvement with local, national, and international concerns and issues.
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[bookmark: _Toc131328492]Place

The ALDI stores are mostly located within high footfall locations where the brand is easy for access and very visible comparing and within the most other high retailers. Nowadays the company implementing changes in order to follow the trends which are visible across the potential and current customers with the online orders, more advertising online and using the digital strategies and tools for maximum productivity. 

[bookmark: _Toc131328493]Product

ALDI assortment is including fresh foods, fruits, vegetables, fish, fresh and frozen meat, non-food items like clothes and even DYI products. Aldi is focused over the actions of the competitors, the market changes and the customer needs and all this impacting the company assortment and items. The company provide even vegetarian product and is also taking steps to decrease the plastic packages in order to show to the customers that the company is social and environment responsible (Steenkamp,2019).

[bookmark: _Toc131328494]Price

ALDI is highly popular during the years with the great pricing strategy which is to keep best lower prices, but with good level of products quality at the same time. Many retailers failed exactly because they do not focus as good mix between price and quality and instead they only focus over the price which have negative impact over the customers and brand image (Gupta,2021).
Reviewing the top five retailers ASDA, Tesco, LIDL, ALDI and Sainsbury it is visible that the main focus is over the pricing. All the retailers knows that the inflation is forcing the community into saving and looking for more lower prices, but at the same time needs good quality. This giving them very good point of their strategy for entertaining maximum share of the market customers. 

[bookmark: _Toc131328495]Promotion

ALDI offering great promotions like buy one get one free, buy one get second half price and special weekly products with high massive discounts. The main target of the company is to be different comparing the competitors and also to deliver maximum satisfaction across the customers. The company promotions are also focused over the great price, but with proved quality which showing the company interest into the clients maximum benefits and interest from shopping within the company (Bijmolt,2019).


[bookmark: _Toc131328496]Conclusion

From the provided above information, facts and analysis is visible that ALDI up to this date is using the marketing strategies very successful way and this is the reasons for the results and high performance with following expansion and new stores opening. Deeply understandings of the marketing concepts, tools and details will deliver results in short and long terms in case implementing consistent and smart ways. ALDI needs to keep the consistence, but also to complete fast adjustments and changes linked to the new technologies, methods, innovations and new trends, because they delivering maximum effectiveness and productivity (Gutierrez 2019).
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