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Executive Summary

The main idea of this report is to propose a digital marketing plan for the retail giant ASDA especially in boosting its plant-based own-brand products in the UK market. The digital marketing campaign will be directed towards the sampling of plant-based products for which the company has an ample supply. 
The potential customers for this campaign will be young UK adults, a group that is slowly but surely adapting to the change in food choices not just for health reasons but also for the sake of the environment and the animals. The report itself has the main aim of showing to the executives of ASDA that the use of digital marketing is an effective tool for accomplishing their competitive positioning challenges and at the same time, following the consumer preferences trend.

The authors of the report proceed to explain that the choice of ASDA as the company for the case study is not accidental but made because of the (recognized?) brand visibility and value for money being its main motto. Furthermore, the report justifies the reason for taking plant-based own-brand products as a profitable move not only though the youth-is-the-future lever but also by the fact of the growing popularity of such food- and environment-friendly products among the people of all age groups.

In addition, the report extends STP-thought to segmentation, targeting, and positioning theory to recognize and validate the market sector selected. Disintegrating this talk and soap through eco-friendliness and cheapness at the same time, ASDA could be the first one to really get on the ground with those lines rather than occupying a corner-market. Then the report dwells upon the market mix through product, price, place, and promotion components to support the digital campaign proposed.

Digital marketing channels are under a magnifying glass and offered with the most meticulously conducted analysis in this report, thus social media and influencer marketing being the talk of the town. Social media sites like Instagram, TikTok, etc., will be the best landing sites for young people to feel, through ASDA products being constantly highlighted. Also, influencer marketing takes us into the realms of authenticity, reach, and cost, which are the terms in relation to which the matter of influencer marketing is also elaborated.

Finally, the report indicates the ways the great marketing plan will be evaluated and mentions the appropriate performance indicators for the aspects of the plan such as awareness, engagement, and conversion. Between the lines, the report brings together academic marketing theory with the actual use of digital marketing very well and therefore offers a clear and reachable marketing plan for ASDA in the UK grocery retail market.


1. Rationale

1.1 Choice of Organization: ASDA

ASDA has been chosen for the study of the marketing plan given due to its strong and long-lasting presence within the grocery retail sector in the UK and its great reputation as a value-carrier supermarket. The company's strategy, as for the time of its establishment, the affordability and accessibility, has been positioning it (ASDA,2025) as the ultimate place for the price-sensitive buyer all over the UK. Such a position forms a solid base for self-branded products promotion, which, in its turn, enables retailers to be competitive in pricing and be responsible for the quality and branding of their brands at the same time. The company's market share and the wide distribution channel also make it the right place for offering national digital marketing campaigns that would appeal to very specific consumer segments.

1.2 Product Focus: Plant-Based Own-Brand Range

The strong emphasis on the part of the ASDA brand that is plant-based food stuff, is a reflection, at most, of the considerable change that has taken place in the way that people look at food, especially in the case of the consumers of the younger age bracket. The main reason why many youngsters are thinking about adopting a plant-based eating plan comes first and foremost out of their concerns for health, the environment, and welfare. As can be seen in the case of the plant-based own-brand items of ASDA, the company seeks ways to keep up with these shifts while upholding the central notion of its value proposition. 


The introduction of the plant-based options that are pocket-friendly, similarly, will simply doing away with the obstacles of those who are only to some extent interested in the plant-based diet, and thus, convincing consumers to the idea that they can enjoy as well as being ‘Green’. The company’s decision to make this style the focus of all its strategies matches the type of the brand and at the same time, it is the source of long-term development during the severe competition in the grocery market, (Kotler & Keller, 2022).

1.3 Target Market: UK Young Adults

In the case of this marketing initiative, the prime focus would be UK young adults as they are highly into the digital world and central to innovative food trends. One of the most prominent characteristics of this group is the fact that they are very active on social media and of all marketing factors it is the online content and peer recommendations that have the most persuasive effect on them. From a strategic marketing perspective, young adults as the target group will be the consumers to whom ASDA will be able to create an emotional bond with the brand, thereby, at the earliest possible stage of their buying habits. The alignment between what the customer needs and the brand capabilities is a very significant requirement for the targeting to be done effectively. This means that the one who develops message must think about both the customer's needs, and the brand's existing capabilities, under the nose of (Kotler & Keller, 2022).

1.4 Ritual of Digital and Influencer Marketing

Due to the prevalent media consumption patterns of the target market, a digital-first advertising approach has been decided upon. Social media networks are not just effective in reaching the target audience but are also a terrific place where marketers can fully control the story that is being told and can engage every single consumer day and night about two of the trendiest things- sustainability and everyday value. In the whole setup of the communication process, influencer marketing gives the opportunity to ASDA to do so by using the voice of the consumer as the ambassador and the real living example. 


A study points out that influencer marketing can lead to a better perception by the audience and, at the same time, higher engagement provided the strategy is aligned with the consumers' beliefs, still, the factor of cost and the size of the campaign are negotiable (Romero, 2025; Socially Powerful, 2025). This digital marketing strategy component fits perfectly in the formula of a communications plan, leaving no gaps between the objectives, the goals, and the tools (Coursera, 2023).

2. Segmentation, Targeting and Positioning

2.1 Market Segmentation

Market segmentation means dividing a large market into smaller groups of consumers who have similar characteristics, needs, or behaviors. The whole process makes it possible for companies to come up with much better marketing strategies and to spend resources in a more efficient way (Kotler & Keller, 2022). Within the UK grocery market, ASDA can use a mix of demographic, psychographic, and behavioral variables to segment the consumers.

In terms of demographics, age plays a significant role as the younger age groups typically come with different food tastes and reasons for buying rather than the older groups. When it comes to plant-based products, psychographic segmentation becomes a crucial element as people's outlooks on sustainability, ethics, and health issues greatly affect their purchasing decisions. Product buying behavior can still be further broken down into such sub-categories as the ones that are behaviorally displayed by the consumer. Then, a cross-section of three extracted segments of market uncovers which customers would typically indulge and seek shopper's plant-food own-brand at ASDA store.





2.2 Market Targeting

According to the segmentation analysis, the marketing plan chooses the UK young adult market as the primary target. They are the people who are more in favor of environmental and ethical foods but at the same time concerned about the prices. One of the ways to influence the young adults' decision is to tap into their interests, such as reducing meat consumption, and to provide plant-based product alternatives that are wallet-friendly and easy to access. Furthermore, this group is highly active in the digital world, therefore, they are easy targets for digital and influencer marketing (Socially Powerful, 2025).

Young adults are said to be a good deal for marketing purposes from the point of view of strategy, for they are to be found in digital channels and are very likely to be loyal to a brand for a long time. Kotler and Keller (2022) insist that successful positioning is possible only if the segments are somewhat predictable, accessible, and respond to marketing efforts. British young adults fit in perfectly with these guidelines since they are very well recognized through digital channels and are also greatly affected by the social media trends and peer recommendations.

2.3 Positioning Strategy

When a brand or product is set up in the consumer’s mind in relation to competitors, the so-called positioning is accomplished. A distinct positioning scheme is beneficial when a product differs from the prevailing market offering and when the latter’s value is conveyed effectively (Kotler & Keller, 2022). For this plant-based own-brand range of ASDA, it will be positioned as a cheap, green, and daily plant-based option for young adults.

The technique here is to merge sustainability and value together to represent the core identity of ASDA as a supermarket with cheap prices that are not restrictive of access. While focusing on mainstream plant-based eating, the company will not look down on those who stick to the traditional ways of eating high-protein foods. 


Placing the plant-based products on the shelves beside the premium ones would help ASDA’s plan to make plant-based products part of normal life and a symbol of a responsible diet. Influencer marketing will do its part to make the products even more engaging by the acts of inserting them in everyday life, making them a visible part of mostly the young adult breakfast and lunch rituals (Romero, 2025; Kolsquare, 2024).
In general, the STP model ensures that the digital campaign is clear, relatable, and correspondingly, supportive of the consumer and the company’s business via the value driver market positioning.

3. Marketing Mix (4Ps)

3.1 Product

The product focus of this marketing plan is ASDA’s plant-based own-brand range, that includes meat-free options tailored to the increasing demand for responsible and humane food choices. The range is in line with ASDA’s value for money positioning and offers plant-based options that are easily accessible and at the same time, they are very competitive in terms of prices. For UK young adults, the products carry with them not only convenience and familiarity but also sustainability and ethical consumption in terms of emotional benefits. Kotler and Keller (2022) point out that a product that is a success is always the one that caters to consumer needs and occasions of use and, hence, plant-based everyday grocery items are very apt for this target market.

3.2 Price

ASDA’s own-brand strategy is a momentous thing in the battle above price and is the main reason why young people getting interested in plant-based products can try them. The supermarket's plant-based alternatives are way lower in price than many brands, which results in the declining financial barricades for teenagerswhon simply not afford the high prices of the products. This value-based pricing strategy encourages customers to come back and is also a great way for ASDA to keep its spot as a low-cost supermarket (Kotler & Keller, 2022).

3.3 Place

ASDA’s large chain of stores in the UK means that the outlets are physically accessible to people almost everywhere, thus making it easy for the customers to buy plant-based products as part of the regular grocery shopping trips. In addition to this, ASDA’s website for online groceries is a convenience factor and is also in line with the digital preferences of young people. The company’s distribution system must be very good, particularly for everyday food products because the closer to the customer the product is, the more likely they are going to buy (Kotler & Keller, 2022).

3.4 Promotion

Promotion is going to concentrate on a digital-first strategy, with the use of social media and influencer marketing to reach customers and nurture relationships. When leveraging the digital platform for promotion, we get to put up messages that are directed at a certain group of people and at the same time letting ASDA give the eco-friendliness and low-price tags spin in a very natural manner. Influencer marketing is a branding activity that creates very good brand experience because it offers a more human link between the brand and the customers. This is done through the agency of charismatic influencers who are like the public in terms of lifestyle but not luxury (Romero, 2025). The use of this approach illustrates the marketing mix promotion and digital platforms which are consistent with one another through regular communication (Coursera, 2023).







4. Digital Marketing Channels and Campaign Strategy

4.1 Digital Channel Selection

The choice of digital marketing channels for the campaign of ASDA’s plant-based own-brand range would depend on the preference of social media platforms in the UK that are most used by the youth. I think that social media is the best way to reach out to this segment, as it not only allows visual storytelling, but also encourages peer influence and user interaction with eco-friendly content. Thus, a digital-first strategy would be a perfect fit for ASDA, as it will make it possible to communicate with the young adults on a daily basis through media with messages that are consistent with their media-consumption habits and at the same time be within the company's budget and trackable via measurement (Kotler & Keller, 2022).

4.2 Influencer Marketing Strategy

The two primary social media platforms in the campaign are Instagram and TikTok, because they are the top picks for the younger generation and are also suitable for producing short, interesting, and attractive content. This way, ASDA gets the chance to be part of their daily lifestyle (when it comes to food) but still with the perception that sustainable food can be of high quality and still economical. Ryan (2016) mentioned that the consumption of brands through digital media could be a good way of continuous brand communication thus, digital media will also be the way that the brand is linked with the long-term brand recognition.

One way to enhance authenticity and trust in the campaign is through influencer marketing. The perfect partner is the nano and micro influencers that their life and content revolve around food, sustainability, or budget-friendly living. Studies have shown that the most influence over the audience comes from influences with values like the brand and the target audience (Socially Powerful, 2025). This strategy will convey the ASDA plant-based line but will also sidestep the old and simple way of advertising.



The influencer's post will predominantly focus on the simplicity of buying plant-based products from ASDA, the product's flavor, and the low price of it, while at the same time, it will also emphasize the value of ASDA. Moreover, influencer marketing is a long-run strategy since it enables gradual increases in campaign size and budget reallocation thus also allowing for marketing activities to be tested and optimized over time (Romero, 2025).

5. Conclusion

By using the current report, a marketing strategy has been established for ASDA that mainly revolves around the company’s own labeling of animal-friendly products and selling them in the UK. The plan saw a prime consumer group in the form of young individuals who were not only very environmentally conscious but also had the desire for low-cost but high-quality products. 

This objective is aligned with the company’s characteristics largely because of the latter’s policy of providing products at a lower price, which is advantageous for the customers. Moreover, the company has always been positioning itself as being very close to the customer. The company has always indeed lived its mission statement very well. (BTW, is the marketing theory you mentioned in your code the same as the company’ s philosophy?) Evolvement of the theory in the context of the company shall also be reviewed. Decisions and opinions as to the most suitable marketing strategy vary considerably, depending on the situation. The project has significantly helped in the education of the client covering all the crucial points, i.e., segmentation, targeting, and positioning according to the company’s 4P’s.

The planned digital-first strategy supported by social media and influencer marketing fits with the communication habits of the desired market, therefore making it possible for ASDA to talk about it PBP as other too and natural and understandable at the same time. The brands and companies are, with increasing the popularity and sales of the plant-based products, the marketing strategy also contributes to the latter but by providing products at the lowest possible price and at the same time encouraging sustainable food choices.
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