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[bookmark: _Toc226820816]1. Introduction and Mission
Associated Dairies and Farm Stores Ltd, better known as Asda, is a leading supermarket chain, and it is headquartered in the UK. The company was founded in 1960, and it is one of the leading retailers that serves customers from a network of stores and also includes supercentres, supermarkets, depots, and petrol filling stations across the UK. The company has approximately £21.9 billion in revenue apart from the fuel section (Corporate, 2025). The company holds the shares of TDR Capital, Mohsin Issa, and Walmart, and the overall operation and income are approximately £1. Billion (Asda, 2025). The driving force of the organisation is associated with the purpose to create the best value to offer customers and build business upon listening to a diverse range of customers and their choices (Asda, 2024). The company has the mission to shape the character of the company with approximately 150000 colleagues to deliver real value for ordinary working people. The value of the organisation is associated with the defined mission and purpose of becoming the best fresh food and clothing superstores in the UK, along with the offering of the best choices of quality and stylish products at an affordable rate (Corporate, 2025). 
This marketing plan aims to create a comprehensive document which will outline the achievement of the business along with the estimation of goals and objectives. The marketing plan will provide a road map for the achievement of goals, ensure an area of focusing efforts and also the process to maximise the impact of marketing activities through the implementation of different theories and frameworks. The increasing purpose of the organisational selling and the overall analysis of the situation will be estimated in terms of strategy, marketing mix and the overall evaluation of implementation and control. 
[bookmark: _Toc226820817]2. Situational Analysis 
The critical estimation of the situation is necessary to carry out a comprehensive marketing plan, understanding the impact of external factors in the overall decision-making process of the organisation. The application of the PESTLE framework will be effective for the evaluation of the situation and estimation of macroeconomic factors. 
Political factors - political stability impacts the overall operation of the company, and it eventually encourages the confidence of the consumers regarding the process of spending. The policies of the UK Government on employment, taxation and business operation directly impact the decision-making process of the organisation (Ologunebi and Taiwo, 2023). Different types of trade policies, like Brexit, have a considerable impact on the important export policies of the company. The public health policy, political stability and environmental regulations are related to the sustainability factor of Asda that impact the overall decision process of the organisation. The international relationship with other countries impacts the area of trade agreements, while a critical study shows that strained relations lead to issues of supply chain disruption (Sanbella et al., 2024).
Economic factors - the impact of inflation is found in the decision-making process of the customers. A strong economic climate leads to an increase in the disposable income of consumers, and it leads to an increase in spending. On the contrary, inflation and interest rates impact the purchasing intent of consumers, and the cost of capital also increases due to a higher level of interest rates (Ologunebi, 2023). The critical study shows that a higher unemployment rate and different kinds of exchange rates can impact the overall sales of the organisation. A high level of inflation rate negatively impacts the demand for the products of Asda, and the eventual area of the supermarket chain suffers for this (Wiltshire and Cousins, 2026). 
Social factors - different types of social changes, like an ageing population, the choices of a healthy lifestyle, are all important for the decision-making process of the organisation. The demand for healthy options is increasing very fast, and the company needs to implement the area following the purpose of fair trade, sustainability, and the environmental impact of its products (Ologunebi and Taiwo, 2023). The influence of social factors is also found in the area of ethical consideration, where the company needs to focus on the alignment of its practices. Different types of demographic changes also affect the characteristics of Asda. The area of cultural diversity, different purposes of consumer preference and also the deciding area of production relate to the system of the distribution of income (Wiltshire and Cousins, 2026).
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Technological factors - the increasing level of e-commerce and mobile technology, and the prevalence of smartphones have brought radical change in the retailing industry. The company is influenced by the increasing purpose of technology, and a continuous process of investment is followed for the e-commerce platform (Smith and Zook, 2024). The estimation of supply chain technology, the execution of the system of self-service and automated checkout systems, and modern technology for data analytics are all becoming impactful in the evaluation of the changing preferences of the customers (Wolniak et al., 2024). The impact of technology becomes critical in terms of cybersecurity and the implementation of artificial intelligence, which becomes critical for the overall process of operational changes. 
Environmental factors - different types of environmental standards and ethical purposes are influencing the overall planning of the organisation. The purpose of the green economy, pollution, carbon footprint, and organic foods are important issues for the company (Ho et al., 2022). The purpose of maintaining the environmental standards refers to the pressure on all organisations. The decision-making process regarding the net-zero carbon emission is also influenced by the environmental standards of the UK. The critical purpose of acknowledgement for global warming invariably impacts the company, and different type of pressure is felt due to the limitations of consuming renewable energy. Different types of consumer preferences and the standards of the environment create issues in the adoption of renewable energy (Goworek and McGoldrick, 2024). Avoiding adaptation to this renewable energy and the issues of supply chain disruption eventually reduces the smooth progression of the company. 
Legal factors - different kinds of legal frameworks and lawsuits exist in the country, which eventually impact the overall business. The stringent law regarding labour discrimination and unequal treatment of labourers influences the decision-making process of wages and other purposes (Poorrezaei et al., 2023). Critical insights of strict quality assurance law also influence the overall costing of production, and the company needs to maintain it in order to ensure the overall quality of the products and services. The company abides by the government and the industrial rules and regulations, which are impactful on the overall purpose of business decision-making. 
[bookmark: _Toc226820818]3. Marketing Strategy 
STP analysis 
Segmentation - the demographic segmentation of the company needs to focus on the area of affordability, according to its mission of providing quality for ordinary people. The purpose of the price sensitivity of people aged 18-45 will be followed here. The geographic segmentation needs to be followed by the estimation of a strong presence in the working-class region to provide services and real value for working people (Jain et al., 2022). The high level of football and convenience retailing will be followed in the geographic segmentation. Psychographic segmentation needs to prioritise the area of value over premium experience, considering the social class of the people and also their budget consciousness. The purpose of behaviour segmentation is to estimate the area of higher level of competition that eventually leads to the critical area of low switching cost (Wiltshire and Cousins, 2024). The behaviour of the customers’ needs needs to be followed, considering the elements of loyalty and price sensitivity.
Targeting - the targeting strategy of the organisation needs to focus on the mission of the core audience and the broader level of the UK population that becomes price sensitive due to different types of microeconomic factors. Price-sensitive households, working-class families and middle to lower-income consumers should be the target audience of the company to execute the system of mass marketing with some differentiation (Mogaji, 2025). 
Positioning - the implementation of the position in strategy will be followed by the purpose of price sensitivity and quality. The critical inside and comparative study shows that organisations like Tesco prefer the area of high quality with low price, where companies like Sainsbury's focus on high price. The company needs to focus on the area of moderate quality with a low price to make it possible for the masses (Correia and Rodrigues, 2023). The positioning statement will be: -
“To provide value - driven and affordable supermarket products for everyday families”.
Integrated marketing
The purpose of executing integrated marketing communication is to ensure participation in delivering consistent and unified messages across different channels. The purpose of delivering a cohesive narrative regarding the brand and also the achievement of greater impact with the campaign will be followed by the mitigation of challenges in price messaging and fragmented communication for channels (Asda, 2025). It is cohesive to integrate the purpose of the smart value for the daily life campaign, where all the necessary touch points of the organisation will be achieved.  
The target segmentation of the organisation is related to the core audience of value-conscious families and young professionals who are price-sensitive regarding the purpose of switching from competitor organisations (Fredman, 2022). The core area of positioning will relate to the purpose of the integrated marketing channel through social media campaign, personalised marketing and different types of push notifications, which are all associated with the system of value positioning without compromise and also the system to promote private level upgradation with different types of advertising campaigning (Nilplengsang and Pankham, 2024). The integrated purpose of marketing will be aligned with digital marketing channels, advertising, and public relations in order to focus on a part of the customer journey, identify the improving factor of return on investment and also achieve the purpose of brand recognition. 


Ansoff matrix
The implementation of the Ansoff Matrix is associated with the management of an organisation to plan and evaluate growth initiatives. The application of a suitable expansion grid will be effective for the escalation of the marketing plan and increasing the sales of the organisation. 
Market penetration - the purpose of market penetration refers to increasing sales of existing products in an existing market. Asda needs to implement the purpose of the market penetration strategy, which will be associated with the system of increasing sales. The escalation of price campaigns, the system of loyalty programs via applications, and the increasing level of purchasing frequency by figuring out the competitive pricing among the competitors will be helpful for the organisation to execute a market penetration strategy (Zugay and Zakaria, 2023). The mission of the organisation is to provide quality products and services for ordinary people. Different types of lucrative offers and their campaigning will focus on the area of selling more products to the existing customers, focusing on discounts and loyalty programs. 
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Product development - the development of the product in the existing market will be effective in terms of increasing the overall sales of the organisation. The purpose of investments in the context of research and development of new products, acquiring the rights to produce and sell products in collaboration with other firms and the idea to create a new offering by branding a white-label product will be associated with the strategic area of product development by the company (Ferreira et al., 2024). All those strategic executions will be related to the concept of increasing the overall basket value of the company, along with the creation of different types of healthy and organic options, focusing on the current trends (Pereira Ferraz Soares Ferreira and Marques, 2024).
[bookmark: _Toc226820819]4. Marketing Mix Strategies 
The application of the framework of marketing mix will be effective in terms of creating a comprehensive marketing strategy, expanding the elements of marketing to ensure brand recognition, identifying the effectiveness of value and ensuring the satisfaction level of the customers. 
Product - according to the mission, the company wants to build the business upon creating a diverse range of products for ordinary working people. The strategy will relate to the execution of producing different types of smart products in groceries and clothing to expand the part of the healthy and organic line. The purpose of increasing the basket size and meeting the satisfaction level of the customers will be related to the production strategy (Nengsih et al., 2024).
Price - the strategic area of offering lucrative discounts for bundle products, the execution of price lock campaigning for the essential commodities will be effective for driving the sales volume. The systematic purpose of estimating the competitive pricing, looking into the term of low-price leadership strategy, will be maintained through the execution of the pricing strategy to move towards increasing the sales of the company (Poorrezaei et al., 2023).
Place - the execution of digital channels relates to the strategic area of market expansion, along with the improvement of convenience and accessibility. The expansion of the delivery coverage and the options for click and collect will eventually relate to the integration of business experience (Pereira Ferraz Soares Ferreira and Marques, 2024).
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Promotion - the integrated purpose of the marketing strategy and the system of the digital Media company will be associated with the system of the integrated promotion strategy. The promotional area will be followed by social media marketing, seasonal company and execution of budget-friendly influencer marketing to increase the overall footfall and engagement of the brand (Poorrezaei et al., 2023).
People - the key role in the overall process of service delivery will be followed by the execution of a proper and skilled customer service team. The strategy for staff training and smart services in the stores will be helpful for improving the overall area of customer satisfaction and loyalty. The strategic execution of proper delivery personnel will be impactful in the system of providing efficient delivery service (Pereira Ferraz Soares Ferreira and Marques, 2024). 
Process - the process to increase sales in the company needs to go through a smooth progression of business. The strategic area of hassle-free check-in and check-out system, the escalation of seamless online experience of shopping will effectively increase the convenience and reduce the possibility of friction while shopping (Samadzadeh, 2024). 
Physical evidence - the reinforcement of the value and maintenance and management of quality perception will provide influence for the tangible elements. The purpose of a user-friendly system, the area of clear signage and also the purpose of proper and clear display of the product will help to fulfil the mission of providing services to ordinary working people. 
[bookmark: _Toc226820820]5. Implementation and Control 
The implementation of key performance indicators (KPI) in retail will be quantifiable metrics to estimate operational success, the overall performance of selling and the evaluation of customer behaviour. 
Sales metrics - the estimation of the conversion rate of the customers, and the purpose of evaluating the average amount spent per transaction, will help to evaluate the overall sales metrics (Samadzadeh, 2024).
Customer metrics - the estimation of the retention rate of the customers, the satisfaction score of them and their likelihood to recommend the products of the organisation will be helpful in understanding the purpose of customer loyalty and brand perception.
Digital KPI- it is important for the company to estimate the conversion rate of the customers from visiting to purchasing in order to figure out the overall digital footprint of the customers and their eventual actions in the perception of buying (Basile et al., 2023).
Operational measurement - the overall estimation of inventory turnover, the purpose of which is to check the availability of the stock and the maintenance of the time accuracy in delivery, will ensure the smooth progression of supply chain management and also the overall operations in the stores.
Balance scorecards
The implementation of this strategic management framework is associated with the alignment of business activities to the overall vision, mission and the improvement of internal processes to estimate the performance metrics to achieve the overall goal of the organisation. The overall control of the business will be followed by the application of the balanced scorecard (Kumar et al., 2024).
Financial - the fulfilment of the goal of improving sales and profitability will eventually help to increase the overall revenue of the company. The measurement of sales growth and the estimation of cost reduction will impact the overall area of profit margin, along with the strategic execution of price leadership and the increase in the level of volume of the business (Madsen, 2025).
Customer - the purpose and area to enhance customer satisfaction and loyalty are related to the overall system of retention rate and the area of market share. The estimation of measurement through better value and improved experience will be associated with the retention rate of the customers, to increase the overall market share of the business (Chehimi and Naro, 2024). 
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Internal perspective of the process - the measurement of the efficiency in delivery, the overall estimation of checkout waiting time and maintenance of the speed of stock filling will be helpful for improving the overall operation of the company (Basile et al., 2023).
Area of learning and growth - the system to build long-term capabilities, the idea of technology adoption will be helpful to maintain the strategic area of digital transformation and service quality. The purpose of satisfaction and the overall mechanism of control will be related to the comparison of performance with competitors (Silva et al., 2025).
[bookmark: _Toc226820821]6. Conclusion
It can be summarised from the overall study that it is necessary for Asda to focus on the purpose of production and pricing in order to fulfil its mission of serving ordinary working people. According to the external environment and the organisational capability, the company needs to adopt proper technology, considering the factors of the environment and the legal environment. The strategic execution of targeting and positioning, and also the system of product development and market penetration, will be helpful for the development of a comprehensive marketing plan, which will be effective for increasing the overall sales of the organisation. 


Recommendations 
· The recommendation for behavioural segmentation will help to look into the preferences of the products according to the digital footprint and choices of the consumers.
· It is advised that the company be more precise while segmenting to deliver different types of personalised offers to increase the conversion rate of the customers.
· The purpose of high-value segmentation and targeting a mass audience will be helpful for improving the return on investment and retention of customers (Basile et al., 2023). 
· It is advisable for the organisation to fulfil its mission of becoming the service provider of ordinary working people by maintaining the combination of affordable price, moderate quality and convenience of processing (Silva et al., 2025). 
· The execution of differentiated products at an affordable rate, maintenance of a tiered pricing strategy and the purpose of omnichannel retailing will be convenient for the company to increase customer engagement (Rekunenko et al., 2024). 
· The purpose of perceived quality and maintenance of efficiency will be related to the key strategic priority of data-driven personalisation to achieve a higher level of customer loyalty with the purpose of sustainability in long-term growth and development of the business. The critical area of value-based positioning will be crucial in terms of maintaining affordable pricing. 
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