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Executive Summary
This paper analyzes the problem faced by ASDA which is brand positioning problem and losing its customers in recent years. The customer loyalty towards the company is diminishing. Due to the positioning problem which is seen, the company is losing its market share to small retailers, Aldi and Lidl. Profits are falling along with the company losing its competitiveness in the market. Some of ASDA’s strength were Providing services, extensive distribution and environmental contribution of the company. Certain concerns faced by the company are false advertising, along with the quality of its products. The company raises money for charity and has contribution in reduction in carbon emission. It needs to determine its customer needs and connecting with the customers emotionally. The way in which the company can communicate is through conferencing and monitoring the option through customer relationship management. It would help in tracking the customer response and thereby, help in reviewing the option.
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[bookmark: _Toc34236078]Introduction
ASDA stands for Associated Dairies. The purpose of this paper is to provide proper analysis of the current problem which is faced by ASDA through the use of several analytical tools of SWOT, as well as PESTLE in gathering information. A concluding statement is given in the paper after analyzing the situation of ASDA. There are certain options suggested for improvement of the problem faced by the company. This paper also explains the ways in which the options suggested are communicated, reviewed, as well as monitored.
Secondary research methods are used in gathering and compiling the report findings. The information is collected from the company’s report, its history, along with the corporate responsibility report of ASDA.
[bookmark: _Toc34236079]Findings
[bookmark: _Toc34236080]Overview of the Company
ASDA is one of the biggest supermarket retailers of the United Kingdom and has universal presence in the cities, retail parks and towns across the UK. The company is owned by the huge retail giant, Walmart. The company owns, as well as operates a chain of supermarkets which sells various products namely food products, groceries, electrical products etc. In addition to this, ASDA sells its products online. Besides the core supermarkets of the company, it also offers several other services which includes finance-related services, along with mobile phone provider which uses existing EE network (ASDA, 2020b). The marketing promotion of ASDA is based solely on the price. It is famous for providing economical products, compared to other companies. The major two marketing campaigns of the company are “ASDA price” campaign and other namely smiley face “rollback” campaign (Yousept and Li, 2005).  The strategy emphasis of Asda is based on low prices and highlights the popular no frills ‘Smart Price’ range. The company’s culture and its overview are saving the money every day, as well as keeping the costs low as much as possible and it is the single focus of each and every employee at ASDA. From the company’s checkout to its boardroom, the colleagues of the company are the heroes as they have always made the company special (Gbadamosi, 2010).
[bookmark: _Toc34236081]History/Timeline of ASDA
The company, has a huge history from its time of establishment. It was established during 1949 when a supermarket-owning Asquith family combined with the Associated Dairies company in Yorkshire. Through the process of acquisition, as well as diversification, a new firm was formed named Associated Dairies & Farm Stores Ltd, in which Arthur Stockdale was the managing director. During 1950’s and 1960’s, Associated Diaries expanded the pork Butchery shops, as well as created Craven Dairies brand (Stephens and Wright, 2002). This is due to the order for the cake shops along with cafes. Noel Stockdale, who was the son of Arthur, made immediate rapport with the Asquith brothers. He then went on in becoming another co-founder of future ASDA. In 1958, the Asquith brothers opened their first store. In finding inspiration, both brothers travelled to the USA and visited Piggly Wiggly, which is the world’s first ever supermarket. In 1963, they were so inspired and energized by their trip that they converted the Queens Theatre into UK’s first ever supermarket in Castleford. During this time, they made an interesting discovery of food discounting. During the same time, the brothers pioneered the late-night shopping during Fridays (ASDA, 2020a).
The company expanded to south of England in the year 1970’s and 1980’s, acquired the Allied Carpets, as well as 61 large Gateway Supermarkets along with other businesses (Schofield, 2016). Thereafter, sold off the acquisitions during 1990’s and concentrated on supermarkets. Till the period 1999, the company was listed in London Stock Exchange, thereafter the company was developed by American huge retail giant, Walmart for whooping £6.7 billion. During the period 2003-2014, ASDA was second largest chain of supermarket in Britain on the basis of its market share.  After that point, the company fell to third place. It was seen that from April 2019, the company regained the second-place position which is ahead of Sainsbury’s and behind Tesco (Bentham, 2018).
[bookmark: _Toc34236082]Problems of ASDA
There are several problems which encompasses ASDA. During 2017, the company was named as the worst among UK’s major supermarkets on the basis of treatment of suppliers. It even dropped below Morrisons, which were bottom in 2016. So, the company’streatment of its suppliers is a huge problem. Around 12% Asda’s suppliers denoted that Walmart-owned chain never compiled with Grocery Supply code of Practice. The other problem which the companyfaces is the positioning problem. It means that the company does not have a clear understanding of its customers, as well as the business problem which it needs to rectify. In the strategic report of ASDA, it was denoted that there was 0.3% sales decline for first half in 2019 as compared to 2018. The company’s profit fell around 10% during 2017 due to price cuts (Gouldson and Sullivan, 2013).
The other problem which impacts the growth of the company is the occurrence of various problems of the parent company,Walmart. The beacon of profitability for generation, which was struggling with lacklustre sales as well as procession of the employee lawsuits in Walmart. The trading titan, that created large amount of profits on the basis of its pricing policies and aggressive buying is struggling in sustaining growth. The sales news has been not so g reat in recent years (Buckland, 2016). As a result of this, the reputation of ASDA took a pummelling as analysts are saying that the performance of the company was strangled as Walmart reducing the investment along with instigating talent drain. Another internal problem faced by the company is inability to structure the team to make most of talent (Haydock, et al., 2019). 
Another problem is they don’t have loyalty card or credit card like Tesco. By loyalty card customer gets points and with those points they can spend or buy anything from the store. With credit card customer can spend anything from the store with the limit and later they can pay monthly with little interest whereas ASDA don’t have those facilities. 
[bookmark: _Toc34236083]Nature of Problem, Scope and Impact
The problems of the company mentioned in the previous section are extreme serious issues. From the above problems, the major issue which came out is the positional problem. The brand positioning of the company is severely lacking which may be due to lost connection of brand proposition and communication strategies (Harrison-Walker, 2011). In today's competitive world, the companies need to connect with their customers more effectively and efficiently, or else they can lose their market share to their customers. The supermarket sector of the UK is becoming more competitive. The competition which exists with the competitors insists the company to keep the price the products at a low level. Although there is certain improvement, but is still an area of concern of their proposition strategy (C.F. Gwinand C.R. Gwin, 2003).
 However, with emergence of variety of stores, estimates denote customers are losing their loyalty with ASDA.  Most importantly, customers try out new stores as there is competition in the market. Critics argue that the products of the company are not so good as compared to its competitors such as Waitrose and Sainsbury's. Other than this, the factors that contribute to the brand positioning problem is the consumer behaviour, along with brand loyalty. As it can be seen that the consumers of ASDA are becoming less loyal and purchasing from other supermarkets (Spindogs, 2015).
The most important impact or effect due to the above-mentioned problem, which the company faces is its market share along with that, the company loses many of its customers.  
[bookmark: _Toc34236084]SWOT Analysis of ASDA
SWOT analysis of a company denotes its strength, weaknesses, opportunities, along with its Threats. ASDA has various products, as well as services for its customers. It provides various other services which includes ASDA Smart Price, George Clothing, ASDA Money, ASDA Mobile etc. along with their financial services. Another strength which the company has is that there are 25 distribution centres in the UK which distribute across network of stores (Güreland Tat, 2017). These stores are used for storing chilled food, ambient products and clothing. The most important strength which the company has apart from the extensive distribution, is its excellent marketing campaign. The company has a clear aim in reduction of the environmental impact from its operations and the products it sells, along with suppliers who produce them (Bloomberg, 2020).
The major weakness of the company is its positioning problem. The company loses its competitive advantage to its competitors. ASDA has limited global presence as compared its competitors which makes it even more justified that the company needs strong brand positioning (Handley, 2013). However, it is already facing this situation in the UK as it is losing slight market share to its smaller, as well as challenger brands of Aldi and Lidl. Some of the other weaknesses of the company are false advertising and critics questioning the lack of quality of its products (Burt and Sparks, 2001).
There are various opportunities of ASDA in terms of expansion of its business. It can expand its business operations in several other areas in order to attract customers. Some of the new areas in which it can try out are pharmacy, jewellery and many more. It can increase its competitive advantage by starting online marketing. It can create lot of opportunities in terms of its business and the company can secure more market share.ASDA has strong corporate social responsibility programmes. Its main target and long-term goals include 100% recyclable package, reduction in the wastage of food and other programs which sees opportunity for growth of business (Appendix 1). 
Threat is the last element for discussion in SWOT analysis of ASDA. The important threats of the company include losing its market share due to emergence of tough competition from smaller brands. The biggest threat of the company is price war with the existing retailers. The company faces tough competition from Morrisons, Aldi, Lidl, etc. It is seen that the company losing its brand positioning due to the rise of the independent online retailers (Sodry, 2018a).
From the above SWOT analysis, it can be deducted that the reason the company faces the brand positioning problem is extensive competition in market. Customers are shifting to small retailers as they are offering low price. The non-ASDA shoppers do not feel emotional connect with the company. The extensive Distribution along with its marketing campaign can help ASDA to solve its positioning problems.  It is highly popular among the customers and the company can project their services through its campaigns. As a result, their services can reach to wide range of customers and increase their brand value. On the other hand, the expansion of its business operations along with introducing new variety of products can help ASDA solve their problem in terms of brand connection with their customers. The limited global presence along with price war are seen as an obstacle to the problem solving of the company even more (Xie and Allen, 2013).
[bookmark: _Toc34236085]PESTEL Analysis of ASDA
PESTLE analysis is an important framework for strategic planning. It is used to analyze macro-environmental factors which affects a business. The first macro environment to look at is the political environment. International, National along with EU regulations, which were affecting the employment, consumer rights, legislation, taxes, etc. Impacting on ASDA like other organizations. A tax increase was needed in increasing the costs of all drinkers. Increase in taxes were announced as a part of the Conservative alcohol policy. Although the chief of ASDA slammed the tax rise of alcohol. The increase in tax was a start but it was seen, minimal price is best effectual policy. The company has stable political environment in UK (Sodry, 2018b).
It was seen that, with budget to be announced, there was a need for rigorous attack in competition. ASDA along with its competitors Tesco and Sainsbury were accused of the revenue enhancement as they are turning away the support of local communities. The structure of the cost of the Company is above everyone else. The types include the transaction, sunk, marginal cost, etc. ASDA needs to invest in renovation and redesign its stores. The economic factors of pay level, competitive pressures impact thecompany’s pricing strategies(Appendix 2).
ASDA helps its consumers to gain a healthy and balanced lifestyle ensuring best quality and standard of its food. In previous years, in the UK, there was growing pool of several retired workers. It had an impact on ASDA as they started recruiting older employees for tapping the growing labor pool. ASDA raises money for several charities from their stores and websites. They are charitable to ‘Tickled Pink ‘which helps a lot of people in cancer treatment.From the last ten years of 2010-2020, the company was and are undertaking home services for their numerous customers.
Technology is growing ever increasingly in terms of superfast broadband, click and collect delivery, along with mobile apps. These are important for the company to harvest innovation as its competitors are working to make best use of technology. Currently, the company faces competition from the small retailers. Therefore, ASDA must bring in advanced technology and adapt quickly compared to its competitors. The company must continuously redefine its look, carry accessories brand, etc. (Matusitz and Leanza, 2011).
In support to the Waste and Resources Action Programmes (WRAP), ASDA aimed in reduction of waste to zero by end of 2010. It was seen 65% of their store waste diverted from the landfill whereas 35% dealt in other ways. ASDA planned these in using to generate energy through a process called the anaerobic digestion. This was deemed to be not good enough as its main competitor, then, said they already improved biodegradability and degradability of their waste. ASDA reduced their carbon emissions by 120000 tonnes, which was 40000 more than that they agreed under European Emission Trading Scheme. The store runs a ‘Go Green for Schools’ scheme in which local customers are rewarded with points when they reuse carrier bags.
ASDA says policies on which its business is conducted is based on openness and honesty. These principles are integrated in their business operations. The company is a member of Ethical Trading Initiative (ETI) along with support of Fair-trade foundation. It ensures acceptable working conditions and better deal for the workers and farmers. 
The most important thing which can help ASDA solve its problem is implementing advanced technology and renovating its stores. It can help by attracting more customers from the market and increase their consumer base which were lost due to its positioning problems. The several initiatives in terms of charitiesand awarding reuse of carrier bags which were undertaken can help in bringing back the trust or loyalty of their customers. Customers can then able to connect with the branding and positioning of the company by looking at their environmental policies.
[bookmark: _Toc34236086]Conclusion
The main areas of Concern for the company ASDA are their positioning problem. There has been lossin connection between the brand position and communication strategies. The concerns increase as the company experienced decrement in the profits as well as its market share. The competitors of the company are growing at a faster rate. ASDA faces customer loyalty issues. This hampers the company in the long-run. The small retailers along with challenger brands of Aldi and Lidl giving tough competition and taking away ASDA’s market share. The price cut caused huge loss to the company. False advertising as well as quality of their products are questioned which is another problem of the company. Another area of concern, which impacts the company is the problems of their parent company, Walmart. 
[bookmark: _Toc34236087]Options
An option which can improve or resolve the problems faced by the company is Determination of Customer Needs and Connecting Emotionally. Determining everything about the customers in terms of what they like, dislike, etc.(Mourad, 2010). Knowing the customer preferences along with what they want will help ASDA in positioning their brand. It could resolve the positioning problem and help reconnecting with their customers and will increase their trust and loyalty towards the company. 
[bookmark: _Toc34236088]Action Plan
The options can be communicated to the shareholders via a conference. In this way, the option of determining the customer needs can be communicated specifically to the managers of ASDA. Now they can incorporate the idea and devise strategies accordingly.As they know the needs of customers
On the other hand, the company can monitor the option through customer relationship management (Choudhury and Harrigan, 2014). This approach denotes the interaction of the current along with potential customers with the company. After incorporating the option, the company can use the data to monitor the customers responses. In a general manner, the company can introduce monitoring system in which the customers’ feedback is stored. If the response is positive, then the option is successfully applied (Seyfang, 2008). The company can review the option through reviewing their financial account quarterly. As it will reflect weather the needs of the customers are fulfilled or not. The needs are fulfilled, if there is rise in the company’s profit. This will make things easier for reviewing the said option. 
After introducing loyalty card and credit card ASDA can monitor customers purchasing history and their interest of buying which will help the company to reviewing.  
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[bookmark: _Toc34236090]Appendix 1- Swot Analysis
	Strengths
[bookmark: _GoBack]a) Extensive Distribution System
b) Excellent Marketing Campaign
c) Contribution to reduction in environmental pollution
	Weaknesses
a) Positioning Problem
b) False Advertising
c) Lack of Quality of Products

	Opportunities
a) Can Expand the Business
b) Introduction of variety of products
c) Online Marketing
	Threats
a) Increase Competition
b) Price War with Competitors
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	P

Political
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Environmental
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Legal

	a) Increase in Tax Rate
b) Budgetary pressure

	a) Revenue Enhancement
b) Pay Level
	a)  Charity Services
b) Home service for customers.
	a) Lack of Technology compared to its competitors.

	a) Reduction in Carbon Emission
b) Runs ‘Go Green for Schools’ scheme
	a) Support of Fair-Trade Foundation
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