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[bookmark: _Toc16147]1.0 Introduction
Aldi is a well-known, low-cost grocery store company that started in Germany and came to the UK in 1990. (ALDI, 2024) Aldi is known for its low prices, which attracts shoppers who want to save money by giving them high-quality goods at lower costs than other stores. This method not only makes shopping easier, but it also puts Aldi at the top of the low-cost buying scene. To make an organised plan for improving and coming up with new ideas for Aldi's strategic marketing plan, the SOSTAC framework includes a situation analysis, goals, strategy, tactics, actions, and control. The framework helps organise the marketing plan in a methodical way, making sure that every part is fully covered, from knowing how the market works and what your company can do to putting marketing plans into action and reviewing their success. Using the SOSTAC framework makes sure that Aldi's marketing efforts are in line with its strategic goals. This makes it more competitive in the UK supermarket business, which is very tough to get into.

























[bookmark: _Toc26217]2.0 Situation analysis of Aldi
[bookmark: _Toc7528]2.1 Pestel analysis
When Aldi is making its marketing plan, it needs to do a full analysis of both its macro and micro environments. For example, PESTEL analysis shows that the political environment, with its new rules on advertising unhealthy foods, could make it harder for Aldi to meet its sales goals. To do this, it will have to find new market opportunities while still following the rules (GOV.UK, 2021). Regarding the economy, high food price inflation in the UK gives Aldi a chance to attract price-conscious customers, since people tend to look for cheaper shopping choices when the economy is bad (Dey-Chowdhury & Ubovic, 2022 ). Aldi should put money into its e-commerce platform to improve the user experience and service efficiency (PESTLE Analysis of the Supermarket Industry, 2023) because more and more people want to shop online and have items delivered quickly and easily.

Technological improvements have brought about significant changes in the supermarket industry, especially in the development of personalised shopping experience and e-commerce, through which Aldi can enhance its market competitiveness (The Food Retailing Industry Speaks, 2023). Aldi can meet the growing demand for environmentally friendly products and improve its brand image by adding more eco-friendly products to its line (Statista, 2023) which is good for the environment. Because of the law, Aldi has to pay more attention to protecting customer data by making sure that all of its business activities follow the latest data security rules. This not only keeps the company out of trouble with the law but also builds trust in the brand among customers.
[bookmark: _Toc27034]2.2 Porter’s five forces model

Porter's Five Forces model shows that Aldi is good at managing its supply chain, which makes it less powerful in negotiations with suppliers and gives it a lower cost advantage by forming strong bonds with a large network of suppliers (Porter, 1979). On the other hand, Aldi has to deal with tough market competition, the danger of new competitors, and buyers who can shop around a lot. 
[bookmark: _Toc2278]2.3 SWOT analysis 
Based on the above SWOT analysis, it is clear that Aldi has a lot of market appeal when it comes to new ideas and technology, but its lack of marketing and promotion may have made people less familiar with its brand.
It was clear that Aldi needed to quickly reevaluate and improve its market positioning after a full study of its macro and micro environments. Changes in the law and politics, an uncertain economy, and more people wanting a good internet shopping experience all made Aldi realise it needed to change its image from a cheap store to one that sells good products at reasonable prices. To make this change, Aldi needs to improve how people think of its brand and make its eco-friendly product line stronger. It can do this by using smart marketing techniques like telling better brand stories and highlighting its dedication to quality.

[bookmark: _Toc22795]







[bookmark: _Toc29043]3.0 Objectives of Aldi
In the UK, Aldi's main goal for the next year is to make more people aware of the company and change how people feel about it. In particular, Aldi will try to make people 30% more aware of their brand through successful PR and advertising. By the end of 2024, a new advertising effort will link the brand to the values of diversity and inclusion. This will make more people aware of the brand and make it more popular around the world.


The goal that Aldi set to raise brand awareness and improve brand recognition within a year is in line with the SMART principle because it is clear that the goal is to raise brand awareness by at least 30% and that this will be done through a successful advertising and public relations campaign. It can be measured because Aldi has a specific goal of a 30% increase, which lets it keep track of its success and change its plan as needed. The goal can be reached because it focuses on attainable growth through tried-and-true marketing methods. It's part of Aldi's larger business plan to raise brand recognition around the world, which is important for staying ahead in the retail market. Finally, it has a clear deadline—the end of 2024—so that work can be prioritised and success can be measured within that time frame.


4.0 Strategy for Aldi
[bookmark: _Toc5347]4.1 Value proposition strategy
Value proposition is the core of your competitive advantage. Your competitive edge comes from your value offering. It makes it clear why someone should buy from your business instead of one of your competitors. A value offer is a short, strong statement of the main reason why people should do business with you.（2020, Helmold）

Aldi could change its image to be more in line with "quality and affordability" by using a value proposition approach. First, Aldi should make it clear what it offers that its target market will find valuable. Giving "quality products without expensive prices" should be the main message. In other words, getting good products in a responsible way and offering them for a fair price. Aldi can set itself apart from other stores by focusing on things that make it special, like buying local, using organic products, or having its own lines of goods.

[bookmark: _Toc3851]4.2 Market penetration strategy

Companies can get a bigger share of the market by selling more of their current goods or services to the groups that already buy them. This is called market penetration. It wants to improve the company's customer satisfaction by reaching more people in the market it already has, instead of going into new markets. Increasing advertising, running sales, making products better, or lowering prices are just a few of the ways this approach can be used to get more customers from the same market. (Market Penetration, 2015)

[bookmark: _Toc13273]Aldi had to change from a low-cost store to a brand name for high-quality, low-cost goods by using a market penetration strategy. This was necessary because the political and legal environment was changing, the economy was uncertain, and more and more people wanted a good online shopping experience. This approach worked well for Aldi because it built on the company's existing market position and customer base while also focusing on making products better and raising brand awareness. 


5.0 Tactics for Aldi
The marketing mix is made up of the strategies (or marketing activities) we use to meet customer wants and make our product stand out in their minds. It includes the 7Ps (Product, Price, Place, Promotion, and Promotion) and three more things that help us deal with the challenges of selling services: People, Process, and Physical Evidence. (Booms & Bitner, 1982).

[bookmark: _Toc2443]5.1 Product 

Aldi might decide to improve the quality of its products by, for example, releasing a line of high-end goods called "Aldi Specical." This line includes unique items like expensive organic fruits, spices, and coffees. These goods should come from sellers with a good reputation for being environmentally friendly. Also, look for and show off applicable product certifications in the UK, like Organic, Fairtrade, or Rainforest Alliance certifications from the Department of Agriculture, to give customers real proof of quality and sustainability.

[bookmark: _Toc593]UK consumers are becoming more interested in healthy and eco-friendly goods. As a result, Aldi can create new eco-friendly product lines, such as biodegradable packaging, plant-based cleaning products, and reusable household items.
5.2 Price
Aldi can use a dynamic pricing model to change prices in real time based on market demand and the amount of stock they have. This helps them stick to their goals and strategies and improves their brand image and recognition. For instance, the price of fresh or short-term guarantee items can be lowered to sell quickly when there are too many of them, they are getting close to the end of their shelf life, or it is almost time for the shop to close for the day. Instead, the price could be raised a little, and a different loyalty and membership programme could be created, that is, member price discounts could be made available. As a prize for being a loyal customer, give them extra discounts or points. This will encourage them to buy from you again and keep buying from you, which will help you get a bigger share of the market.
[bookmark: _Toc6106]5.3 Place
[bookmark: _Toc20322]To change how people think of the Aldi brand, focus on areas where people want to buy high-quality things. It could also be made bigger by adding high-end shopping places. People in the UK usually think of Aldi as a cheap grocery store. Opening stores in high-end business districts like London's Chinatown could help change this impression by linking Aldi with quality and style. The shop itself should also be made better. To make new goods look even better, the store should clearly show off fresh, high-quality items. For example, there should be areas for organic fruits and vegetables and certain types of meat.

5.4 Promotion
Aldi could use TV, radio, print media, and the internet to show off its high quality and low prices in a number of advertising campaigns aimed at improving its brand image and raising awareness of the brand. The material of the ad should show specific proofs of the quality of the product, like customer reviews, quality certifications, and clear sources.
Aldi could also keep using storytelling in its marketing, building on the short video that won Best Christmas Marketing 2023. The company could also use real customer stories or case studies to show how buying Aldi's organic and locally sourced products helped one family eat better.


5.5 People 

[bookmark: _Toc6484]Staffing is done to make sure that everyone can provide customer service that is in line with the brand's beliefs and improves the experience of all customers.Everyone who works at ALDI can be trained in the store's brand values, product knowledge, and customer service standards through a thorough training plan. The training should cover new high-end goods, customer service, how to talk to people, and how to handle complaints from customers in the right way.
5.6 Process
[bookmark: _Toc7949]Aldi can improve processes by making the customer experience better. For example, they could set up a fast response customer service system to make sure that all questions and complaints are answered quickly. Use a CRM system to keep track of all the times you've talked to a customer and give them more personalised services and answers.
Make it easier for people to return items and swap them as well. For example, make it easy for customers to return items by letting them fill out return forms online and setting up handy return points.
5.7 Physical evidence
[bookmark: _Toc937]Aldi wants to rebrand itself as a store that sells "high quality, affordable goods," so it's important that the design and plan of its stores are in line with that goal. Product quality and packaging can be improved and made better. For example, Aldi should make sure that all of their goods are packaged in a way that is well-designed and gives you information. For high-end lines of products, use better-looking and more durable packing. Also, stores that aren't online should always have clean shelves, floors, and lounge places. Cleaning and maintaining stores on a regular basis not only makes the shopping area more comfortable for customers, but it also shows that Aldi cares about the company image and details.
6.0 Actions 
[bookmark: _Toc21292]From January 2024 on, Aldi could put together a cross-department product development team whose job it would be to come up with new lines of organic and eco-friendly products. This part will last until the end of March and include market research, product design, and making a prototype. From July to November, the marketing department will plan and carry out a number of marketing campaigns to get people to know about the products. These campaigns will use different types of advertising and public relations activities to make sure that the products are well received by the market before they go on sale in December.

To go along with making the new line of products, Aldi will be able to start a number of advertising and public relations efforts in July 2024. These will run until the end of the year. These campaigns will include making and releasing ads for the new goods on TV, radio, the internet, and social media sites. 

All of Aldi's front-line employees will go through a two-month training programme from May to June 2024. This is to make sure that they can help sell and promote the new goods. The training will go over the new goods' features, their target markets, sales techniques, and how to give great customer service. After the new line of products comes out, Aldi will use a number of market penetration tactics, starting in December 2024, to get a bigger share of the market it already has. To get more customers, these include doing more promoting, running promotions that people want, making products better, and changing how much they cost.


7.0 Control

[bookmark: _Toc4236]In Aldi's marketing plan control session, it's important to set clear and detailed Key Performance Indicators (KIPs) to make sure the strategy is carried out well.
To begin, the rate of sales increase is a key sign of how well the new product line is doing.ALDI will set a monthly goal for sales growth, such as hoping to see at least 5% rise in sales every month. To make sure that sales trends are in line with the goal, this aim will be kept an eye on by collecting and comparing monthly sales data. Also, regular customer satisfaction surveys will be done to find out how well new goods are received and how people feel about the Aldi brand as a whole. This will be done through online polls and face-to-face questionnaires in-store. The goal is to get over 90% of customers to be satisfied.


8.0 Conclusion
Aldi's marketing plan is to improve its brand image and market share by offering organic and eco-friendly products. PESTEL and SWOT studies show that online experiences and marketing efforts need to be improved. By aiming for a 30% rise in brand recognition by 2024 through smart marketing and public relations, Aldi hopes to strengthen its place in the market. The strategy includes getting into new markets and making the customer experience better. Regular KPI reviews will make sure that the strategy is implemented well and that things keep getting better.


[bookmark: _Toc10469]
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