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1.0 Introduction.

This report is requested by the CEO of ASDA Sean Clarke on the 25/02/2020 and to be submitted by 20/03/2020 and will be compiled by the director of operations at ASDA. 
The purpose of this report is to provide a full analysis of the current problem faced by ASDA, as 2800 workers face redundancy after a tough profit fall, and customer drop over the 2019 Christmas period.
There will need to be a thorough investigation as to what changes within the company and externally may take place. Whether this may be a negative or positive impact moving forward financially or effected competition within the supermarket centre will also be explored.
During this report there will be a conducted full investigation using various uses of research into the current problem facing ASDA. These various research Methods and investigations will be utilised from all information of online sources. These will be gathered from news-paper articles, published reports and any other sources that may become available in order to obtain a full scale insight, evaluation, conclusion, executive summary and possible action plan from this report.
For clarity and concise problem solving to take place in this report there will have to be a range of analytical tools used such as SWOT analysis, PESTLE analysis and the implementation of theorist models. These will be used in order to create an insight into identifying fields of critical analysis which will have to be undertaken through this task and report. 
All implementations of these tools and uses will help to draw a conclusion suggesting options for improvement at ASDA. Explaining the processes of communication, monitoring and review of the options chosen will aid in all objectives of this report.
Research methods of online sources through a fishbone timeline of events in the evolution of ASDA, would demonstrate a comprehensive understanding of where the company began from, and how the transition of events through that timeline unfold to the problem that is being faced today.
Strengths, weaknesses, opportunities and threats throughout this timeline can be examined in its findings, along with an assessment of its macro environment into the organisation identifying the influences in their business changes and organisation. Understanding these in depth can maximise the opportunities and minimise the threats, helping to understand and problem solve to an effective degree throughout the report.






                                                         2.0 Findings.

· 2.1 History of the Organisation.

ASDA has been well known as the Pocket Tapping company for 52 years. Right back to West Yorkshire in the 1920s is where ASDA can be originally tracked by a family of butchers known as the Asquith’s in the town of Knottingley. This business was expanded into seven outlets and then joined by a group of dairy farmers in West Riding known as J.W. Hindell Dairy Farmers ltd and then became Associated Dairy and Farm Stores ltd in 1949. This is where the “AS” of the Asquith’s and the “DA” of the Dairy’s became to be known as “ASDA” (S4RB, 2020).
In 1958 Peter and Fred Asquith found that retail was in their blood when they opened and sold their first store. A revelation in their first visit to the US was when they visited probably the world’s first world supermarket known as Piggly Wiggly. This inspiration led to a revolution in retail (ASDA, 2020).
The name ASDA was officially known in 1963 where the Queens cinema in Castleford was converted into a supermarket by the Asquith family followed by a further 3 more stores by 1965 (S4RB, 2020).
The famous company we know today didn’t become well known until 1965, when Associated Dairy and butchery counters partnered with the Asquith family’s chain of supermarkets. This is where there was a suggestion of a merger and on the 3rd of May 1965 the company was successfully born.
[bookmark: _Hlk34480917]There was an abolishment of retail price maintenance in 1965 allowing pricing by the retailer to be set for the first time. The acquirement of the failing US failing retailer G.E.M by ASDA was successful at this point in taking over being the first out of town supermarket. When ASDA took over they increased a £6000 a week sale to £60,000 in just 6 months (S4RB, 2020).
During these mid 1960s economy was booming, car ownership was growing and rationing was 10 years in the past. Optimism was sweeping the country and exciting things were beginning to happen (ASDA, 2020).
Revolutionary ideas were brought by Peter Asquith offering discounted petrol by the NAFTA oil company then diversifying its product range to fill their new GM stores. By 1969 the company had 30 stores and the Asquith’s were bought out by associated dairy’s gaining full control.
Massive growth for ASDA was seen in the 1970s and newly appointed MD Peter Firmston oversaw the company expansion. Larger stores and more Petrol stations were pushed along. ASDA legendary “POCKET TAP” was introduced hitting our tv screens in 1977 in its first visionary commercial advert. 
The 1980s developed a change in the air where ASDA had shown some expanding, diversity and merger partnerships with other companies. Examples of some of these were opening its 100th store in 1981, the development of new ASDA brand products in 1984 and a merger with MFI furniture in 1987. Seven new distribution centres were made within this period with the birth of the partnership and pioneering clothing brand George which eventually becoming one of the UKs top clothing brands (S4RB, 2020).
The 1990s see ASDA continuously flourishing where Archie Norman the youngest ever CEO produced a radical new strategy called the “ASDA way of working”. This provided a framework for the new organisational structure which promoted colleague involvement and made stores the heroes. In 1996 they organised the Tickle Pink campaign raising money for cancer research which continues to this day.
In 1996 the first pharmacy was introduced providing cheaper medical supplies to customers, and in 1999 a strategic, innovative move by the company joining Walmart becoming the world’s biggest retailer.
A new chapter seen ASDA enter the millennium 2000 at a phenomenal pace enjoying renewed growth, expanded business, and launching of the grocery home shopping business. In 2004 it was named the best value retailer by Grocer for the 7th year running. In 2006 launching the “We sell less programme lowering living costs for millions. 2008 seen most environmentally friendly store ever seen called the Eco store where energy saved from natural lights could brew 11,000 cups of year, and then the 100-day money back guarantee for school clothing in 2010.
In 2012 the first drive through click and collect was installed raising to 600 points throughout the country by 2104, and in 2013 the first stand-alone filling petrol station was launched. 
[image: ]In 2014 ASDA were voted community retailer of the year and honoured by the times as the top 50 employers for women. ASDA also surpassed its £1 billion profit mark for the first time whilst celebrating its 50th birthday celebrating its half century level of success (ASDA, 2020).
2.1.2 Products and Services Offered.
Asda Living stores are dedicated to George and non-food items, offering a range of George Home, Fashion and general merchandise to customers. Petrol Filling Stations offer both pay-at-pump and pay-at-kiosk services, as well as a small convenience store that provides customers with a variety of food to go and travel friendly products.


· 2.2 Investigating the Nature of the problem at Asda.

The nature of the problem that Asda is facing was being unprepared in the lack of insight of the growing supermarket giants ASDA and LIDL. With the enormous competitiveness within the UKs grocery market being bigger than ever before and the UK retail food and grocery staggering around £1.4 billion.
The largely increasing demand by shoppers for more choice, quality, service and constant lowering of price is at its highest expectation. The way people shop has dramatically changed as a result of the lifestyle change and retail landscape.

· 2.21 Scope surrounding this problem.

The scope of the problem surrounding this situation for Asda can be seen around several problems. 
First the once small retail stores known as Lidl and Aldi in the late 1990s which were once disregarded easily by the “big 4”, have now become two of the top 5 grocery stores in the UK (YouGov, 2018). These two stores both growing at an average rate of one new store per week sucking in shares and profitability out of the industry. This has forced the previous “big 4” supermarkets ASDA, TESCO, SAINSBURYS, AND MORRISONS under pressure forcing them to take drastic measures (Guardian, 2019).
Due to the social climate transpiring from the recession of 2008 ASDA failed to see LIDL and ALDI as a potential threat. The (Guardian, 2019) explains the reason that ASDA failed to see this was because the two supermarkets were not seen as a threat due to ASDA being one of the UKs biggest supermarket chains after being bought out by Walmart. The financial times quoted that ALDI and LIDL had “little impact on Britain” because customers were not as price sensitive as the Americans or Europeans. With ASDA and other main supermarkets dozed at the wheels they were convinced that customers would not be seen dead in a discount store. The German chains slowly turned the sector on its head as nearly two thirds of shoppers throughout the country turned their gaze and spending toward their stores
Peoples options are increasing for more places to shop along with technological advancements speeding up purchasing rates, along with multiple choice and variety amongst retailers online.
Diversity in days spent at the supermarket has changed the way people shop with customers, trending an average of 3.3 days a week in the stores rather than the “past weekly shops”, showing why “big box” supermarkets are under pressure.
Competition is always increasing for convenience, and mid build to smaller stores offering more attractive prices, flexibility and quality (ASDA LTD, 2020).
With the supermarkets most effective weapon which is in product pricing. Aside from prices being driven down in real terms, there has been a competition in which has developed into a discounting culture and doubling up on promotions. Activities such as these are now embedded into shopping patterns along with half price offers which are similarly expected.
These activities have led to “feast or famine” as consumers become deal savvy and stockpile goods that are on promotion or discounted. A regime in establishment for stability in prices and fairer consumer pricing has led to lower overall volumes than “high low” FMCG categories introducing even deeper price discounts (Saunders. J, 2019).




· 2.23 Impact of this problem.

The impact of the problem evolving firstly around the competitiveness in the supermarket sector can be seen in many ways. Looking back to November 2015 before any sight in drastic measures ASDAS chief executive Andy Clarke reported back then that ASDA suffered its 5th consecutive quarter of declining sales after a tough Christmas. This was a weak performance again as Aldi and Lidl continued to dominate a large share of the sector. This was the worst performance in ASDA’s 50year history deflecting the performance as stating to an industry wide deflation, even though its competitors ALDI and LIDL were evolving. ASDA continued to insist not getting drawn into drastic price cuts with their competition even though ASDA were 10% more expensive (Butler. S, 2015).
One of these drastic measures caused a savvy and possibly desperate act of a proposed £13 billion merger between ASDA and SAINSBURYS in April 2019. This was rationalised by allowing them to lower prices by 10% competing more effectively against the stronger supermarket rivals but keeping both brands distinctive and competitive (ASDA LTD, 2020).
This would create the UKs biggest supermarket chain combining 2800 stores, also accounting for over £1 spent in every £3 spent at grocery stores in the UK.
ASDA boss Roger Burnley said at the time: “‘The combination of Asda and Sainsbury’s into a single retailing group will be great news for Asda customers, allowing us to deliver even lower prices in store and even greater choice. With concerns arising the CMA stepped in and barred the merger from moving forward. The CMA remarked that the merger would make the petrol filling stations more expensive also resulting in longer checkout queues. CMA chairman Stuart Mcintosh said that an in-depth investigation led to increased prices, reduced quality and choice of products, and in total a poorer shopping experience (Westbrook. C, 2019).

ASDA one of the most iconic supermarket businesses, for lowest, most cost-effective alternatives, in such a wide variety of products lacked insight and disregard in unanticipated competition. This was poor observation forcing a desperate merger between ASDA and SAINSBURY making the supermarket looking weaker. (Neville. S, 2014) explained that the rivalry in the “cut price fightback” resulted in ASDA spending £1 billion on price cutbacks over a five-year period, and £250 million on its own label quality and packaging. This being a direct impact from poor insight and desperate claw back from mistakes made. (Gilbert. J, 2019) explains the proposed merger could lead to higher prices and lower quality concerns as the sector faces increasing competition directly impacting on shopper’s experiences.

(Jahshan. E, 2018) Explains it would have significant negative impacts raising material competition levels on the supply and distribution chain ultimately being detrimental on consumer welfare. There would also be long lasting damaging effects of the merger unlikely to be counterbalanced by market developments impacting the grocery supply code of practice and other legislations.
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2.3 Swot Analysis on ASDA’s Strengths.

Internal factors.

· ASDA’s has many strengths in the impact of this problem in that they are a company that have always been at the forefront in the grocery retail market.
· An established in over half century’s growth in successful and innovative ideas in the sector have become a perpetually evolving retail phenomenon contributing to a wide customer base.
· Development capabilities in their growth and success have also been obtained by challenging legal practices resulting in success, and capturing the respect, trust and favour of the consumer. These challenges have set ASDA apart from its competitors.
· There is an increased focus by the company on product development and availability in competing with larger supermarket giants.
· Their range of merchandise such as food an essential non-food items in the range of petrol filling stations, George clothing fashion, café, pharmacy, electrical, leisure, travel and entertainment fulfil ASDA with a multiple retail format on a competition level.
· There is an operational strong support from walmart with over 270 million customers, 11,700 stores under 65 banners in e-commerce websites (Marketline,2020).






2.31 ASDA’s SWOT Analysis on Opportunities.

External Factors.

	
· Benefits by the company stand from growing trend of online retailing, which provides consumers convenience of home shopping in the technological environment.
· ASDA has an enhancing offering in new product launches on a consistent bases keeping the customer base interested in terms of variety and choice. ASDA has had the benefits in the variety of consumer products compared to other stores which gives them a retailing edge over their competitors.
· As private label sales are rising consumers are increasingly shopping by means of budgeting. The partnership with George clothing offering cheap attire and footwear especially when catering for children at school, will always remain a competitive marker that other retailer giants will struggle to beat.
· Apparel retail has been the largest segment of the market since 2017 accounting for 25.8% of the total value of the company. The growing trend of online retailing provides consumer convenience of home shopping, with the consistent launching of new products in these ranges that are hard to compete with from other retailer giants (MARKETLINE, 2020).




2.32 SWOT Analysis breakdown.

The opportunities that ASDA possesses over its competitors in resolving the organisation’s problems all seem to be focused on the way that they have diversified since the beginning. When looking through the findings of the SWOT analysis its very apparent on the range of products and choices that ASDA have made available to their customer base. These ranges in products with the latest trends in technological advancements can be marketed at the best prices that other retailer giants will find hard to compete with. Identification of customer trends in this industry have proved that the organisations apparel retail of 25.8% is a highlighting factor of the businesses strengths and opportunities within the online sector as an established company with established brands (MARKETLINE, 2020).


2.4 ASDA Pestle Analysis.

The Social Environment factors of ASDA are changes in healthy lifestyle, celebrity following and ageing population which help ASDA in the introduction of new innovative ideas in products and services within the competitively growing market. This helps the company develop its segmentation strategies.

The Economic factors need to be considered with competitive pressures such as pay level, cost of credit, labour and supply demand and energy prices. Economic factors such as these impact on the pricing strategies of the company significantly.

The Environment of Technology is ever growing with the delivery services such as click and collect being extremely important, along with the competitiveness of online growth trends. There is a constant working and development by all big supermarkets and is in ASDA’s best favour to make use of these technologies (Sodry. S, 2018).


3.0 Conclusion.


The growing grocery retail environment is at its most competitive error in the 21st century. Technological advancements are becoming forever more the economic best friend of the consumer industry. Shoppers are no longer wanting to leave the comforts of their own home knowing how easy it is to scan the internet highway of product variety and price comparison. This is a major concern and problematic system of innovation and progression that retail supermarkets are battling in the edge of competition between its rivalries. The days of people shopping on the high-street are becoming vaguer and vaguer as were acclimatising to the fact that we don’t have to travel anywhere to achieve our minimal budget expenditure. Tackling the problem of physically getting people into the stores also providing the cheapest online services with the best customer experience is a perpetually evolving challenge. Technology is not quite at its pinnacle for this reason and may never will, but the struggle continues both for retailers and consumers. All processes undertaken in this report is to actively approach these problematic impacts as observational points in recognising what needs to be achieved in order to project the company strengths. This will gain perspective of advantages in what needs to be re-evaluated to succeed. There are many challenges in this problem that can be forgotten terms of where the company has evolved from, and then recognising that the company has many achievements through its lifespan that have been an inspiration in how its customer base has achieved its loyalty. These recognitions need to be inspired by its hierarchy as a confidence reminder from where it once came, and the capitalisation of knowing where the future of its  company lies within the strengths of its business, loyalty gained through years of reputation, and growth of innovative challenges it has faced along the way.

3.1 Areas of Concern.

· Attentiveness in what the consumer is looking for as a reliable returning customer.
· Being aware of the market changes of its competitive rivals.
· Awareness of technological updates or advances in gaining the upper hand.
· Employing a team that are savvy in consumer activity.
· Tactical awareness of competitors.
· Maintaining the loyalty of the brands previous promises for consumer satisfaction.


4.0 Options to resolve ASDA’s problem.

· Promoting the more established grocery brands at more affordable prices than the ALDI and LIDL own brands.
· Enticing customers by employing some of the old strategies of promotional ideas of the past.
· Advertising click and collect distribution points with bulk buy prices on products that you would not necessarily receive in store as an online promotion.
· Advertising a one stop shop with a variety of products that promotes some reward scheme that other larger retailer giants already offer to their customers.


5.0 Action Plan.
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6.0 APPENDICES.



Asda Timeline.

[image: ]


Swot Analysis.
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Pestle analysis.
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Executive Summary.

Retail supermarket giants are now facing huge changes within the grocery sector. Significant changes
have seen once smaller size operators like LIDL and ALDI become domineering competitors within
this sector. The competitiveness in prices and scope of online services to attract consumers has left
the big organisations in  harsh trading environment. Savvy advertising techniques of discount deals,
promations or price cuts are the only trading weapons available to the companies.

This report takes ASDA through a span of its history and legacy as one of these competitors
struggling to survive in the competitive developing world. ASDA once a domineering organisation
has faced new struggles in the last decade where complete analysis of the company needs to take
place in order to reinvigorate a new sense of awareness in the competitive sector. Reminders of how
the company has achieved what they have, and how new strategies based on their strengths are
possible to create new opportunities. This hopefully in order for them to move forward and capture
the glory of their passed achievements. Many concluded facts from findings are detailed in the
report analysing suggested methods of improvements. These are also in order to create improved
awareness in mistakes that may have been made and recognising their potential in the new digital
retail market.
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There was a devastating shift amongst the supermarkets sector seen in 2016 as ASDA had reported
its irst fall in sales within its 67-year history. The reason for this although not acknowledged by
ASDAS CEO Andy Clarke was the marching steal of the German discounters ALDI and LIDL. The rise
‘was seen to be put down to the recession from 2008 which saw shoppers needing to reassess their
spending habits looking for cheaper alternatives. This although was also seen as ASDAS inability to
adapt and step away putting aside profits and expansion over anything else.

Market share had also been falling forcing to make severe spending cuts and redundancies. There
‘was a statement made by CEO Andy Clarke during this time that there was an acknowledgement in
the fierce competition within the market sector. ASDA were still edged on trying to keep their 5.3%
profit margins up despite the acknowledgement of its competition and even willing to lose
customers through the process. The George clothing brand also began to suffer losses and even
amid the perpetual storming competition of their rivals ASDA continued to force progression of
further stores and click and collect points and even more poorly cutting the amount of free tea given
toits staff (Neville, 5. 2016).
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