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Introduction
The marketing process is how a business identifies customer need, creates and promotes product, and delivers value for profit (Tiwari, 2021).
This report focuses on Asda Stored Ltd (Asda UK). Asda is one of the biggest supermarket chains in the United Kingdom. It sells food, drinks, clothing under its George brand, and household goods. Asda competes with another large supermarket. The company is known for offering low prices and good value to its customers. According to Retail Economics, Asda is among the top UK retailers by sales, although is has faced some challenges in market share and sales in recent years (Retail Economics, 2022).
The purpose of this report is to carry out a situational analysis of Asda using Porter’s Five Forces model developed by Michael Porter (1979). This model helps to understand the level of competition in an industry by looking at five main areas:
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Using this model helps Asda assess internal and external factors, improving marketing decisions, competitiveness, and strategic planning.





The Marketing Process

Source: Created by learner

[bookmark: _Hlk213519403]Definition of the marketing process and Stages in the marketing process
Definition
The marketing process is the series of steps that a business follows to plan, carry out and adjust the marketing efforts so it can understand customers, deliver value and capture value in return (Tiwari, 2021).
Stages in the marketing process
Here are five common stages, with simple definitions:
1. Understand the marketplace and customers – The business finds out what people need, what they like, and what other companies are doing.
2. Develop a customer-driven marketing strategy – The business chooses who it wants to sell to and how it will be different from other.
3. Desing the marketing mix and plan the offering – The company decides on the product, price, place, and promotion – how it will offer value to customers.
4. Deliver value and build customer relationships – The business focuses on keeping customers happy and loyal.
5. Capture value from customers – The company earns profits and benefits from long-term relationships.
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Porter’s Five Forces model helps businesses understand how competitive their industry is. It shows how different factors affect profits and helps companies plan better strategies (Wittmann, Reuter, 2008). The five forces are described below and applied to Asda.
Threat of New Entrants - Low to Moderate
The threat of new entrants in the UK supermarket industry is low because of high entry barriers, including large capital investment, strong supply chains, and brand loyalty. Major players like Asda benefit from economies of scale and 
loyal customers (Shaw,2024). 
Discount retailers (Aldi, Lidl) and online services (Amazon Fresh) present a moderate indirect threat through low-cost and digital models (Ford, 2022). 
Asda should reinforce its cost leadership, brand loyalty, and online services to remain competitive.
Bargaining Power of Suppliers – Low to Moderate
Supplier power in the UK grocery market is generally low to moderate because large retailers like Asda purchase in high volumes and can negotiate favourable prices (Shaw,2024). Asda strengths include its scale, strong supplier relationships, and own-brand product, reducing reliance on external suppliers (Asda,2024).
Supplier power can increase if suppliers consolidate or provide unique branded products that customers demand. Recent global issues such as Brexit, COVID-19, and ongoing geopolitical conflicts have raised supplier influence by increasing cost and supply chain disruptions (Wilson, 2021).
To maintain competitiveness, Asda should continue leveraging size, expanding private labels, building fair partnerships, and sourcing locally to enhance supply chain resilience (David, 2015).
Bargaining Power of Buyers (Customers) – Strong
Customers in the UK grocery market have strong power because they have many choices like Tesco, Aldi, Lidl, and Sainsbury’s. They can easily switch stores since prices are easy compare online and switching costs are low. The cost-of-living crisis has made people more price-sensitive, so they look for cheaper options (Ford, 2022).
For Asda, this means it must work hard to keep customers by offering low prices, good value, and quality service. To stay competitive, Asda uses price-matching deals, loyalty cards, and its own-brand products to attract and keep customers. It also improves online shopping and mobile apps to make shopping easier (Asda, 2024).
Threat of Substitute Product or Services – Moderate to High
The threat of substitute products for Asda is moderate to high, driven by the growth of online grocery services, meal kits, discount retailers, and convenience stores.
Changing consumer preferences – especially toward convenience, value, and sustainability – intensify competition from substitutes such as Amazon Fresh, Ocado, and meal delivery apps (Euromonitor, 2024).
To remain competitive, Asda must expand its digital presence, invest in online and click-and-collect services, and promote its affordability and eco-friendly product (Asda, 2024).
Industry Rivalry – High
Competitive rivalry is extremely high, with Asda facing strong competition from Tesco, Sainsbury’s, Morrisons, Aldi and Lidl. These company compete mainly on price, promotions, product range and quality of service (Bredford, 2023)
The growth of discount retailers has forced Asda to reduce prices, reducing profit margins. Limited product differentiation makes it difficult to build customer loyalty.
To remain competitive, Asda has invested in online shopping, click and collect, Asda Price and smaller store formats (Asda, 2024).
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Porter’s Five Forces model helps Asda understand its competitive environment and market structure. The analysis highlights high rivalry and strong buyer power, which limit price increases and pressure profit margins. In contrast, low supplier power enables Asda to maintain lower operational costs, while moderate threats from new entrants and substitutes encourage ongoing innovation and strategic agility (Gupta, 2025).
Major limitations of Porter’s model is its focus on external factors, overlooking Asda internal strength such as technology, employee skill, and company culture. Furthermore, it does not fully account for rapid market changes caused by digitalisation, global crises, or shifting consumer behaviours (Indeed, 2025).
To gain a complete view of its environment, Asda should integrate Porter’s Five Forces with SWOT and PESTLE analysis, enabling the inclusion of both internal capabilities and external influences (Gratton, 2025).
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1. Keep prices low but products good quality.
2. Invest in digital shopping and technology.
3. Build customer loyalty with offers and rewards.
4. Promote the brand as affordable and reliable.
5. Offer more sustainable and high-quality products.
6. Work with local suppliers to reduce risks.
Combining Porter’s Five Forces with an internal analysis (RBV) gives Asda a full strategic view, helping it stay competitive and adapt to a fast-changing retail market.

[bookmark: _Hlk213519602]Recommendations
1. Keep prices low to attract budget shoppers.
2. Asda “Rollback” cuts prices on many products, but some items don’t stay cheaper for long.
3. Improve online shopping and delivery services.
4. Open more local convenience stores.
5. Sell more Asda own-brand products to make higher profits.
6. Reward loyal customers with cards, discounts, and offers.
7. Use digital tools and marketing to show Asda value and quality.
8. Work closely with suppliers to keep prices fair and products reliable.
9. Watch competitors and adjust prices or offers quickly.
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In conclusion, Asda operates in a highly competitive supermarket market. Porter’s Five Forces analysis shows that competition and buyer power are the biggest challenges, while supplier power and new entrants are less of a threat.
To stay successful, Asda must focus on low prices, online growth, and customer satisfaction. Even though Porter’s model is simple, it gives a good starting point for understanding market challenges and making better business decisions.
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