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[bookmark: _Toc184762821]Introduction
A change in the workplace is essential to achieve growth and adapt to the needs of a dynamic environment. During the process of change, effective leadership and strategies of implementation are very important. An overview of the ASDA Company's present situation will be given in this report, along with a summary of a recent or ongoing reform program that will be looked into. This report will examine ASDA's recent history and discuss how the firm has been affected by changes in the external environment, such as the COVID-19 epidemic. This report will go on to create a change model that takes into account the organisation's strategic shift, including the leadership style and the way the change was handled. Lastly, this report will assess how organisational culture affects the change management program and create an appropriate change management strategy for the future.
[bookmark: _Toc184762822]Current state of the company
[bookmark: _Toc184762823]Swot analysis 
	Strengths
Strong brand position. ASDA holds a significant position within the retail market for groceries, clothing, and general merchandise in the UK. GlobalData (2024) notes that the company has a 12.6% market share and has more than 600 stores with an emerging online presence.
Competitive pricing. Asda was founded on the premise of delivering low prices and good value. In fact, this has created a very large customer base, whereby these stores have been able to gain competitive advantage over other major retailers (ASDA, 2024).
	Weaknesses
Limited international presence. Because Asda's activities are mostly concentrated in the UK, it is prone to local competition and economic volatility in the UK.
Over-reliance on the UK market. The performance of Asda is highly dependent on the performance of the economy in the UK. The high concentration exposes the company to potential economic downturns, changes in regulation, or even changes in consumer preference in the UK economy (Strategy, 2024).

	Opportunities 
Sustainability and ethical sourcing. Asda can continue to make investments in sustainable practices, including plastic waste reduction, improving the energy efficiency mechanism to attract ecologically sensitive consumers.
Expansion into new markets. Asda might look at ways to increase its footprint outside of the UK and penetrate new markets abroad to diversify its sources of income and lessen its dependency on the home market (Strategy 2024).

	Threats 
Intense competition. ASDA competes with traditional rivals such as Tesco and Sainsbury's, and emerging players like Aldi and Lidl. The discounters like Aldi and Lidl are enjoying market share gains in the wake of consumers who prefer lower-priced goods (Haigh, 2024).



[bookmark: _Toc184762824]Porter’s five forces model 
Power of buyers (high). Buyers are powerful because there exist identical firms like Tesco, Sainsbury's, and online groceries. Zhou, M. (2023) note that price sensitivity enhances the power of buyers. ASDA always position itself in accordance with the preferences of its customers who go for value for money, low prices for groceries, and good quality private label brands.
Power of suppliers (moderate). In the retail industry, the bargaining power of suppliers is moderate as noted by Zhou (2023). The large-scale ASDA can negotiate favourable terms. However, sometimes the disruption in the supply chain across the globe affects costs. ASDA reduces supplier power by diversifying suppliers in order to reduce dependence on one supplier (ASDA, 2024).
Threat of new entrants (high). The grocery retail industry demands huge capital investments. Therefore, entry barriers are very high as noted by Paksoy, Gunduz and Demir (2023). However, online grocery shops and discount supermarkets such as Lidl and Aldi can easily pose a great threat to ASDA. Thus, the company invests in technologies for improving this section of its online shopping platform. ASDA has been strengthening its Omnichannel retail capabilities which makes it hard to be matched up by any new entrant (ASDA, 2024).
Threat of substitutes (moderate). Zhou (2023) note that the consumers have an option to resort to substitutes such as dining out and meal kits and home-grown products. ASDA minimises this threat by diversifying its various offerings from ready-to-consume food to organic and healthier product offerings due to changing priorities of the consumers (ASDA, 2024).
Competitive rivalry (intense). ASDA competes with traditional rivals such as Tesco and Sainsbury's, and emerging players like Aldi and Lidl. The discounters like Aldi and Lidl are enjoying market share gains in the wake of consumers who prefer lower-priced goods (Haigh, 2024). To neutralise this threat, ASDA has embarked on an enhanced value offer, while adding more products on the shelves to attract the budget-conscious consumer. Asda has been trying to differentiate itself by investing in customer service, affordability, and convenience according to Haigh (2024).
[bookmark: _Toc184762825]An outline of a recent/current change initiative
ASDA has been expanding its online groceries and integrating AI technology into its operations as noted by ASDA (2024). This technology integration helps to address the increasingly growing demand of consumers for convenience and an increase in e-commerce activities that intensified during the COVID-19 pandemic. The move illustrates ASDA's engagement in renewing its operations to strengthen customer experiences and sustain competitiveness within the UK retail market. These changes also include heavy investment in the online grocery business's infrastructure and digital tool up scaling to make the e-commerce services simple (ASDA, 2024). Goel and Sahil (2024) note that ASDA replaced its website and mobile phone applications for shoppers, upgrading them with easy features. This has made it easy for shoppers to connect by recommending or searching items using one search option (Goel and Sahil, 2024).
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[bookmark: _Toc184762827]Ownership changes and strategic direction 
ASDA, one of the big supermarket chains in the UK, has seen some key changes in its operations, strategies, and market position over the last few years. In 2021, the Issa brothers and TDR Capital bought the company from Walmart. This marked the return of ASDA to British ownership after more than two decades under the American retail giant (GlobalData, 2024). 
This ownership change caused ASDA to focus on cost-cutting measures and value proposition expansion to meet the needs of more local consumers. The owners placed emphasis on operational efficiency, store modernisation, and increasing online sales growth (ASDA, 2024). Besides, the new management turned ASDA's focus towards affordability and sustainability. It introduced initiatives such as the "Just Essentials" range, which targeted the price-conscious consumer in these economically uncertain times. This is in tune with the positioning of ASDA as a value retailer and addresses the needs of customers experiencing financial strain (Quinn, 2024).
ASDA (2021) notes that under new ownership, ASDA pursued policies of restructuring aimed at achieving greater efficiency and reducing costs. This led to conflict with employees, particularly over security of employment and conditions. The management had to create open channels of communication with its staff and invested in employee training programs as part of its response to new technology and processes (ASDA, 2021).
[bookmark: _Toc184762828]The COVID-19 Pandemic 
According to Tugby (2021), the COVID-19 pandemic made a lot of disruptions to ASDA operation, its value chain, and the consumption pattern of consumers. ASDA witnessed panic buys, broken supply chains, and shifting demand at the onset of the coronavirus outbreak. Immediately afterwards, it quickly set new safety policies in place along with the e-commerce expansion aimed at the sharp rise of people wanting groceries online. The pandemic showed the weak spots in ASDA's supply chain. The company tightened its relationship with local suppliers and diversified its sourcing strategies in an effort to reduce its dependence on international supply chains (Tugby, 2021).
Ecommerce expansion. According to Hirth, Boons and Doherty (2021), the most important changes during the pandemic period revolved around increased online grocery shopping. ASDA responded by increasing the capacity of home delivery and click-and-collect services. The partnership with third-party delivery services, such as Uber Eats, was one of the ways that ASDA tried to ensure better service in last-mile delivery services. These helped ASDA to manage the difficulties that were brought by the pandemic and aligning it to a greater position for future growth into the e-commerce sector (Hirth, Boons and Doherty, 2021).
Shift in consumer behaviour. The pandemic brought about changed consumer behaviour, where convenience, safety, and affordability remained key concerns for customers. For ASDA, the response included an introduction of contactless pay, further streamlining online platforms, and offering necessary items at discounted prices to retain the loyalty of their customers amidst increased competition (ASDA, 2024).
[bookmark: _Toc184762829]PESTEL analysis 
Political factors. Brexit added another layer of complexity to business, with tariffs, changed regulations, and labour shortages. Regarding Brexit, the complexity of importing goods into ASDA was further increased which affected the availability of fresh produce and other perishables (PwC, 2023). The company tried to offset these issues by investing in logistics and starting to source more products locally. The current corporate tax which rose from 19% to 25% has negative effect on the profitability rate of ASDA (PWC, 2024). For instance, it increases the expenses and reduces the net income. 
Economic factors. The economic environment also had its impact on the recent performance of ASDA and the strategic moves it has been considering and implementing. Furthermore, ASDA also suffered from inflation in 2022 which was 11.1% before reducing to 2.4% in 2024 as noted by ONS (2024). This led to rising raw material, transport, and energy costs and reduced profit margins. This forced ASDA to initiate cost-saving measures and modify pricing policy. The "Just Essentials" range was developed because of economic pressures, which portrayed ASDA's position as a low-cost retailer according to Sodry (2023).
Social factors. Asda capitalised on hectic lifestyle of UK consumers by offering them convenience shopping options, which comprise extended hours of opening supermarkets, click-and-collect services, and even quick home deliveries (ASDA, 2023). Consumers increasingly show interest in locally produced and seasonal produce. Asda should collaborate with local farmers along with suppliers to sell fresh and high-quality products and promote the local economy as well. Asda has been continuously expanding its "Farmyard" range comprising of products from British farms. This fits well with the growing consumer interest in local sourcing (Sodry, 2023).
Technological advances. ASDA has been undergoing digital transformation to enhance efficiency in its operation and offer customers better services. It has adopted automation in warehouses for inventory and order handling, and it has leveraged AI in analysing buying trends to run personalised marketing campaigns (ASDA, 2024). ASDA has also managed to integrate technology into their stores. Self-checkout, mobile applications, and in-store Wi-Fi have made it easier to shop, which would appeal to technology-savvy consumers. Additionally, the introduction of more digital payment methods has minimised the time spent waiting in line and improved customer satisfaction (ASDA, 2024).
Environmental concerns. Sustainability is turning out to be one of the core areas of concern for ASDA, driven by rising awareness among customers and compelling regulators. Therefore, the company has set targets to reduce carbon footprint, plastic wastes, and the use of renewable sources of energy (Sodry, 2023). Various initiatives related to sustainability being carried out by ASDA include offering refill stations, selling products with eco-friendly packaging, and introducing plant-based product lines. These steps make ASDA more impressive and popular among modern shoppers, who are keen to know whether or not a brand is really environmentalist (Sodry, 2023).
Legal factors. Asda has to strictly follow the rules and regulations enforced by the government as well as the industry, because any violation will lead to punitive measures by the concerned authority. For instance, it cannot pay any employee less than the minimum wage amount in the UK. Some of the legal pressures which the firm is likely to be faced with from the regulator bodies include those relating to labour practices, environmental impacts, and also competition laws. Increased regulatory focus may lead to fines or even operational changes (Sodry, 2023).
[bookmark: _Toc184762830]A model for change, and how the change was managed and the leadership style
[bookmark: _Toc184762831]Kotter's 8-Step Change Model
John Kotter's 8-Step Change Model presents a mechanism to approach organisational change in a way that is ordered, participative, and aligned with the strategic direction of the organisation (Pollack and Pollack, 2015). 
Create a sense of urgency. Pollack and Pollack (2015) note that it is highly essential to instil a sense of urgency for change in any organisation. In the case of ASDA, desire for change came during the COVID-19 pandemic and a shift of buyers preferences who preferred online purchases. The increased online purchases made the company to invest in e-commerce tool as a way of gaining a competitive edge against other stores like Tesco and Sainsbury's who enjoyed a larger market-share. These changes to the market were clearly defined by the CEO, Roger Burnley, who led the transition (ASDA, 2021)
Building a guiding team. Hackman (2017) notes that any successful change must have key stakeholders driving the process alongside strong leadership. In ASDA's case, their guiding team consisted of a head from each of the logistics, technology, and customer service divisions. In general, they were responsible for heading the implementation process and integrating novel technologies into store operations for online grocery systems (ASDA, 2021).
Develop a vision and strategy. Salman and Broten (2017) state that a clear vision and strategy stand as guidelines to drive forward the process of change effectively. The vision of ASDA was to provide a quick, smooth, and incomparable shopping experience that aligns with the changing necessities of modern consumers. ASDA aimed at becoming the top online grocer in the UK by 2025. This was made known to the employees as well as to the customers, indicating the company's commitment to innovation and service excellence (Pochin, 2024).
Communicate the vision. Hackman (2017) states that effective communication ensures that the people across the organisation understand and buy into the vision and strategy. ASDA used various channels-town hall meetings, internal newsletters, and digital channels-to inform employees about updates concerning the change initiative. Roger Burnley's communication approach was totally based on transparency. The leader used to update regular progress and listened to employees' problems (ASDA, 2021).
Empower action. According to Pollack and Pollack (2015), barriers should be eliminated, and the employees should be given ownership of the change process if the process is to be successful. The leadership simplified the manner in which decisions were made, enabling teams to act and make changes without having to go through unnecessary bureaucracies. For example, local store managers were given authority to adapt e-commerce solutions to the particular needs of their stores, which had the added effect of making them more innovative and responsive (ASDA Plc, 2024).
Generate short term wins. Salman and Broten (2017) argue that quick wins create momentum and demonstrate the results that can be achieved with a change initiative. ASDA focuses on quick wins, like adding new click-and-collect locations and launching partnerships with third-party delivery platforms such as Uber Eats. The success of these initiatives were showcased through internal communications and external marketing campaigns. This were crucial in increasing employee morale and customer confidence in ASDA's ability to evolve (ASDA Plc, 2024).
Build on the change. The reinforcing stage of change requires that early successes be consolidated (Salman and Broten, 2017). Burnley's leadership still insisted that this was not the end and encouraged the teams to find more opportunities where efficiencies and customer experience could be enhanced. For example, ASDA researched new partnerships and models of delivery, such as the use of electric vehicles for last-mile logistics that could enable further differentiation of its offers in an increasingly competitive retail landscape (ASDA, 2021).
Anchor change. Hackman (2017) note that to make change stick, it has to be incorporated in the culture of the organisation. ASDA aimed at making corporate values consistent with the change goals, which included innovation, customer-orientation, and adaptability of the organisation. The leaders explained that online grocery business extension and integration of modern technologies corresponded to ASDA's orientation for affordability and conveniences.
[bookmark: _Toc184762832]ADKAR model 
According to Paramitha, Tobing and Suroso (2020), the ADKAR model by Prosci provides grounding on five elements that, when applied to organisational change, are necessary for such change to be successful. Relating this model to the ASDA strategic change helps examine the processes and approaches adopted by the leadership (Paramitha, Tobing and Suroso, 2020).
Awareness. ASDA ensured that the staff felt the need for change, especially given the pressure that the business faced from discounters such as Aldi and Lidl. The leadership had to press the message of cost reduction, along with efficiency and enhancing the customer experience (Paramitha, Tobing and Suroso, 2020).
Desire. The ASDA managers developed an enthusiasm for change by explaining what was in store due to new strategic initiatives, such as further strengthening its delivery option of groceries online or pricing it at a level which allowed stiff competitiveness. The employee goals became aligned with the higher-end visions of organisational growth (Paramitha, Tobing and Suroso, 2020).
Knowledge. Training initiatives and knowledge sharing aided staff members in comprehending their responsibilities in putting changes into practice, including adjusting to new systems and technology for effective operation (Thekkekara, (2023.
Ability. ASDA made investments to improve employee competencies, especially in digital transformation projects. Platforms of support were put in place to guarantee a seamless transition as noted by ASDA (2024).
Reinforcement. To ensure that staff members followed new procedures while resolving issues, ongoing evaluation and input systems helped maintain changes as recommended by Thekkekara, (2023).
[bookmark: _Toc184762833]Lewin change model
Unfreezing. ASDA planned for a strategic changes based on their analysis of general market trends, such as increased online grocery demand and increased competitors. The CEOs led to clarity and urgency to change and used data-driven insight to show the need for transformation (Hussain et al., 2018).
Change. The company implemented new tactics, including growing its digital channels and automating supply chain processes. To make sure that workers welcomed these improvements, leadership promoted a cooperative atmosphere. The success of these initiatives were showcased through internal communications and external marketing campaigns. This were crucial in increasing employee morale (Hussain et al., 2018).
Refreezing. Through the introduction of new procedures, performance rewards, and the guarantee that innovations become normal, ASDA incorporated the reforms into corporate culture. Moreover, the company rewarded and recognised employees who could adapt and innovate, which proved that this was part of ASDA's culture (Riches, 2024). This was done with a goal of ensuring that improvements would last beyond the challenges posed by the pandemic.
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The leadership style of Roger Burnley was important in implementing ASDA's change initiative. His leadership style incorporated elements of transformational and participative leadership. He motivated the employees by providing a compelling view of the future direction while allowing participation and inclusiveness in the decision-making process. Under his direction, ASDA placed a strong emphasis on showing empathy and assistance to its workers, especially during the pandemic's times. This strategy increased staff dedication to the company's objectives while also making it easier for new technology to be adopted (ASDA, 2021).
Important role of leadership 
The leadership plays a very significant role in guiding the organizations to success, especially through periods of change and strategic transformation as noted by Mansaray (2019). At ASDA, the leadership outlined a clear vision and strategic direction for the organization. The Chief Executive ensured that all team members understood the goals and their roles in achieving these goals. Leaders at ASDA encourage and motivate employees to give their best through total commitment. They create a sense of direction and guide individual efforts toward organisational objectives (Mansaray, 2019).
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Organisational culture is one of the most critical factors that influence the outcome of an organisational change management program. ASDA has a strong corporate culture that focuses on value for money, customer friendliness, and operational efficiency. This helped to shape and influence the change management program. ASDA's culture fosters a sense of inclusion, innovation, and dedication to providing value for money. This helps to lay the ground for the company's responsiveness to market fluctuation. Employees are encouraged to be efficient and to work in teams, which has been crucial in managing both competitive pressures and operational changes (ASDA Company, 2024). 
ASDA's culture was an enabling factor in the process of change management. The customer-oriented culture and collaborative ethos within the organisation were major enablers in aligning the employees to the broader goals of the change initiative. ASDA's culture witnessed significant evolution as a result of the change management program, which reinforced ideals like continual improvement and technical literacy (ASDA Company, 2024).
Positive impacts 
Customer-centric approach. The customer-oriented approach ingrained in ASDA provided a sound basis for its aims of change management. Online grocery expansion and integration of technology aimed at improving the shopping experience, smoother delivery processes, and increased accessibility. The fact that such goals were in line with ASDA's cultural emphasis on customer satisfaction meant employees knew the purpose and worth of such changes, thus helping in gaining acceptance and cooperation. The click-and-collect service growth aligned with the culture of price and convenience, allowing staff members to more easily modify their processes and give customers' demands top priority (ASDA, 2024).
Collaboration. The culture of collaboration also supported ASDA in incorporating new initiatives. ASDA (2021) note that since the teams across the firm, from logistics to information technology and customer service departments, were collaborating, implementing new technologies such as Automated Picking Systems and artificial intelligence-driven inventory management integration was possible. It contributed to a very strong, harmonious, and collective resolution ability of the company during troubled times, enabling the smooth transition of phases and problem-solving in every step of the change procedure.
Challenge posed by organisational culture
Resistance to change. Some workers opposed ASDA, especially those in front-line positions who were worried about automation's effects and security of employment. Fear of duplication and a lack of trust in utilising cutting-edge technologies were the main causes of this opposition. ASDA made training investments and placed a strong emphasis on staff members' roles in assisting emerging innovations rather than being overtaken by them to lessen this problem (ASDA, 2024).
[bookmark: _Toc184762836]A suitable change management plan for the future
In this dynamic retail environment, ASDA should gear itself to be in the lead with innovation and adaptability. The increasingly rapid rate of technology adoption and growing demand for sustainability require that change management planning for the future should be so designed as to meet new challenges and capitalise on new opportunities.
Financial plan. According to Al-Haddad and Kotnour (2015), a well-structured financial plan is important to ASDA for the introduction of any form of change. This involves the identification of those things that will be required to effect the proposed changes, hence a proper allocation of funds. For instance, the new technology or the restructuring being introduced by ASDA requires accurate budgeting for hardware and software costs, costs related to training, and costs for operational adjustments. Besides, contingency reserves need to be added for those costs that could not have been foreseen. Effective resource allocation ensures critical areas receive adequate funding while limiting waste. The transparency of financial planning builds confidence in the stakeholders that the change is viable and sustainable (Al-Haddad and Kotnour, 2015).
Communication phase. Cameron and Green (2019) note that the key to managing change is effective communication. ASDA needs to develop a multi-channel communication strategy to make sure that transparency and engagement take place. Sharing the vision and objectives with the stakeholders, such as employees, customers, and suppliers, will help to gain their confidence. Management should use internal platforms, newsletters, and meetings to update the progress (Cameron and Green, 2019). 
Engagement of stakeholders. The leaders in ASDA must embrace and convey the expected changes to various stakeholders. This will also motivate and influence other employees to make an equal attempt towards embracing the change. Executives should lead and participate in the various strategic initiatives of change. The managers should identify influential employees within ASDA to champion for change as recommended by Hayes (2022). It is a must for ASDA to invest in a more holistic training program that allows employees to acquire the proper competencies for new technologies, such as automated systems or data analytics platforms. Also, ASDA should train leaders to manage teams through change in an agile manner (Cameron and Green, 2019).
The change process
Define the Vision and Objectives. According to Al-Haddad and Kotnour (2015), a clear and strong vision is the very foundation of any successful design for change management. The ASDA change initiative in the future should focus on changing into a tech-enabled, customer-centric, sustainable retailer. The key priorities shall include improvement in digital capabilities through extended online shopping, AI for personalisation, and data analytics to make informed decisions. Besides, it should upskill employees to cope with technological advancement and foster an innovative culture. The objectives of the sustainability pledge include cutting carbon footprints, incorporating eco-friendly goods, and implementing green logistical techniques (Hayes, 2022).
Conduct a change readiness assessment. First, ASDA needs to check its readiness for the change through internal scanning as recommended by Cameron and Green (2019). ASDA should focus on factors such as employee attitude towards change through surveys and focus groups to understand their openness to innovation. The current digital tools and platforms should be mapped against business needs to identify gap. Leadership alignment shall be conducted for all the leaders to understand the 'change' from a unified perspective. The potential barriers and strengths that will be identified from this step will thus shape the strategy of change (Al-Haddad and Kotnour, 2015).
Address resistance to change. ASDA has to be more proactive to employee issues for minimal disruption. The employees' fears over job loss and extra workload should be given a hearing and solutions should be openly provided by the managers. Managers should recognise and reward those who embrace the change (Hayes, 2022).
Evaluation and measurement. Success measures establish accountability for the process and ensure continuous improvement according to Al-Haddad and Kotnour (2015). ASDA should utilise metrics in online sales increase, customer satisfaction scores, and reached sustainability milestones as a yardstick to monitor progress. Feedback from employees and customers would also be continuously reviewed by the managers for areas of refinement.
[bookmark: _Toc184762837]Conclusion
This report focused on the current situation of ASDA and highlighted the most recent change initiatives which was the development and integration of technology related to online groceries. It also detailed the external environment regarding the COVID-19 pandemic and identified certain challenges concerning the shifts in consumer behaviour and the supply chain disruptions. The strategic change management by ASDA was discussed with the application of the 8-Step Model developed by Kotter, ADKAR and Lewin change model. The effect of organisational culture was evaluated and how it influences the adaptability of workers. The proposed change management plan took into consideration a focus on the future with key points like digital transformation, sustainability, and people's development. Generally, ASDA can continue growth in the competitive retail environment by adapting, having strong leadership, and being committed to innovation. 
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