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The role of marketing in creating value for customers and stakeholder engagement and their impact on the marketing activities of an ALDI organisation.

Introduction
When it comes to buying goods or daily things, customers nowadays have a wide variety of retail stores from which to choose.  The retail industry has changed as a result of the relentless rivalry that now exists in the market. It is useful to examines how a retail company has used marketing concepts in recent years to meet its goals. Begin by deciding what customers want, and then create a product to meet those demands. Gaining a competitive edge can be challenging, so to ensure strong marketing operation, they will need a unique marketing strategy with a clear target. ALDI's company prioritises attracting and retaining clients by creating a long-term marketing strategy, according to relevant marketing concept.
Marketing is the process of developing productive partnerships by attracting new customers with outstanding value and keeping existing ones satisfied. Marketing must be seen as a method of meeting the needs of customers (CIM, 2015). In addition, marketing can be described as the method by which businesses create value for customers and establish strong relationships in order to derive value from them. (Kotler et al. 2020). Moreover, marketing is the practice of satisfying and exceeding consumer expectations more than the competition in order to achieve corporate goals (Blythe, 2014).
In a marketing-oriented organisation as ALDI, the customer is the most important asset and that there can be no success without attracting customers. They use a specific campaign plan with straightforward priorities. ALDI has established itself as one of the most conventional retailers in the global business market, owing to their strong perception of good value and good quality. (ALDI Stores Limited, 2021).
The marketing concept according to Kotler et al. (2020) is the use of marketing data to concentrate on the needs and desires of consumers, but in order to create marketing strategies that not only meet those needs but also help the company achieve its business objectives. In addition, to do so effectively, marketers will need to provide those consumers with exactly what they want at prices that are reasonable (Blythe, J. 2014).
 ALDI organisation concept is enclosed in the company's slogan, "Top quality at extremely low rates – guaranteed." (ALDI Stores Limited, 2021) ALDI expands on this concept even its small-scale advertising yet outlining its five core principles: big discounts, good quality, great value, super specials, and purchased with trust. This captures their core principles, which includes offering customers high-quality goods at low prices.
ALDI believes that consumers should prefer goods that are readily available and at fair-cost. ALDI’s Managers focus on this principle striving for competitive production, right strategies, and affordable distribution. In developed countries, where customers are more concerned with purchasing a product than with its functionality, this approach makes sense, but it is not quite sure if this always work. Although daily low-pricing strategies can be suitable for some companies, but they are not always the best option for others (Olbrich, R. et al. (2017). One thing is for sure, most take advantage of this.
Advantages 
[bookmark: _Hlk69477346]As outlined above ALDI makes their business to provide important low-cost supermarket products than the experience of conventional supermarkets provide on a regular and predictable basis to satisfy consumer. Since customers have less money to spend as a result of the global downturn and impending economic crisis, this seems to be a positive benefit. This has made ALDI's marketing the most appropriate model at this time, since they buy their goods at the lowest possible price from their vendors and resell them to consumers at a greatly reduced offered price. A fact that only a small part of the competitors detailed recently (Grey, B. 2021). As a consequence., ALDI turn to be the country's favourite store in 2021, according to, UK organisation for protecting consumer, Which? (2021). The supermarket achieved a 73 percent customer satisfaction, rating of over 3,000 survey respondents in the UK. The winner was chosen based on a variety of factors, including stock availability, value for money, and grocery freshness. Following a year of Covid-19 constraints, the length of time spent queuing outside the shop, the length of time spent queuing at the counter, and the layout of the store have all played a part.
Another benefit of ALDI's approach to customer loyalty is its simplicity. In contrast to grocery stores, which use expensive displays, extra facilities, and discounts to entice consumers into their stores, ALDI's main priority is to provide value and quality to their customers by being reasonable and efficient in everything they do (Aldi Stores Limited, 2021). Their strategy is to organise its operations around the ideas of lean mindset. Lean manufacturing aims to reduce the amount of energy used to provide products and services to customers. It involves reducing waste as well as using less resources, labour, space, and time (Business case study, 2019). As a result of the lower rates, ALDI will reinvest the money back into the business as a result of its performance and cost-cutting. They can then be used to assist the organisation in meeting its sustainability goals and providing excellent customer service.
Lean production, on the other hand, is not just about cutting costs for ALDI. It is all about passing on these benefits to consumers in order to which they will receive good value for money (Dragusha, C. 2016). It is based on a variety of productivity principles adopted by ALDI stores:
Continuous improvement – a company where all employees strive to enhance the quality of their performance on a regular basis.
Just-in-time manufacturing – goods are delivered as required, eliminating the need for large inventories.
Time-based management - an advantage strategy for reducing the amount of time wasted in company operations. This normally necessitates a workforce that is multi-skilled and adaptable.
As a result, ALDI is able to focus its investments on other important aspects of its market, rather than unsustainable expenses. For instance, ALDI is dedicated to corporate social responsibility (CSR), more distribution centres or public relationships. These are ALDI's societal, employee, and community responsibilities. (ALDI stores Limited. 2021). 
ALDI tends to be a well-run company from the edge. More investigation reveals that their operating approach and business model are perfectly aligned (Britland, K., 2019). They identified a customer who wants basic groceries delivered quickly and cheaply, and then realised that this customer's characteristics are exactly what a company wants in a high-volume retail setting. Along the way, they turned the customer into an agent in their business model, implying " make compromises where you don't care, and we will deliver what you want" (ALDI Stores Limited, 2021). ALDI assumes that the real appeal of its low prices is sufficient to compensate for minor issues. As a result, ALDI will operate with less opening hours than its rivals, minimizing store operating costs. Furthermore, they are able to build in the second-tier areas. This has significant cost advantages, as well as the ability to reach markets where existing retailers might have already ground the most desirable locations.
In the retail discount sector, the supermarket, which offers both food and non-food products, has the best financial advantage. ALDI’s marketing strategy lets them sell their products for up to 30% less than the major UK supermarkets (Tesco, Morrisons, Asda, and Sainsburys), targeting a well-defined consumer segment that is more concerned with price than the quality of the product itself (Rice, X., For the gardian, 2019). The store has a major competitive advantage over its contenders in that it can gain global dominance by standardised purchasing of as little as one line per product, they are not geographically focused, providing their distinct identity brand,
Branding
According to Kotler (2017) a brand is a name, expression, logo, image, or design that identifies and differentiates one seller's or group of sellers' products or services from those of competitors. An increase in business earnings typically correlated with a rise in brand value, and of course customer recognition. The brand should strive to represent and express all of the good aspects of the business, including not only merchandise yet services, customer loyalty, logistics, and operations leading more trust over time (Ramanathan, U. et al., 2017).
ALDI, as an established brand in supermarkets, places a particular emphasis on balancing the market functions (ALDI, 2020). The retailing company delivers a wide variety of good-quality products with distinct identity brands at fair prices to its consumers effectively coordinating its marketing functions and boosting their profit. Moreover, their well brand value is of similar consistency to other popular brands such as Heinz or Fairy Liquid. Thereby attract consumer loyalty who preferred the well-known brands still liked Aldi’s ‘Like Brands'. ALDI was able to do this by performing blind taste tests on a wide range of consumers. (Aldi Store Limited, 2021). According to research, brand loyalty (brand awareness) benefits businesses more than price or discount loyalty (Popp, B. and Woratschek, H. 2017). 
Ansoff matrix
The Ansoff matrix is a strategic tool for assisting and directing businesses as they make growth-related decisions. Igor Ansoff, a mathematician, devised the plan, which consists of four segments: market penetration, market growth, diversification, and product development (Ansoff Matrix, 2018). Based on internal and external factors, a corporation or organisation must choose one of these four strategies, or a combination of them.
[image: ]
ALDI's global activities and business effectiveness are a product of its strategic growth decisions and choices. Their progress  and plans have varied in various ways, at different times, based on internal and external organisational variables. To become one of the world's largest product companies, ALDI seem has continuously used the Ansoff matrix.
ALDI has successfully applied the following Ansoff matrix and category methods.
Penetration into the market
ALDI expand their business by using the current product range. Their cost focus strategically concentrates on providing a basic product at a low cost to a segment of the population that can be able to satisfy their need (Business case study, 2019). As previously stated, ALDI supermarket adheres to the low and middle class in rural and suburban areas by introducing a low-cost deal on all its items. It is the safest approach, as ALDI has been able to keep loyal customers coming back for more while still attracting new ones via price. 
Development of the market
ALDI will continue to open stores in the United Kingdom and Ireland, but as a multinational discount retailer, they could be better to expand into other countries to gain a strong position. 
Diversification is a good thing (unrelated)
Introducing new services to new markets is the riskiest method. This procedure necessitates creativity and opportunities. ALDI has launched an online photo service that allows customers to order photo books, prints, wall decorations, greeting cards as well as upload personal images (ALDI Photos, 2021). But it is still not so popular and if so ALDI might think about expanding and using advertisings to boost sales.
Developing a product
ALDI has continued to sell private labels of the store's products. In addition of the severity of the downturn, ALDI recognises and understands the desires and behaviours of their customers, and still concentrate on a base range of goods with moderate innovation (Rice, X. 2019). Only a few parts of the new product as ALDI's weekly special buys, for example, are an unrelated product development strategy.
If ALDI continues to implement the Ansoff module, it may help the company maintain its reputation while also attracting new customers, resulting in an increase in market share. However, external challenges that may affect the company must be considered and customer relationship improved.
The purpose of relationship marketing (also known as customer relationship marketing) is to establish powerful, also emotional, customer relations with a brand, which can lead to repeat purchase, free word-of-mouth advertising, and customer information that can increase the value (Kotler et al. 2020).
[bookmark: _Hlk69737557]Significantly, ALDI concentrates on the value of its products and services by establishing an ongoing responsibility for the accuracy and quality of information provided to customers. This is demonstrated by their efficient use of advertising that refer to the details on the labelling and more significantly, a website. This gives customers’ knowledge about the company's quality levels, warranties, and social and environmental activities. For instance, in case of a defective product Customers may have changed or to be fixed as a result of their warranties, which fulfils the customer loyalty requirement. The priorities of ALDI's consumers were identified and matched with the company's business model and their stakeholders' dedication (Aldi Stores Limited).
Stakeholders
A stakeholder is a person, a group of people, or an organisation who is interested in or affected by the organization's activities. (T Morphy 2021). This emphasises the importance of organisations being able to recognise and evaluate their stakeholders' impact on the organization's decisions and outcomes.
[image: Stakeholder Mapping]

External stakeholders are individual and organisations from the outside of the company that are in relationship with organisation’s activities (T Morphy 2021). The central point of consideration ALDI provides to their suppliers, creditors, customers and community organisations. Moreover, to offer the best possible service to its customers, ALDI's activities involve collaboration with a variety of companies and organisations. The following are some of the partners:
Governments are implementing laws and policies to help control emissions as a result of increased environmental protection. ALDI strives to reduce its environmental impact by being energy efficient, reducing the impact of its refrigerant liquids, and adhering to industry-leading green architecture standards. (ALDI Stores Limited, 2021). When it comes to waste, they adopt the 'reduce, reuse, recycle' principle. ALDI's CR Policy emphasises the importance of community support. All that brings awareness to customer and trust to a company. Also, the food standards agency is in charge of specific rules and regulations control grocery store operations, and these legislations were enforced to protect consumers and ensure that supermarket stores have quality everyday products that meet the minimum requirement (Food standard agency, 2021).
Supplier and Vendor Partners, which include providers of equipment, materials, and services, as well as items and products, who assist the Company in its sales operations and stocking its stores. ALDI ensures that all products of a certain market segment come from the same vendors in order to save money by purchasing in huge quantities and to maintain good relationships. (MA Agriculture Ltd, 2021). To achieve the common objective of putting the customer first, ALDI maintains a positive relationship with them. ALDI produces nearly half of its products in the UK, with its daily fresh meats being hundred percent British. It also provides regionally sourced fruits and vegetables, allowing customers to choose from a wide variety of options while also encouraging sustainability (Business case study, 2021). ALDI benefits of the UK's experience as a food producer in developing high-quality, low-cost goods for their customer.
Sponsorship and Marketing Partners, which include a variety of sporting organisations and bodies, as well as brands, to whom the company offers financial support in exchange for an affiliation with the ALDI brand as well shares some resources and collaborates on joint projects. ALDI recently announced a number of sponsorship deals, including supporting Team GB at the Olympic Games and being the official naming rights partner and supermarket of Australia's MiniRoos initiative (Aldi Stores Limited, 2021). In addition, the company has an alliance with international development organisation Farm Africa, as well as a collaboration with The Skills Place Newham to support its own ALDI Apprentice Scheme. ALDI's community engagement was designed to build loyalty, introduce local shoppers to the brand and its products, and develop long-term relationships.
Community and Social Responsibility Partners, which include a variety of non-profits and charitable organisations with which the Company works on a variety of social and community programmes around the world; ALDI Supermarkets  partner together with the Department of Health and the British Nutrition Foundation (BNF) becoming the leading suppliers of healthy and wholesome food to their customer, every day, at rates everybody would enjoy, across their experience.(BBC, 2021) Granting to charities improves the brand's reputation. Responsible brands are seen by consumers as trustworthy and ethical, and they are more likely to give money to businesses they believe in.
Customers: Customers are the primary focus of any business; in reality, the purpose of the business is to maximise profit by satisfying customer requirements and getting them to pay for that interest (Kotler et al. 2017). Customers are at the core of everything ALDI striven for. ALDI keeps consumers informed of what's going on in the store and responds to their needs, including ethical and shopping issues. Their promise is to provide good-quality products at the lowest possible cost. ALDI's operational model eliminates unnecessary expenses, allowing the company to sell "Everyday Low Prices" (Aldi Stores Limited, 2021).
Competitors: This term refers to other retailers in the same market. Companies like Asda, Tesco, and others compete in the supermarket sector. When there is rivalry in the field, however, enough time and resources are available to assess, evaluate, and handle each customer properly. As a result, businesses is able to gain customer loyalty (Bashir, M., & Verma, R., 2017)
[bookmark: _Hlk69816161]Internal stakeholders are individuals or organizations that operate within a company (T Morphy 2021). They have a clear relationship with a business, such as work, ownership, or investment. They are tasked with brainstorming and cooperating to develop solutions that will increase customer experience and satisfaction. One thing which places particular importance on internal stakeholders is that the company, strategy always assesses the perceived satisfaction of internal stakeholders (B2B International, 2021). 
Owners, in big companies such as ALDI sometimes have the biggest challenges trying to satisfy customers. The general difficulties are that they have a wide variety of partners and cannot always align their individual priorities. For example, the main objective of a company is to maximize profits and increase stock equity from its shareholder’s point of view. Since labour costs are such an important input cost for most businesses, they should be carefully managed. That might make the staff frustrated and thus may affect customer satisfaction (Commence, 2021).
ALDI's management is in charge of implementing the plan in action and ensuring its effectiveness. Doing all the responsible thing in the workplace it entails changes from the beginning of the organisation to the present situation, where it can be made a norm (McDonald & Wilson, 2016). They collect important information and new ideas from stakeholders and evaluate them later. The HR department ensures that workers are available, motivates them, and has access to their progress to be ready to meet new customer requirements.
Employees are ALDI's most important internal stakeholders. Whether they work in stores, distribution centres, or management teams, ALDI wants its employees to be dedicated, hardworking, and accountable for their actions. ALDI wants every employee to have a fulfilling career with opportunities to grow and develop (Aldi Stores Limited, 2021). ALDI supports its employees' competence and provides a variety of advantages to those who have worked for the company for a long time. Employee satisfaction is crucial: Employees' word-of-mouth is much more effective than the firm's official communications. (Blythe, 2014) Because of its highly driven and professional employees, ALDI is able to provide outstanding customer service. 
A productive interaction with stakeholders assists in the implementation of solutions and ideas. Furthermore, it establishes a relationship that facilitates the advancement of a project and under initiation by each organisation in collaboration. According to McDonald & Wilson (2016), businesses with strong relationships are more likely to be recommended for the best retail in the competitions. Conducting reasonable operations in the business also ensures that all activities are running smoothly, and that the company's priorities and objectives are being met and the customer satisfied.
Conclusion
ALDI is the best discounter because it quickly recognises what consumers want and captures retailing trends, especially in affordable and natural produce. ALDI does this by making its operations as efficient as possible while remaining loyal to its core principles of simplicity, reliability, and accountability. ALDI is able to provide the best quality goods at the lowest possible price by using a range of lean methods. And it should keep growing at a similar pace. They should also improve their stores to cater to a wider range of buyers, not just those from low-income households. Although ALDI company being established in response to this customer requirement.
ALDI has a unique marketing concept that has earned it a strategic edge in a competitive industry. But in addition, it suggests to use and others way to satisfy consumer demand. They could launch a loyalty card to reward existing customers and inspire them to shop at Aldi in the future. Another way is to broaden its offerings and thereby compete with the Big Four (the UK's four largest supermarkets: Tesco, Sainsbury's, Asda and Morrison's). They have powered their strength in the years, it should continue to explore the benefits and develop a new feature of the shopping experience for that market. 
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