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1. [bookmark: _Toc118372998]Introduction 

 
This report will critically appraise the key marketing activities and contributions of the marketing department of Aldi’s. Furthermore, the report shell also evaluates future developments in the field of marketing through technology. 




Figure: 1 Aldi Logo 
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2. [bookmark: _Toc118372999]Case Study Aldi 

 
Karl Albrecht Diskont, (discount in German) was a small grocery store which first opened its doors in Western Germany in 1913. After the end of World War II Anna, the owner gave the business to her two sons Theo and Karl. Seeing how poverty-stricken the people were first the brothers decided to keep prices and cost low. Second, Theo and Karl used the strategy of stocking only popular items and avoiding perishables. This strategy worked an Aldi gained popularity and by the end of the 1950s the brothers Theo and Karl had more than 300 stores. Later in the 60’s Aldi expanded into Europe starting with the acquisition of Hofer a grocery chain in Austrian. Aldi opened its first store in the USA in the latter 70’s and its fist UK store in the 1990’s in Birmingham.  
3. [bookmark: _Toc118373000]Structure of Aldi 
 
Figure: 2 Aldi International Structure 
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Aldi is a private family ran business which is reflected in their values and are known as a hard discounter. Strategies used by Aldi has help them become a frontline competitor (Weerawardena., and Mavondo., 2011) in the Global market without the need to impress new stakeholders and new investors. Aldis’ simple goal is to supply quality brands and value to their customers has led the way for discounted food stores. Aldi have constructed a firm foundation instore and on-line. 
4. [bookmark: _Toc118373001]Marketing Concept 
 
The marketing plan should be in line with the requirements of the environment (Blythe., and Martin., 2019) the business should also be able to successfully implement market initiatives. The management need to produce a plan to boost business performance. One of the critical components to boosting the company’s competitiveness is the marketing plan. The marketing strategy is evolving into an essential tool that may be utilised to get a competitive advantage and carry out goals. The management might be guided by the marketing strategy when putting the programme into action and carrying out other tasks (Mose., and Syaifuddin., 2016) to get the best performance. It is possible to create and implement a firm strategy by combining many strategies simultaneously. 
Multinational discount grocery chain Aldi has gone from strength to strength and now has more than 10,000 stores in 20 countries including Australia and China. Aldi has not changed their business model since the 1950’s and pride themselves on low prices with the focus on own label products (Drummond., and Ensor., 2005). According to Espiner., (2022) BBC Business reporter the data from Kantar research firm shows Aldi’s market shares have risen to and are at 9.3% over taking Morrisons whose shares have fallen to 9.1%. It was also reported food inflation hit a record high in August. Drink and food prices are continually rising as well as fuel and energy costs are souring. Whereas the lack of money and a need to budget income shopper are broadening the stores they visit to save money by buying more own brand products. Aldi products are seen as value for money at a low price by consumers helping to boost shares. 
 
4.1 [bookmark: _Toc118373002] Brand Building/Equity 
 
The key method of Aldi is competitive pricing, another key point is Aldi buy their products in high volumes this is called ‘economies of scale’ (the greater the quantity produced the lower the fix costs as these costs are shared over a larger number of products). This allows Aldi to pass on investment funds to its end consumer. This has helped the brand become the go-to because Aldi is perceived as high-quality goods at a low price.  
Aldi was able to increase their market share on the grocery sector from 4.9 to 7.8% over the past seven years. In the same period supermarkets with a large market share experienced percentage point loses. Furthermore, Aldi enjoyed the highest brand recognition in 2019 when compared to other grocery companies (Bedford., 2022). 
 
4.2 [bookmark: _Toc118373003] Mission of Aldi-Marketing Strategy 
 
Aldi’s mission is to supply the highest quality products to their customers at the lowest prices guaranteed. 




[bookmark: _Toc118373004]4.3 What is the Culture at Aldi 
 
Aldi culture is built on giving every member of their team the freedom to carry out remarkable things while continually growing, as an individual and as a team member while uniting for the benefit of Aldi clients and the greater good. 
[bookmark: _Toc118373005]4.4 What Business Model is Aldi Using 
 
The three pillars of Aldis’ business strategy are simplicity excellent quality at the best price. A fair and honest offer of products. 
[bookmark: _Toc118373006]5. Vision of Aldi-Marketing Strategy 
 
Aldi’s business philosophy is top quality at incredibly low prices. Adli also have ideologies, these 5 guided principles are: 
1. Outstanding value 
2. Buy with confidence 
3. Superb special buys 
4. Huge savings 
5. Excellent quality 

5.1 [bookmark: _Toc118373007] Aldi Competitive Advantage 
 
Aldi’s has a reputation of low price and its focuses on own label products. Aldi have taken the approach of lower prices, fewer choices, smaller retail spaces as well as keeps costs low by bulk buying of private label brand merchandise. Adli’s competitors are: 
1. Tesco      
2. Asda 
3. Sainsburys 
4. Morrisons 
5. Lidl 
6. M and S 
  
Figure: 3 Aldi’s Competition. 
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[bookmark: _Toc118373008]6.Marketing Philosophies Influence Businesses Practices 
 
Businesses aim to accommodate the ever-changing customers' demands. Customers' needs and wants are ever changing (Wilder., Collier, and Barnes., 2014) organisations reflected in their offerings the demands of the customer (Bernstein., and Martinez-de-Albeniz., 2017). Aldi’s have not changed their business model from the start of trading in the 1950s’ but are keeping the competitive edge on all its competition in the grocery market (Nuseir., and Madanat., 2015). Aldi understand how to manage the market by keeping things simple. According to Kotler (1973) through the creation, offer and exchange of valuable items with their peers, marketing is an administrative and social activity that enables people and groups to fulfil their needs and desires. 
[bookmark: _Toc118373009]7.Macro and Microenvironments 
 
Aldi has grown in popularity over the years and now is becoming one of the main players in the discount supermarket chain and the largest competition in its market segment. Giving Aldi the competitive edge, the demand of the customer and where they shop for groceries is changing as prices rise the discount stores are taking president when doing the weekly shop (Kandoi., and Banerjee., 2020). 


[bookmark: _Toc118373010]7.1 SWOT Analysis 
 
	STRENGTHS 
 
Brand name 
Low prices 
Great savings 
Broad selection of products 
Elevated level of customers 
Discount store 
	WEAKNESSES 
 
Low margins 
Penetration in high income groups (low and middle) 
 
	OPPOTUNITIES 
 
Customer preference 
	THREATS 
 
Competition 


The swot for Aldi 

 
The Macroenvironment variables Government policies, technological, economical and socio-culture. The Microenvironment include the public, supplier, customers, the competition, and the marketing intermediaries. The macro and microenvironments affect the termination of the marketing strategy (Hagberg., Kjellberg., and Cochoy., 2020) while the marketing strategy significantly decides the competitive edge. 
8. [bookmark: _Toc118373011]Market Analysis of Aldi Marketing Strategies 

 
Aldi’s beat the top four supermarkets (Sainsbury, Tesco, Asda and Morrisons) as sales rose by over 8% in 2020, named the fastest growing supermarket in the UK 2021 and the brand Christmas advert was awarded best festive stand out tv advert with Kevin the carrot and his family (Pugh., Matthews., 2019).  
[bookmark: _Toc118373012]9. Kevin the Carrot and Family Christmas. 
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The brisk growth has seen the organisations combine market shares rise because of 1.1 million new customers visiting Aldi stores. Aldi is well known for supplying astronomical quality to the leading brands at a notably low price than any of its competitors. Aldi is a name that stands for a unique offering which resonates in the minds of the customers. To reduce running costs Aldi have invested in their distribution centre's by installing a PV system. The high-powered insolation panels ultramodern warehouse will keep reducing costs as well as greenhouse gas emissions. Aldi has gone on-line with click and collect and Deliveroo this year this trial is only available at 49 stores in the UK (Farrell., 2020). Aldi currently employ over 38,000 staff members. Aldi offer colleges training courses for personal development building a culture of high quality and leadership ALDI UK., (2022). 

[bookmark: _Toc118373013]10. The Marketing Mix (4p’s) 
 
Marketing functions are complex and not just about sales (Davidow., 2022) its practice depends on the tactical use of the core elements the 4p’s (promotion, price, product, and place) in captivating the market segmentation. Marketing is used to capture a customer’s attention towards a brand, product, or a service. The key focus of marketing is to attract and keep customers happy to pay the price of a service or product (Jobber. and Ellis-Chadwick., 2019) while maximising profit for the stakeholders. Today's consumers have many choices when it comes to shopping. These days customers have the choice between discount grocery chains like Aldi or traditional grocery stores like Morrisons, Sainsburys, and Tesco. More people over time are switching to the discount chain such as Aldi’s. Let us look at the marketing mix (4p’s) to see why more consumers are rushing to Aldi’s. 
 
[bookmark: _Toc118373014]10.1 Promotion 
 
Promotional strategies play a significant part in the marketing mix. Promotional strategy used by a company revolve round attracting your target audience, what is their interests and what are their budgets. The aim of promotion is to gain brand recognition, increase sales, sell a product or services, while attract new shoppers. There is various way to promote a product or service including public relations, advertising, sales promotion, direct selling, product placement, endorsements, and sponsorships. 
Aldi Promote their offering through many channels capturing a high audience. Strategic methods used by Aldi include public relations, sales promotions, and advertising. To reach out to the customers Aldi use TV advertisements, Twitter, other social media, Magazines, Website, Instore and newspapers. Aldi also use public relations and have a few projects which aim to contribute to societal goals by working with the UKs’ Teenage Cancer Trust. Aldi use sales promotions by regularly cutting prices on many items.  
Facebook opens doors for marketers, social media have opened a new avenue for extending the reach of brand names. However, this market has become flooded with businesses trying to draw consumers' attention with real-time content. As a result, there is pressure to hire qualified workers in a brand-new sector of the economy that did not exist 15 years ago. Additionally, social media platforms have recognised the potential for revenue from paid promotions; as a result, this formerly low-cost marketing tool now needs more funding to be effectively staffed, together with media spend to maximise the impact of a real-time intervention. Integrating real-time marketing into an organization's entire marketing plan will be difficult. 


[bookmark: _Toc118373015]10.2 Price 
 
Adli is well known and popular for its weekly discounts, priding themselves on low costs and excellent value products. Aldi’s products are not all cheaper than their competitors. This marketing strategy could be seen as Adli’s key element in the market mix (4P’s). Aldi achieve its high statues and loyal customer base through a combination of the quality of the products and the cheap prices. Competition in the market still thrives as the competitors also price match many products Aldi stock. Competitors in the marketplace include Tesco, Asda and Sainsburys. 
Phycological pricing is a strategic approach used to influence consumers decision making and feelings while they spend more. This includes lowering the price slightly of services and goods. Aldi use several pricing strategies for instance Aldi’s price many of their making and phycology positively. Competitive pricing is another strategy use by Aldi they offer high value product at lower prices than their competitors. 

[bookmark: _Toc118373016]10.3 Product 
 
Aldi prides itself on the good sales of its own private label brands. Aldi offer a wide selection of product instore as well as online. Aldi’s key products categories are household, drinks, bakery, fresh fruit and vegetable, health and beauty, electrical products, fresh and frozen foods. Aldi also offer a selection of organic foods and sustainable options. Aldi have claimed to deliver the best products from the best suppliers for their customers. 
To preserve the product quality, Aldi buy their products in bulk from several vendors and stores them in their warehouse. Aldi warehouses use environmentally friendly technology and, in its stores to make sure there is minimum waste disposed when things are transported.  

[bookmark: _Toc118373017]10.4 Place 
 
Place refers to where the customers can go to buy a product of a company. Aldi has more than 900 stores in the UK. Customers can shop on-line or visit a store. Aldi also offer a delivery service with a no minimum spend requirements. Or customers have the choice to collect their items from selected collection points around the UK. 
[bookmark: _Toc118373018]11. Porters Five Forces. Aldi 
 
Porters five Forces was created over forty yours ago the five forces model is a useful tool for understanding how a company is positioned competitively Porter., (2008). 
                               [image: Diagram
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[bookmark: _Toc118373019]11.1 Threat to New Entrants  
 
The requirements for large firm and capital investment help raise the barriers in this industry. While small plyers can end up a victim of acquisitions and mergers. A threat to Aldi that could affect sale or profit would be a new entrant of a low-cost local supermarket or farmers that grow and sell own produce. This could decrease Aldi’s market share all that being said threat to new entrants is medium for Aldi. 
 
11.2 Bargaining Power of Suppliers 
 
Aldi product suppliers do not have much bargaining power nor are they in any position to influence the price of products and force the retail giant to sell at a higher price. The retail industry is plentiful of supplies ready to supply retailers. Retailers tend to push suppliers into providing discounts in addition supplies are always looking for new retailer with larger orders which they are happy to give discounts to. Keeping the bargaining power of suppliers low. 
 
11.3 Threat of Substitute Products or Services 
 
The threat of substitution for Aldi is high, this is because the brand Aldi sells is not unique any other grocer can sell these products in their stores. All giant retailers and local supermarkets sell the same product but at different prices. Substitution is extremely easy as other retailers in the market put much effort into marketing, advertising, and reducing prices. Even Aldi have been accused of such.  
According to Mehta., (2022) Marks and Spencer accused Aldi of copying the design of their caterpillar cake. They later went on to reach a settlement and Aldi have return the caterpillar back on their shelves. 
 
11.4 Bargaining power of the buyers 
 
The retail industry revolves around selling products at the lowest cost each retailer offering further reduction to cost of product to attract more customers. This state of play gives the power to the buyers' who search for the cheapest products. Many of these stores are closely situated making it easier for the consumers to switch to another retailer. Moreover, some of these retailers offer discounts to returning customers and loyalty schemes. Taking that into consideration buyer power is medium/high for Aldi. 

11.5 Competitor Rivalry 
 
The competition is fierce in the retail industry with all grocers offering the same product at similar prices. Asda, Tesco’s, and Sainsbury’s are some of Aldi’s competitors. Marketing crusades are aggressive with aims to take market shares from competitors. While cost of advertising and marketing may increase the prices of products still are low. Aldi principle is to minimise fix cost alone with the rest of the giant retailers this make the overall competitive rivalry high. 

[bookmark: _Toc118373020]12. Marketing Information Systems (MKIS) 
 
Marketing Information System (MkIS) supplies an organised information flow to a computerised system which support and enables an organisations market activity (Gupta., Tuunanen., Kar., and Modgil., 2022) and (Gupta., 2022). To simplify the framework used for managing, processing, and accessing data is a marketing information system. The data can come from various departments within a company or from an integrated system based around information technology. The collection of intelligent data is useful when making marketing decisions. Market Information Systems (software and hardware) helps the management of marketing information. Gathering, storing, analysing, interpreted, and finally communicating data related to market to managers systematically.  
According to Clark and Amber., (2004) top level management might need a small number of key metrics that are based on crucial financial indicators like ROI and non-financial indicators like brand equity, capabilities, and market shares while middle management could receive help from a metrics system that communicates key metrics and goals as well as employee activities and how they contribute to those metrics and goals. 
These systems used data to perform organisational functions smoothly (Hagberg., Kjellberg., and Cochoy,. 2020) with effective analysis of the conditions in the market. Ideally data is prompt, regular, reliable, and available continuously to aid in making proper marketing decisions. (Richter., 2012) activities such as advertising, price, distribution. and packing and other marketing activities are supported by these systems. Internal and external sources of information is collected intelligent information is extracted and shared with decision makers. Aldi must consider the information that will be most important to the management and the information that will be relevant to perform the organisation's goal. 
Goldfingle., (2022) as the cost-of-living problems put pressure on budgets, the masses of shopper have begone completing their grocery shopping at discount stores. In 2022 Aldi became the first discount grocery store to enter the top 5 biggest supermarkets knocking Morrisons off there spot. Aldi have created a large following over recent years (Yadav., and Verma., 2015) creating a loyal customer base which is growing year on year. 
   
[bookmark: _Toc118373021]Conclusion 

 
This report looked at the key marketing activities of Aldi. Aldi have been in the UK for over 30 years. From the outset Aldi’s practices have stayed built on the same vision, mission, and philosophies (low prices, high value) which have influence their market sector. This has worked well for the retail giants gaining Aldi a segment of the market also increasing market shares and profit. Aldi has aimed their product at the low to middle income consumers differentiating them from the rest with their own label products. Aldi save money by owing their own warehouses, buying in large bulk produce, keeping prices low, offering special buys, and selling own label products. Aldi have become one of the main players in the discount supermarket chain. On evaluation of the macro and microenvironment Aldi could formulate a strategy to penetrate the high-income consumers this strategic move could gain Aldi more market shares and profit. While a change in Government policies could affect Aldi operations. The environment whether macro or micro can also affect the operations of any business as well as help the decision makers make the best decision to obtain the goals of an organisation. 
Aldis’ Market mix (Product, Promotion, Price, and Place) have more consumers switching to discount stores for quality and price which could be connected to the cost-of-living crisis also. Aldi has used technology to create environmentally friendly sustainable warehouses to store their bulk buying from suppliers for their stores. Aldi have focused on keeping existing customer while attracting new ones. Through such ways like media, twitter, face book, tv advertising, magazines, websites and have created new opportunities to help the brand grow. Using the five forces the report showed Aldi has,  
Threats of substitute products or services. High Competitor rivalry. High 
Bargaining power of the buyers. Medium/High Threat of new entrance. Medium   
Bargaining power of suppliers. Low 
Aldi use Marketing Information Systems to collect more general information about their consumer/customers such as, name, address, e-mail address and so on. This data collection is used to learn how their customers use the services and products according to Aldis’ general site. (2022).  
 
[bookmark: _Toc118373022]Recommendations 
 
 
Aldi metrics need to supply meaningful data base so it can be used by top level management decision making. The collection of data if used intelligently can supply quality information Aldi can use to improve current systems. By positively influence the decisions and actions of Aldi on a day to day basic as well as strategically. 
Aldi could introduce more products which are not own label and in line with their mission and values. Keeping prices low of high valued everyday products. 
Target the high incomes consumers through advertisement penetrating a new market segmentation.  
This strategy would have Aldi competitor very worried. 
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