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[bookmark: _Toc92455405]Executive summary

The purpose of this report is to look at a background of Aldi’s, a supermarket originated in Germany which is now a global award winning supermarket.  Aldi’s Micro and Macro external environment. A PESTEL analysis was done, highlighting Macro environment issues that may occur and the impact of these factors was analysed. One being the global pandemic, Aldi relies on imports from both UK companies and global manufacturers. The government created new Law’s throughout the pandemic for Aldi to follow, resulting in many changes needing to be made. Britain leaving the European Union caused a lot of uncertainty with regards to trade, something that is still going on. Although Aldi bought into the foreign direct investment. Although the trade between Germany and the UK is guaranteed to be affected. 
The Growth Domestic Product worldwide figures show that the global pandemic is continuing to slow it down. Porters 5 forces on Aldi identified larger supermarkets as their biggest competitor. Market shares show that Aldi and Lidl are the only two supermarkets to increase their markets shares over the previous three years. Leading super markets worldwide were unprepared for the discount stores which resulted in major threats to their revenues and market shares. 

[bookmark: _Toc92455406]Introduction 

This report will critically analyse the internal and external factors than an International organisations face taking into consideration future opportunities and threats. Current environmental forces and how they impact the organisation will be analysed. The organisation that will be assessed is Aldi, this is a global organisation with over 10,000 stores. Aldi originated in Germany in 1961. Aldi stores can be found in almost 18 countries worldwide. The United Kingdom has many stores located within different cities. Aldi’s business model is based on saving low income households money using a low cost leadership strategy. (Carenno & Altmartmy, 2011)
Aldi provides essential products like meat, seafood, alcohol, fresh produce and cheese. Additionally customers are generated through their “weekly finds”, this is a selection of random seasonal items from clothes, toys, furniture, food and drinks. This clever marketing scheme is what entices customers to the stores. One of Aldi’s main problem is its position, many customers still see it as low quality and cheap. Most customers like both quality and good prices. (Aldi.co.uk, 2021) 
The competition that global organisations within this industry encounter is to know their customer needs. Aldi in particular like other companies within this industry assimilate customer needs, therefore the quality of their products is never compromised. Aldi continues to grow with stores globally, they remain competitive due to their strategic plans and continuing monitoring of market trends. 
The success of a business strategy is how well it responds to their competitors. 

[bookmark: _Toc92455407]Global Business Challenges

One of the challenges facing International businesses as reported in the article “The Guardian view on globalisation: its’s death is the making of it”, (The Guardian, 2016) is Britain leaving the European Union and exiting the free trade area.
One driver for this challenge is the EU made it difficult for smaller companies to enter the market. The EU pay 17 percent more than the rest of the world for food.  Another driver was the cost, the EU membership cost the UK around 13bn, and many saw this as extortionate whereas this money could be used elsewhere for example the NHS. 
Small businesses were frustrated by the EU fees, many voters believed leaving the EU would create more jobs, however this was not the case, importing countries lost jobs and exporting countries gained jobs. However the competition kept the prices low.  
Globalisation allows worldwide access to source cheaper products and allows businesses to be competitive within their industries. On the other hand having access to global materials can have an effect on businesses that make their own raw materials. 
Drivers of globalisation in the food industry have mainly ben driven by the internet. Aldi’s have become successful in understanding the benefits within their business. 

[bookmark: _Toc92455408]Macro Environment Analysis

According to Sammut-Bonnici and Galea (2014) the PEST analysis is a powerful and extensively used tool to understand strategic risk. This analysis emphasises the changes and effects of the external macro environment on an organisations antagonistic position. PEST is an acronym of four sources of change. Political, Economic, Social and Technological. The external environment consists of elements that organisations are unable to control but need to be identified to adjust strategies. 
According to Whittington et al., (2020) “Organisations depend upon their environments for their Survival”. The point of a PESTEL is to take advantage of the opportunities and minimise the threats. 

Aldi’s Mission Statement is; “To continually set standards for food retailing and to further expand the market position of the ALDI North Group.”

Aldi’s Vison Statement is: “To enable shoppers to live richer lives for less.” (Aldi, 2021)

A problem that Aldi face is the range and complexity of factors that it may be impossible to identify each one, however identifying key environmental impacts Aldi may face will be more beneficial. Following the PESTEL analysis, Porters 5 forces analysis will be used to identify Aldi’s business situation, looking at the strength of the organisation current competitive position. 

[bookmark: _Toc92455409]Aldi PESTEL Analysis
“In strategy, the environment means everything and everyone outside the organisation: competitors, customers, governments” (Lynch, 2006).
Political 
Whittington et al., (2020) reports that the political component of PESTEL identifies the role of the Country and their political factors in the macro-environment. Aldi operate in a global market.

Factor: New Law introduced by the government regarding increase in minimum wage. 

Impact: Aldi will need to comply with all government rules failing to will result in legal fees, fines, legal complications, or “the denial of employee work authorisation applications. Teams must also be aware of related local employment nuances, such as whether employers can count bonuses, benefits, or allowances toward minimum salary requirements”. (Velocity Global, 2021) The National minimum wage for the UK according to GOV.uk (2022) will increase by 6.6% in April 2022. Aldi’s current minimum wage is between £8.02 - £11.88.  In April this will need to increase resulting in a reduction to business profits, potential price increase may be needed to cover these increased costs. These increased costs may effect Aldi’s ability to expand its current stores or create new ones. 

Factor: Government enforcing restrictions due to global pandemic

Impact: The global pandemic has affected a vast majority of businesses over the last 2 years including the food supply chain. This is crucial as people need to eat. (Cabinet office, cited by Mitchell et al, 2020) The UK relies on UK imports of many products in particular fruit and Vegetables. If the UK food production collapses due to lack of versatility this would create negative implications for the future with regards to trade agreements (2020, cited in Mitchell et al) of brexit and border restrictions brought in because of Covid. 

Aldi had to change their store to comply with the Covid regulations. Introducing face coverings, supplying hand sanitiser for consumers, changing the way they work, introducing a green and red light to only allow certain numbers into store. All of these regulations were submitted by law from the welsh government. The First Minister said there was "significant evidence" to back up toughening rules in supermarkets. (ITV, 2021) This had a big impact on how Aldi worked, also increased their costs. 

Fresh produce has limited shelf life, therefore increasing stock is not an option. Aldi source their fruit, veg and milk from British soil using local farmers. 40% of their produce is UK sourced.

The Guardian (2019) reported that supermarkets sourcing fresh produce after brexit would encounter checks in France, potentially delaying deliveries. For example, Lettuce is imported from Spain with a shelf life of 5 days, currently it land on the shelf in 24 hours, if products are left at the border for  couple of days this will cause customers to shop elsewhere resulting in financial loss. (Farrell, 2019)

Factor: United Kingdom Leaving the European Union and Fair Trade 

Impact: Trade agreements between countries is crucial to business, tensions in trade deals can have a big impact on international business. “The United States is the world's largest economy and the largest exporter and importer of goods and services. Trade is critical to America's prosperity - fuelling economic growth, supporting good jobs at home, raising living standards and helping Americans provide for their families with affordable goods and services”.

Evidence suggests that the US currently has free trade agreements with 20 countries. Australia being one of them, they have free trade on goods, agriculture, and sanitary. This deal strengthens the economic relations and creates new employment opportunities and can improve living standards. Another benefit of free trade is it fosters creativity and innovation. (Office of the United States trade representative, 2021) Benefits of free trade allow countries to lower prices for consumers.

A free trade deal with the UK would bring benefits to the US, although they already trade $109 billion each year, The US has a protected economy however the US would be interested in free trade from the UK with regards to drugs, fashion, media and defence. 

The US would also benefit from food and drink manufacturers. Scotch whisky is United Kingdom’s largest physical export, but the tariffs have increased, if these prices dropped the distillers could sell a lot more product. Likewise the US food business industry will also want a free trade with the UK, the UK has protected the tariffs with the EU, but if these are taken down and the UK switches from France and Spain to cheaper American foods, it will boost living standards and also agricultural business in the US would profit. (Lynn, 2019)

Kuenssberg (2021) recently reported for the BBC that a deal between the two would make is cheaper and reduce or eliminate taxes. However from this report it is not evident that a free trade deal with happen. High volumes of conflict across the globe is threatening foreign firms. Although the majority of Aldi stores are based in Europe as well as China, Australia and the US. These Countries possess very little threat to Aldi. 

When Britain left the EU, there was a lot of uncertainty with regards to the EU firms in the UK. Aldi made a foreign direct investment into the United Kingdom and should not be as affected as others within the industry who have an import and export business model. However the political relationship between one of the most influential European countries Germany and the UK is likely to affect Aldi’s UK operations. 

The Department for International Trade reported on Gov.uk (2021) that Germany has the fourth largest economy in the World, and the UK’s second largest export market for services and goods. During the 2019 period the total trade between the UK and Germany was with £136 Billion.

Prices of fresh goods will rise due to United Kingdom leaving the EU, this would however be beneficial to Aldi as consumers will be looking for cheaper options. 

Economical
The macro-environment is also governed by the macro-economic factors, such as interest rates, currency exchange and oscillating economy growth globally. It is vital that Aldi understands how the markets can control the economy. 
Factor: Global Recession
Impact: Customer spending will decrease as income may be lower. Competing with others within the industry will increase in order to survive.  During the global recession between 2008-2009 international trade decreased by 29%. Companies may be forced to make staff redundant. 

The office for National Statistics reported the amount of people being made redundant in the UK increased with 1.5 million being out of work, this is higher than when the recession hit in 2008. (Partington AND Elliott, 2020)
Aldi must keep an eye on interest rates in particular when they need to borrow to fund strategic investment, understanding how economic growth rates increase or decrease over time.  Knowing your position on the Economic Cycle is paramount, regardless of any economic shocks. (Whittington et al, 2020)

Factor: Trends in Gross Domestic Product (GDP)

Impact: In September 2021 the world GDP growth dropped to 5.8% from 5.9% in August and it is estimated to be 4.7% in 2022. The global pandemic is the main force of slowing world’s growth down, more concerns with ongoing supply chain bottlenecks. Awad, (2019) stated “economic theory suggests that sustained growth in the GDP is a key element of economic development”. 

The economy is divided into groups of industries so each sector shows various attributes. The primary sector includes extraction of raw materials, agriculture, fishing, mining and forestry. “In less developed economies the primary sector will comprise of the biggest part of the economy”. (Pettinger, 2018)When the economy improves and productivity increases, employees are able to leave the agricultural sector and move to other sectors, for example manufacturing.

Secondly is the secondary sector, obtaining raw materials from the primary sector, manufacturing them into finished products? The finished products, such as cars can be sold in the tertiary sector. (Pettinger, 2018)

The tertiary sector arbitrates companies offering intangible goods, such as retail, insurance, entertainment, bank and tourism. This sector uses the manufactured products. (Pessinger, 2018) 

In the UK this sector is the largest part of the economy, nearly 80% of GDP with a similar employment. Ratio, contrariwise the US service sector comprises of 70%. BBC, (2021) reports that between 2001 and 2015 the UK has seen a decline in primary and secondary industries and an incline in services. Since the 1980’s the UK has endured deindustrialisation, one example is food imports. 

There is a decline in agriculture in the UK. Additionally, primary sector material like coal is more affordable overseas. This reduces the primary industries in the UK as the coal is imported cheaper.

Secondary industries have been affected due to the increase in competition from developing countries such as China and with low cost transportation, items like textiles will also be imported, resulting in secondary sectors in the UK to close. There are more implications for the UK economy, deindustrialisation leads to more job losses, however jobs are being created in the service sector. There has been a decrease in manufacturing in the UK due to emerging countries lowering their wages and working longer hours and trade unions being banned. (BBC, 2021)

Social
The Social aspects of the macro environment it can firstly influence supply and demand and secondly shape innovation and effectiveness of an organisation. (Whittington et al, 2020)
Some of the key factors of the social environment that can influence supply and demand are ageing population, this could see sales shift towards health, DIY or home products which many supermarkets are catering for, and Aldi however will need to cater for the elderly population with their weekly offers. 
Aldi provides employment opportunities and incentives to their staff, unlike other supermarkets like Tesco who offer discounts, Aldi creates a culture where staff can feel valued, they believe staff will be more productive and ensure openness and transparency. 

In 2018 10,700 members of staff attended training courses allowing them to develop professional, technical and interpersonal skills. In addition to the good rates of pay they offer employee benefit packages, for example medical and dental insurance, pension schemes and all employees are paid for holidays. (Aldirecruitment.co.uk, 2019) These incentives encourage employees to stay at the company and develop their skills.

Aldi has a solid distribution channel distributing the daily products consumers need ensuring equal distribution globally. 

Factor – Changes to Customers taste and Lifestyle

Impact: Sales could be reduced, Aldi will need to keep up to date with new products and offer a variety of products to suite consumer needs. This could be Vegetarian, organic, offering family meals and microwave meals.  Adding sugar free option may need to be added to suite.


Technological
Another crucial element of the macro environment is technology. Being a global organisation technology needs to be updated to reach customers. Using Twitter and Facebook allows customers to interact.

Factor: Change in Technology will affect businesses, quicker modern technology and quicker machinery.

Impact: Aldi will have to invest to keep technology current. John Lewis have introduced self-scan machines, as have Tesco and Morrison. Upgraded or new technology can open
Aldi are yet to bring in the self-serve tills, but open as many tills as possible to ensure no one is queuing, however seeing any queues may deter someone away when they only have a couple of items. 

Legal:

Factor: Copyright issues

Impact: Aldi mimics brands at a low price and competitors do not like it. BBC News (2021) reported 
“M&S has gone to the High Court seeking an injunction against alleged infringement of its design”. This is the second legal injunction in a matter of months against Aldi for copying their product and offering them at lower prices. 
In April 2021 Aldi was trending on Twitter due to Marks and Spencer’s complaint regarding Aldi’s similarity to a cake. Although it is still going through the courts this created a lot of media coverage for both Aldi and M and S. 

Environmental 

Factor: Weather
Impact: Snow or severe rain may impact customers coming into the shop. In 2020 Storm Dennis forced Aldi to close its doors due to floods, stopping customers get into their car park. (Wales online, 2021) This lost Aldo sales and stopped products being delivered causing a loss in products. 

Factor: Higher demand for environmentally friendly goods and recycling packaging
Impact:  Aldi will need to change their operations process, could be expensive to get started and will time consuming, May need more employees to create new departments for example Primark hired an ethical business manager. 
The external environment accounts for the success or failure of an organisation, an example of this was in 2010 Aldi’s markey place in Greece dissolved after two years of trying with 200 stores due to external factors. (Skordili, 2013)
By understanding external factors this allows organisations a better understanding of complex problems. (Jonczyk et aL, 2011)

The micro external environment is described by Porter as a framework for business analyses and strategy. Part of this theory looks at specific markets and the industry in which Aldi is in, this enables challenges to be identified. 
Porters 5 forces compromise of Power of Suppliers, Threat of new entrants, Power of customers, Threat of Substitutes.
These 4 impact the organisations competitive rivalry. Porter deemed competitive rivalry within an industry to be the most important concept. Additionally businesses should analyse and research their competition.

Using Porter’s 5 forces, Aldi’s market position and competitive environment will be analysed by identifying the external forces and the effect they have on the organisations operations. 

The “technique for analyzing the competitive environment was developed by Michael Porter in his famous book Competitive Strategy: Techniques for analyzing industries and Competitors (1980).” (Tiernan et al, 1996).
[bookmark: _Toc92455410]Porter’s 5 forces analysis
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Figure 1. Diagram of Porter’s 5 Forces: A Model for Industry Analysis. Source :< fhttp://upload.wikimedia.org/wikipedia/commons/6/66/Porters_five_forces.PNG





Industry Competition 

Within the supermarket industry there is fierce competitive rivalry. A micro Analysis has been formulated. 

New potential threats: 
The threat of new competitors is somewhat low because the cost of entry is high and the vast amount of competitive environments.  To invest and create a completive business within this industry is tough, it is high in cost and would take considerable investment for a building and stock. 
In 2015 Tesco closed 43 stores in the United Kingdom, similarity its market shared declined in the UK.

Aldi’s business model focuses mainly on low income households, therefore providing cheap products Aldi offers a limited range of food, alcohol and household goods at low costs, this is a competitive advantage for Aldi to gain market share. On the other hand a disadvantage to keeping costs to a minimum reduces their advertising prospects compared to other companies who use advertising to an advantage. 

There is a lot of competition within this industry when it comes to the cost of products. Some of the largest competitors for Aldi are Tesco, Asda and Morrison’s and Lidl.

Market Shares as reported by Statisca, UK 2021 are as follows: 
	Supermarket
	% 2017
	% 2021
	% Loss or gain

	Tesco
	28.1
	27
	-1.1

	Asda
	15.6
	14.8
	-0.8

	Morrison
	10.9
	10
	-0.9

	Aldi
	6.2
	8
	+1.8

	Lidl
	4.5
	6
	+1.5



From the above market shares, this clearly demonstrates that although Tesco, Asda and Morrison’s have a larger market share over the last 3 years they have lost a percentage of that. Whereas the two discount stores Aldi and Lidl have increased their market share.

Product Substitute threats
As Aldi only offers a minimum range of products they can quickly change trends in the market, however as they are a lot small in size competitors like Tesco and Asda Aldi are limited on products and storage, whereas the bigger stores have more storage. 

Bargaining power of suppliers
The bargaining power of suppliers is a low threat Suppliers have the ability to charge excessive amounts if there are a small number of competitors within the industry however in the supermarket industry the stores have more of a bargaining power than their supplier and always trying for discounts because of the high volume being ordered. (Proud, 2015)

In contrast suppliers may prefer larger orders from bigger stores, making it difficult for Aldi to get discounts. Additionally as Aldi own hundreds of stores they themselves having buying power like their competitors as well as global connections to bargain with. ‘As part of Aldi’s commitment to championing Great British quality, a lot of our products are sourced from the UK. Aldi were the first retailer to sign the NFU Fruit & Veg pledge, which is a set of commitments designed to support British farmers’. (Aldi.co.uk, 2019)

Bargaining power of Customers
Bargaining power of buyers is a high threat.
Consumers have all the power they choose which supermarket to go to depending on special offers, products availability, and ease of access.
Some super markets over various incentives to shop there, currently Morrison’s offer 10% discount for NHS employees “supporting 1.5 million heroes” and have done for many months during the pandemic.  (Morrison’s PLC 2021)

Many of these organisations offer price matches against their competitors. Marketing strategies are released by them all at different levels each one trying to increase their market share. TV advertising has decreased with supermarkets understanding the costs implications and not the benefits. 

[bookmark: _Toc92455411]Global Industry threats
Leading brands were unprepared for the success of discounted stores resulting in major threats to their market share and revenue. Research into the sales performance of many companies in Germany, UK and other European Countries identified that from 2003 to 2008 leading brands ignored and miscalculated discounted stores until it was too late, in particular those in the United States. Four inaccuracies were evidenced:

1) Discounted stores will only succeed in Europe

Evidence suggests that Western Europe leads the way with discounted stores however     Countries like the US is not resistant.  Aldi has more than 1,000 stores in 29 different states in the US, also owning 300 Trader Joe’s stores, however the two chains follow different strategies. TJ’s is known for organic and gourmet items. 
Aldi US has an annual growth of 12.2% in 2000 to 21% in 2008. It would however have a much larger increase in growth but they continue to build new stores as quick as profits allow. 

2)  Discount stores are for the poor 

Leading manufactures asserted that cheaper stores attracted only low budget families. Germany, for example “hard discounters own 43% of the market in the lowest income quartile and 34% in the highest”. (Steenkamp and Kumar, 2009)

Steenkamp and Kumar (2009) further suggest that data demonstrated that smart shopping is more established with educated customers, this maybe the reason why discounted stores are now primarily in high earning Countries. 

3) Discount stores offer substandard quality

Companies deceived the fact that Aldi’s cheaper products were no match to their quality produce. Aldi proved that this was not the case. Independent testers have proved many times that Aldi produces quality products. One being Aldi’s washing detergent, this was ranked higher than major leading brands. In the US Aldi offers a “double guarantee” that if you’re not satisfied with your purchase it will be replaced or refunded, this offer enables customers to identify that leading brands charge too much and spend on advertising than the quality of their products. (Sammut-Bonnici and Galea, 2014)

4) Aldi is for economic decline
Leading brands argued that Aldi’s success was due to economic decline, although there may be some truth in this, many consumers, regardless of wealth are more financially conscious during recessions. 
However research in Europe evidenced that the truth is more intricate, Financial hardships do however entice customers to shop at cheaper stores, some consumers return to discount stores to get at least some of their shopping even when the economy recovers. Between 2002-2003 an economically difficult time in Germany, both Aldi and Lidl increased their market share from 22% to 26% but more so between 2004-2007 where it increased to 28&, this is because the quality of their products were discovered. (Sammut-Bonnici and Galea, 2014)

A SWOT analysis is used by many organisations to analyse the strengths and weaknesses within, against their external opportunities and threats. External markets can change frequently therefore their analysis should be regularly. 

[bookmark: _Toc92455412]SWOT Analysis for Aldi

Strengths
Brand reputation, Aldi (2020) states that they employ more than 30,000 employees in the UK and Ireland. Kanter (2020) shows Aldi to be the 5th retailer in the UK owning 8% of the market share. They have received many awards, for example best grocer, great taste and value for money award. They are reliable and have great communication with externa stakeholders. They not only sell food but also discounted products. Aldi has a successful business strategy and revenue despite the pandemic. Kollewe and Butler (2020) state that they are planning to open 100 new stores and create 4000 new jobs. An online ordering service is also being introduced. 


Weaknesses
Aldi although had a high growth in 2020 still have a low market share compared to Tesco who’s market share is 26.9%. (Kantar, 2020) Compared to other supermarkets Aldi doesn’t focus on customer satisfaction as much as they have limited staff, however limited staff means staff working longer hours. 

Opportunities
The covid pandemic had a positive impact, the global demand for food has increased. With the financial uncertainties from the pandemic customers are looking at cheaper options. With the strong revenue Aldi can keep expanding to other countries such as India and Brazil. They are already planning more stores in the UK, one such opportunity is to open high street stores like Tesco to share their brand. 

Threats
The retail industry worldwide is competitive. Global businesses like Tesco and Lidl threaten Aldi. Europe is agitated by brexit, however other retailers are also. An increase in Technology innovation can adjust the supermarket economy, for example online ordering and home deliveries this especially during the pandemic increased stores profit especially Tesco. 

From this SWOT analysis one of Aldi’s biggest strengths is the increase in revenue during the pandemic, however they’ve made big investments in creating more stores. An advantage is increasing their brand and posing a threat to their competitors. 
 
[bookmark: _Toc92455413]Competitive Environment 

The competitive environment for UK supermarkets is powerful with various strategies being used. (Sandberg, 2013)  Aldi’s strategy is to keep costs down. 
After World War II Germany needed a store like Aldi following demolition and poverty. It was created and referred to as the “hard discount store”. (Steenkamp and Kumar, 2009) Lidl was another supermarket also created in Germany to imitate Aldi. Big European companies were forced to discount their products to stop Aldi and Lidl acquiring market shares. 
Aldi’s costs add “14% to the procurement price, 2% each for logistics, rental, overhead and marketing, plus about 5% for staff” (Steenkamp and Kumar, 2009) this allows Aldi to offer low cost products and being awarded international comparisons winners. Aldi’s own brand accounts for at least half of their products. 
Other supermarkets have inevitably been forced to create their own cheaper labels to combat market share losses. Tesco, one of the largest retailers in the world in 2008 created a discount label and price caparisoned these products to Aldi, furthermore a French retailer also launched a discount label in 2009. 

Other major brand manufacturers like Pampers Nappies had to reduce their prices by 11% and always sanitary products had to reduce theirs by 17% to compete with Aldi’s own brand. 
Steenkamp and Kumar (2009) stated in the competitive strategy Harvard business review that sales in discounted stores will continue to rise and in 2009 it as estimated that by 2013 discounted stores would increase by roughly 50%. Aldi’s UK revenue in 2013 was £5.3 billion and by 2018 they had doubled their revenue to £11.3 billion. (Stastica, 2021)

[bookmark: _Toc92455414]Conclusion 

From the above analysis it is evident that Aldi’s market share is impressive and still continuing to increase when other leading supermarkets are losing market shares. The future of Aldi is continuing to grow both with the building of stores as well as their environmentally friendly outlook on the future. 
The micro environment decisions taken by the company previously will need to be changed if they are to compete with other larger stores. The increase in new technology and the use of the internet is becoming more popular and needed. 
[bookmark: _GoBack]Aldi must continue to work with local suppliers within the UK, with UK leaving the EU this will allow them to keep their costs low and keep their promise of quality products to their customers. 

[bookmark: _Toc92455415]Recommendations 

Aldi is part of a competitive industry both micro and macro environments show motivating and influential markets. 

Aldi will need to look at their future strategies with many competitors offering self-serve, 24 hour opening, click and collect, home delivery and online shopping. Aldi will need to incorporate some of these trends into their long term strategy. 
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