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[bookmark: _Toc154099090]Introduction 
Marketing is one of the essential parts of a business. Marketing plays a very important role in a business. Overall business success depends on the marketing department. Every business consists of two environments. Internal and external environments are the two environments that a business operates in. The external environment is extremely important because the existing and potential customers are mainly situated in the outside of the business. The maximum of the business revenue comes from the external environment operations. So, understanding the external environment is an essential part. Asda is the selected company for this report. The details of its external environment and recommendations will be discussed in this report. 

[bookmark: _Toc154099091]Marketing process and its importance
The marketing process is the series of steps businesses follow to promote their products or services to potential customers (Kotler and Armstrong, 2014). The process is cyclical, allowing for the revisiting and adjustment of steps in response to new information and feedback. Situation Analysis, Target Market Selection, Marketing Strategy Development, Marketing Implementation, and Monitoring and Evaluation are the main phases of the marketing process. Every process plays an important role in any business. This is especially true for a supermarket chain like Asda. 
When it comes to driving company success, the marketing process is more than just a set of methods and campaigns (Jobber and Ellis-Chadwick, 2019). It develops appealing value propositions, coordinates consumer understanding, and performs extensive market research. In marketing, research and rigorous audience segmentation are essential steps in making sure your message lands loud and clear. Through ongoing data analysis and plan adjustments, resource allocation is optimised and return on investment is maximised. Basically, marketing is what makes brands go from being new to being the most popular, which in turn creates loyal customers and long-term success. This is more than just spending money; it's a calculated move towards gaining a competitive edge in the long run.
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Political factors
The importance of political stability cannot be overstated when it comes to retail. There is a lack of predictability regarding the effects that Brexit will have on supply chains, tariffs, and the working population. Changes in trade agreements and regulatory frameworks have the potential to have an impact on import costs, which in turn have an effect on the availability and pricing of particular products (Beg et al., 2019). It is also possible for changes in government tax and employment policies to have an impact on the operational costs and profitability of supermarket organisations.
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Figure 1: Impact of political issues on UK supermarket chains
Source: (Chernev, 2020)
Various political concerns have had an impact on UK supermarket chains, as shown in this chart. With 50% of the overall 140%, "Political Influence & Lobbying" is the most impactful. Also, 'Pricing & Consumer Costs' (15%) and 'Environmental Impact & Sustainability' (40%) are significant concerns.
Economic Factors
The swift ascent of inflation is exerting strain on disposable incomes, leading to an increased consciousness of prices and a transition towards discount retailers. This trend is affecting British supermarket chains. An escalation in interest rates possesses the capacity to impact financing costs and investment decisions, consequently influencing expansion strategies and financial performance. Anxiety-inducing wage demands that escalate in a competitive labour market may lead to increased operational costs and potential adjustments to prices.
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Figure 2: Economic issues related to the UK's supermarket chains
Source: (French and Gordon, 2019)
This chart highlights the top economic pressures facing UK supermarkets in 2023. Soaring costs and inflation take the lead, followed by supply chain disruptions and the growing discount grocery market.
Social Factors
The preferences of consumers, the dynamics of the population, and cultural shifts all have an impact on merchandise demand. As a result of the growing importance that consumers place on health, sustainability, and ethical procurement, consumers have higher expectations for the products and services they purchase. Online shopping and other forms of online retail therapy, such as purchasing groceries online, are becoming increasingly popular, which is another indication of the societal change that is taking place (Christodoulou and Cullinane, 2019).
There are a lot of difficulties associated with supermarket chains in the United Kingdom. In one of them, the preferences of the customers move about. These days, consumers are acutely aware of the options available to them. Because of the competitive supermarket chain, the number of products and services is a lot. With this product range, customers' preferences are changing. Many recent unintentional global events also increased the challenges for the UK’s supermarkets. UK consumers are shifting to sustainable products, and this creates instability in the existing inventories. 
Technological Factors
For Asda to maintain its competitive edge in the face of technologically driven industry transformation, the company must maintain a position of technological innovation leadership. A growing number of people are turning to online marketplaces and other digital tools to complete their weekly food shopping (Achinas et al., 2019). Streamlining supply chain operations, improving the customer experience, and bolstering Asda's online presence are all areas that could benefit from technological investment. Asda may further distinguish itself in the extremely competitive industry by integrating innovative technologies in-store and using data analytics for personalised marketing.
Legal factors
At the same time that the legal climate gives Asda opportunities, it also presents obstacles. Maintaining compliance with legislation governing food safety, employment laws, and product labelling standards is of the utmost importance (Cox, 2021). Furthermore, alterations in legislation concerning environmental sustainability as well as corporate responsibility have the potential to impact the strategic choices that Asda makes. The regulatory environment is always shifting, and Asda must maintain vigilance in order to guarantee that its business practices are in accordance with the ethical and legal criteria.
Environmental Factors
The supermarket chain has many products. Many of the products are harming the environment. Plastic packaging is one of the reasons for the environmental harm. Soil, water, etc., valuable elements are becoming polluted because of supermarket product cycles. All around the world, many of the governments are becoming very strict about environmental pollution. Because of this, many new environmental rules and regulations are introduced. In the UK, the government is very concerned about environmental issues (Mahat, 2019). So, governments introduced many new eco-friendly business rules. Supermarket chains are also included in the rules. It creates challenges for the supermarket because of its current business model. 
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Bargaining Power of Buyers
In the UK, there are many supermarket chains. Many big companies are located and operating in the UK. Because of this, customers have many shops to purchase their necessary items. So, customers have the power to bargain (Budiharso, 2022). The bargaining power of the buyers creates risk for the business. This risk is also true for supermarket chains like Asda. 
Bargaining Power of Suppliers
Supermarket chain businesses are based on the supply chain. Any supply chain disruption creates catastrophic consequences for supermarkets. Because of the number of supermarkets in the UK, suppliers have a high level of bargaining power. This has a negative impact on the chain operation. When suppliers have the power, they can easily create syndicates and raise the product price (Isabelle et al., 2020). This might create pressure on the supermarket chain. 
Threat of New Entrants
The supermarket chain is one of the most successful businesses in the UK. Without considering the pandemic time, supermarket chains have always shown promising futures. Because of this, many new supermarket chains are trying to enter the market. The UK's new business entry activities are easy compared to other countries. This attracts many new supermarket chains. This creates high intensity in the threats of new entrants. 
Threat of Substitute Products
Supermarket chains have many products (Smith, 2023). There are many types and variety of products available in the shop. The number of similar products is very high in the supermarket. Those shops usually maintain a high number of inventories. Those inventories have the same category of product, but the production company might be different. Similar products are very common in the supermarket. So, customers can easily switch to other products when they want. This creates challenges for the supermarket chain. 
Intensity of Competitive Rivalry
Along with price competition, companies are also trying to dominate the market by introducing new similar brands. The UK has a high level of competitive rivalry in the supermarket chain. There are many big names that operate in the UK. They have strong supply chain management. They have a lot of loyal customers. Tesco is one of the most popular supermarket chain businesses in the UK. Asda and many others have a difficult time competing with big players (Raina and Gupta, 2022). So, the intensity of the competitive rivalry is very high in the UK. 
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Strengths
In the UK, Asda has a solid reputation and a prominent brand presence. Asda provides high-quality products within the budget. This attracts many new customers along with existing ones. They have many stores in the UK (Haydock and Smith, 2019). This is also a strong side for them. Their variety of products is another strong point for them. Their store locations are also very attractive to the customers. 
Weaknesses
Asda mainly focuses on the UK market. Because of this, the global presence is very low. This is a weakness for them. Customers in the UK are very price-sensitive. Many recent global events showed how much price could be affected by those events. Economic conditions are very much linked to supermarket profitability. So, when economic conditions are down, it becomes a weakness for them. 
Opportunities
Because of the Internet, e-commerce services have seen massive growth within a very short time. Supermarket chains like Asda could easily invest in e-commerce and gain massive market share (Kotler and Armstrong, 2014). Technological investment can also take Asda to a new level. There is a growing demand for organic products. So, Asda could introduce a solid organic product section. 
Threats
The retail industry faces the ever-present danger of intense rivalry. Discount businesses and the proliferation of internet merchants pose serious threats to Asda's market share. Keeping ahead of the competition calls for constant innovation and strategic differentiation.
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Enhancing E-commerce Capabilities
Due to the exponential growth of online purchasing, Asda is compelled to make substantial investments in the enhancement of its e-commerce capabilities. In order to maintain competitiveness in the digital realm, Asda must enhance the efficiency of home delivery and improve the user interface and overall experience of its online platform (Jobber and Ellis-Chadwick, 2019). Two instances of how the incorporation of novel functionalities could potentially enhance customer engagement are a heightened level of service provided by the mobile application and tailored recommendations. In order to leverage advanced technologies such as predictive analytics, personalised promotional activities, and artificial intelligence for inventory control and customer demand forecasting, Asda ought to establish strategic partnerships or collaborate with other technology firms. By enhancing its digital footprint, Asda can capitalise on the growing online grocery retail industry and increase its market share.
Sustainability Initiatives
Customers' expectations for sustainability have grown in tandem with the issue's visibility and importance. Asda has to roll out massive sustainability programmes across all of its business units if it wants to take the lead in solving environmental problems (Beg et al., 2019). Included in this are methods for sustainable buying, improvements to packaging materials, and less plastic use. Clearly communicating these actions to clients can improve their perceptions of the brand and attract eco-conscious buyers. So that it may reduce its carbon impact, Asda should consider investing in renewable energy sources for its shops and delivery hubs. Partnerships with suppliers that share the firm's values of social and environmental responsibility can boost the company's reputation even further.
Supply Chain Resilience
The COVID-19 pandemic provides evidence that a strong supply chain is absolutely necessary. Asda must do everything in its power to prioritise the construction of a supply chain that is extremely adaptive and resilient in order to reduce the likelihood of disruptions caused by variables like pandemics, natural disasters, as well as geopolitical upheaval (Chernev, 2020). The expansion of the range of suppliers, the allocation of resources towards technology that provides instantaneous visibility and monitoring, and the establishment of contingency measures for a variety of scenarios are all essential steps that must be taken in order to achieve this target efficiently. By incorporating demand estimates derived from data, one can effectively optimise inventory management and reduce the risk of carrying excessive or inadequate stock levels. Supplier collaboration can facilitate the development of a flexible and effective supply chain that is capable of readily adapting to changing market demands.
Innovation in Store Formats
Begin opening smaller "Asda Express" outlets in metropolitan locations, with the intention of providing residents in busy cities with curated meal kits and integration of speedy delivery services. Convert certain stores into "Community Hubs," where they will showcase local produce, host farmer's markets, and provide zero-waste refill stations in order to attract customers who are concerned about the environment. The implementation of interactive digital displays that highlight product origins, nutritional information, and recipes can stimulate customer involvement and lead to more personalised shopping experiences. Create "Experience Stores" that are hybrids that combine grocery stores with cooking lessons, cafes, and leisure areas (French and Gordon, 2019). These stores will become a place for community gatherings and the investigation of different cuisines.  
Data Security and Privacy Measures
Data protection is one of the main concerns of the customers. As a supermarket chain, Asda should introduce a data protection rule which might reduce its technological factors challenges. Asda could introduce a transparent key program where customers could easily see what and how much data Asda is collecting. Introducing a transparent key will create a competitive advantage, and this advantage will make Asda a great supermarket chain business (Christodoulou and Cullinane, 2019). Asda’s customer care should use an end-to-end data encryption policy. Engage in cooperation with prominent figures in the industry and regulatory bodies to establish and execute universally applicable guidelines for safeguarding data security and privacy, thereby fostering a more secure digital environment for everyone.


Employee Well-being and Development
Employees are the people who directly manage and cooperate with customers. So, employees' well-being and development are very important. When employees have the knowledge and skills to handle the customers, then Asda could see a sales increase. Customer satisfaction will be increased. Asda should introduce training where employees are learned about cultural cooperation. No culture or belief should be negated by the employees. Rewarding programmes within the employees should be introduced. It will increase the employee's performance. It not only affects employee performance but also increases customer satisfaction (Achinas et al., 2019). Introducing a programme called Best Employee of the Year could highly motivate the employee. Routine inspection of the employee's performance might also help Asda. 
Personalised Loyalty Programs
Personalised loyalty programs might also help Asda to overcome its challenges. Analysing Purchase Data can be a way to do a personal loyalty program. Leveraging AI to track individual buying habits, identifying preferred brands, categories, and purchase frequency. By utilising AI, Asda could easily introduce personal loyalty programs. Target rewards for loyalty programs can be another way to increase customer satisfaction. If Asda can gain high customer satisfaction, that will increase its market acceptance. Dynamic offers for multiple purchases could also reduce its external challenges (Cox, 2021). Offer rewards that are distinctive to a region, forming partnerships with local farmers and producers in order to increase sustainability and cater to the interests of the community.
Expansion of Private Label Brands
Currently, Asda has a market acceptance. Introducing a private label brand could benefit from this. Many UK customers prefer Asda over its competitors. If Asda has its own brand that satisfies customers' needs, then it will boost Asda’s sales. By increasing sales, it could reduce the market challenges (Mahat, 2019). New customers could also be attracted to Asda. Owning a brand will also help it to increase its revenues. Customer trust and loyalty can be increased by marketing these products. 
Community Engagement and Social Responsibility
The local community's perception of Asda can be enhanced through the execution of social responsibility projects and community engagement activities. There are many other ways to demonstrate social responsibility, including participating in community events, making donations to local charities, and addressing local concerns. Asda may enhance its corporate social responsibility by actively participating in initiatives aimed at reducing food waste, providing famine assistance, and supporting educational programmes.
Flexibility in Pricing Strategies
Given the highly competitive pricing environment within the industry, Asda would derive advantages from implementing adaptable pricing strategies. The optimisation of revenue can be achieved through the implementation of dynamic pricing strategies that take into account demand fluctuations, seasonal trends, and competitive benchmarks (Isabelle et al., 2020). Moreover, cost-conscious consumers can be enticed by implementing loyalty-based discounts and price-matching guarantees, which provide them with the assurance that they are receiving optimal value for their financial investment.
Continuous Market Research and Consumer Feedback
The supermarket chain Asda needs to make investments in ongoing market research and pay attention to its customers in order to keep up with the ever-evolving preferences and trends in the industry. In order to stay ahead of the competition and to make its customers happier, Asda is constantly working to improve its products, services, and store layouts based on the feedback it receives (Smith, 2023).
International Expansion and Diversification
Asda may also look into expanding into similar markets abroad and into similar sectors in their existing market as a potential strategic move (Rust, R.T., 2020). Finding new markets to grow into may be as simple as looking for ones with similar retail systems and customer preferences. 
Agility in Marketing and Advertising
Because consumer preferences and media habits change, Asda must be flexible with its marketing and advertising. Digital marketing tools, influencer alliances, and real-time social media engagement can boost brand awareness across customer groups. An effective way to grab people's attention and get them involved in your marketing is to make it relevant to cultural events, seasons, and trends.
Collaboration with Startups and Innovators
In order to remain at the forefront of retail innovation, Asda should consider engaging in partnerships with startups and innovators in the digital and retail industries (Raina and Gupta, 2022). These collaborations have the potential to introduce innovative concepts, technological progress, and adaptability to Asda's functioning. By investing in or incubating retail tech firms, Asda may establish itself as a frontrunner in the adoption of innovative technologies.

[bookmark: _Toc154099097]Conclusion 
Although the supermarket industry in the United Kingdom is fraught with obstacles, it also presents Asda with concealed opportunities. By placing strategic value above price, capitalising on the digital tide, and enduring the volatile customer currents, Asda can effectively navigate the supplier maelstrom and avoid discount reefs. By strategically reorienting its internal operations, cultivating customer loyalty through active participation in the community, and wholeheartedly embracing unwavering innovation, Asda can attain greater stability and stability, ensuring its continued success and popularity while deftly navigating the shifting conditions of an evolving market. While the process of evolution requires ongoing adjustment, the prospect of achievement appears promising. 
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