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Executive Summary

The purpose of this report is to provide an analysis of the current problem at ASDA by using analytical tools such as SWOT and Pestle to highlight the challenges the group is facing. Asda is being directly affected by the changes in consumers behaviour (East, et al., 2016), the trend of shopping for cheaper is benefiting Aldi and Lidl who speculated on this market and simplified the way we shop by limiting the availability of products, most products belonging to their own brand, basic store layout and quick checkouts.
 	In the first part of the report the focus will be on understanding ASDA’s values and history in order to later purpose options for the CEO of Asda.
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[bookmark: _Toc36210839]Terms of Reference

This report has been requested by Melanie Squire, lecturer at University of Wales Trinity St. David, Wales within the Problem Solving and Decision-Making Module with the purpose of using the SWOT and PESTLE analyses to identify and formulate an action plan for the arising problems that the giant supermarket ASDA is facing. The report has been requested on 1st of February and has been written by Iulian C. Tampau, student of Skills for the Workplace (CertHE) at the University of Wales Trinity St. David, Cardiff. Submission of this report has been done through Turnitin on 23rd March.
[bookmark: _Toc36210840]Procedure

The report has been created by conducting two stages of research. The first phase was intended to review and research the history and evolution of ASDA using newspapers, magazines, academic research, annual statements published by the company and lastly the “Inside ASDA: Bigger, Better, Cheaper?” documentary released by Channel 5 on 6th January 2020.
	The second part of the research process was around the academic literature on how to conduct an analysis on an organisation using the SWOT and PESTLE technique, with the aim to highlight the challenges a company faces and finally a plan to overcome the issues. For this to be possible business books, eBooks, academic journals, business publications and newspapers have been reviewed and taken into consideration with the purpose of completing this report. 
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	Asda is one of the biggest retail business in the UK, having a large distribution network and 631 retail units divided into supercentres, superstores, supermarkets, Asda living (clothing and general homeware goods including entertainment) and finally Petrol Filling stations.
	The group employees over 165.000 people in order to serve more than 18 million customers that enter their shops on a weekly basis.  According to (reuters.com, 2018) we can observe through the groups key facts for 1st of January 2018 to 31 December 2018 that an increase of 1.6% in sales has raised the net cashflow to £1,291.1m and this transcribed into an increase of 9,2 % in profit totalling £803.2m.
	Asda stands as an example considering the respect for the individual, the drive for excellence and always putting the customer first. (invlovement, 2017) Through the documentary it is highlighted how everyone is equally at Asda, from top management to colleagues that handle groceries bagging they share the same values, the same type of uniform and nametag. Everyone contributes equally for the company to be able to bring Low Prices and maintain the culture of “Asda price” or “tap the pocket” well known gesture (Corporate, 2019).   
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[bookmark: _Toc36208287]The heritage of the giant supermarket group Asda can be traced back to 1920 when The Asquith family were manging the butcher shop (W.R. Asquith) in West Yorkshire. In contrast at the same time a group of dairy farmers from West Riding start cooperating and give life to Hindell’s Dairy Farmers Ltd (Corporate, 2019).  
[bookmark: _Toc36208288]	The dairy cooperative went through various processes of growing as an organisation including the purchases of other stores, offering non-dairy products as well,  as and by 1949 it become Associated Dairies & Farm Stores Ltd under the management of Arthur Stockdale (Corporate, 2019). 
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In 1958 the sons of W.R. Asquith, Peter and Fred, will embark on the journey of the most successful British supermarket, the pair of brothers in searching for a different approach to sell goods decides to fly over to America to get a glimpse at the Piggly Wiggly business which is known to be pioneer in the supermarket business. Returning with a full package of knowledge and new ideas from their visit in America the next step was lunching the Queens supermarket, which was innovative by its new concept, a supermarket next to a car park rather than the traditional locations within the main shopping lanes located in town centres. 
	It was the 3rd of May 1965 when a merger between the Asquith Family led supermarket and the Associated Diaries joined forces, with the purpose of Associated Diaries handling the butchery departments and operations within the Queens supermarket (Corporate, 2019). This was the creation of ASDA.
	From there to nowadays Asda has got a history of changing the way we shop, cutting prices down and braking price arrangements is one of the most popular value that Asda shares with their customers.

[bookmark: _Toc36210845]Products & Services

	Asda has been a pioneer in many areas of the supermarket business, from introducing petrol stations at their supermarkets to winning court battles that would allow the group to slash the prices (Inside Asda: bigger, better, cheaper?, 2020). 
	In 2019 the Group according to (statista.com, 2019) Asda had 633 retail units out of which 21 are Petrol fuelling stations that have a small shop inside that offer food and travel products. There are 33 Asda Living stores that offer non-food products such as clothing, homeware products and entertainment related. Next the group is accountable for the running of the 32 Asda Supercentres, this one being the largest shopping locations owned by the company, for example the supercentre in Milton Keynes spreads over more than 100.000 sq. Ft. Within the superstore aside from food and non-food products , there can also be found hairdressers and dry cleaning facilities, banks and other partners, such as Decathlon, which is a specialist sports gear provider (Corporate, 2019). 
	The most common shops are the Superstores, of which the group owns and manages 341 units through the UK. As with the supercentres there can be found that a variety of services such as Pharmacy, Optician, George and Caffe are present at the locations of the superstores.  The smallest shops that Asda owns are the Supermarkets of which we can find 209 in the UK, with the main focus on food and convenience products.
	In 2011 (Corporate, 2019)Asda has launched its online services as well, Grocery click and collect and later on Asda deliveries. Up to present the online business has grown to be successfully in providing customers with essentials on a daily basis, same day orders according to the group account for 30% off all online orders (Corporate, 2019)  

[bookmark: _Toc36210846][bookmark: _Toc36208290]Nature, Scope and Impact of ASDA’s problem  

The nature of the problem as mentioned above is the swift in consumers behaviour, which has a created an opportunity, but on this occasion despite Asda’s background of being a game changer in terms of improving the shopping experience and low prices, it is Aldi and Lidl that were able to speculate and benefit of the new shopping trend (Jenkins & Williamson, 2015).
	Aldi &Lidl found a way to change the shopping environment according to the new trends by dramatically reducing the prices in supermarkets comparing to anyone else in this business. They have managed to bring this new price revolution to the shoppers by reducing the number of products available and mainly selling their own brand goods. The shopping environment was a new approach as well, offering a fast shopping experience in basic conditions translated into a market disruption. 
	The impact on Asda, the originator of “putting money back in your pocket”  started to be to be felt in the annual reports from 2016, with customers going at Lidl’s or Aldi’s for a bargain but ending up doing there weekly groceries over there since 2009 when in the shade of the Economic Recession, more and more customers have changed from Asda to Lidl and Aldi ( Aaker & McLoughlin, 2010). 
	The Competition that Asda is facing is not only from the German specialist retail, but also from Tesco which lunched the discounted supermarket Jack’s and also the giants such as Amazon are breaking and reinventing the market with the help of technology.
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Asda is an already established huge player in the supermarket industry, as a strength Asda has on its side the large number of locations and the distribution network that allows them to serve a large number of consumers at a fast pace. When it comes to the weaknesses of ASDA, in contrast with the new established market disruptors such as LIDL & Aldi (Steenkamp & Sloot, 2018), Asda is spending considerably more time on buying stocks and storing it comparing to its competitors which can be translated into significantly higher costs with inventory. The opportunities that ASDA can benefit hugely are internet related, this being the increase in e-commerce as a global trend, or the availability of social networking platforms that allows the group to interact and keep in touch with consumers. Finally, the threats that Asda is facing comes from the mix of promiscuous consumers that are easily seduced by low prices and the risk that with the lunch of new technologies customers will be much more attracted to those than sticking to physically shopping. 

[bookmark: _Toc36210848][bookmark: _Toc36208292]PESTLE Analysis applied to ASDA

	The political environment can influence Asda’s overall status, the giant is benefiting from stability from the local UK market, but the taxes are constantly changing, and the group is facing taxation from UK, the EU and the international markets that is operating in. Asda is directly influenced by the global events and activities such global heating fighting, wars, crises or viruses’ pandemics. The Economic environment influences directly the prices of the products and services Asda is providing to the consumer. Social environment has a major effect for ASDA, it helps the organisation define its marketing strategies and introduce new products as per trend. The technological environment will generate new business for the group as the technology created opportunities for Asda in the past, such as the introduction of Click and Collect or home delivery services, the introduction of self-checkouts and handheld scanning devices.  Asda must adhere at different laws and regulations in order to maintain its operations in different countries and ensure it is fallowing all guidance on employment. In terms of the environment the group is devoted to reducing waste, pollution, food waste, carbon footprint and similar to maintain its environmentally friendly company status.
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	Using Swot and Pestle analyses it has been highlighted that Asda can benefit of the technological advancement using its past experience and the know how that has been gained over the nearly 100 years since its roots started. Having the actual locations, the distribution network and over 145000 colleagues Asda stands strong in deciding its future. The author recommends to the CEO of Asda to be bald and fallow the same success story that Asda once did. It has been proven that learning from the best works, it’s down to Asda to decide on whom to pair with next, the opportunity of being released from Wal Mart parent company is there as the American Company is keen on selling (Guardian, 2020) but the burning question is Which way this time? The author suggests two ways: the first one is to mingle with someone already established and successfully in providing a next level shopping such as Amazon. The second proposition is a merger with a technological company that could allow Asda to sell in a different way but maintain the already established values and grow together.  
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	Through this paper we gained a better understanding of Asda’s past in order to be able to predict the organisations future, the investigation has revealed that the supermarket giant has benefited of a large amount of success through its innovation approach to shopping experience and cutting the prices down. The organisation has built solid value associated with doing better for their customers through their battles to halve prices constantly. We learnt from the documentary that ASDA has had major problems being close to bankruptcy in the past, but always managed to come back strong even from acquisition and mergers that cost them hundreds of millions of pounds.
	The pressure that Asda is facing from Lidl and Aldi due to a different way of selling and cheaper than Asda’s has started to be felt in the annual statements of the company.
	Using the Swot and Pestle analyses there have been identified opportunities for Asda to secure a bright future again, most likely the company need a new parent that can offer an upgrade to their know-how and a better market position. While the opportunities of selling fast in an actual location at discounted price may be attractive at this time, it is more than clear that the next path the company will take will be more e-commerce, this way Asda will keep offering the values they are built on.
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