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Candidate B - Introduction
Introduction
This report will mainly focus on how effective the marketing mix of Asda is with particular emphasis
on pricing. Particularly, the pricing strategies and the different promotional offers that are used by
Asda will be investigated. In the course of this report I am mainly going to base my findings on the
Asda which is located in Alloa, Clackmannanshire.
Asda is currently one of the biggest chains of Supermarket in the UK, which was founded in 1949.
Asda sells a range of food items as well as branching out into technology, clothing and other
household items. The supermarket is the second largest supermarket chain in Britain, by market
share. The supermarket retailer is American owned, but British founded. Currently the company
employs 180,000 workers in 603 locations situated all over the UK. The 1970’s was when Asda began
to expand and by 1981 the company had opened 81 stores. Asda’s close competitors include Tesco,
Sainsbury and Morrisons. Asda have very much focused their market promotions on price alone and
due to this, the company prides itself on its ‘Save Money, Live Better’ slogan. For the past 16 years
Asda has been awarded many prestigious awards including: the Lowest Priced Supermarket by ‘The
Grocer’ magazine and the Community Retailer of the Year for 3 successive years. Asda is a family
friendly Supermarket which aim to target their products at all ages and for all different types of
people, their different ranges and brands of goods are a key feature as to why they attract such a
diverse range of customers to their stores.
A SWOT analysis will be used which will address the strengths, weaknesses, threats and
opportunities of this business. These items will be addressed by looking at both the external and
internal factors of the marketing mix for Asda. I am using a SWOT analysis to identify the internal
strengths and weaknesses, as well as the external opportunities and threats of Asda, in terms of the
promotional offers and pricing strategies which Asda use.
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Exemplar – Research
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Exemplar – Analysis and Interpretation

A survey which I conducted showed that 25% of people were not happy with the quality of
the products they were receiving in Asda’s ‘smart price’ range (Appendix 4). This shows that
Asda are failing to satisfy around a quarter of their customers with their low price strategy,
which will decrease the sales of Asda’s products as dissatisfied customers will just go
elsewhere. This also suggests that a low price is not the only thing customers are looking for,
they expect a good quality product for what they are paying.
Candidate E – Analysis and Interpretation

Candidate F – Analysis and Interpretation

From my field visit, I found that Asda’s promotions were very clearly displayed on billboards
which were displayed on roads close to the supermarket (Appendix 5). This means that the
customers are always aware of the current promotions which are available throughout the
store, and this increases customer satisfaction as customers can base their shopping around
the offers. This also suggests that Asda can entice new customers into their supermarket if
they are displaying billboards on busy roads, and this will create increased awareness about
Asda.
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Exemplar – Conclusions/Recommendations
Another conclusion is that, Asda was scored 4/5 by ‘which?’ for its value for money, and this score
was higher than all three of Asda’s main competitors which showed that generally the majority of
customers are happy with what they are paying for. This also shows that Asda are standing by their
slogan of ‘save money, live better’, which means that customers will be more enticed to shop at
Asda because they are getting value for money. Furthermore, high customer satisfaction means that
customers will stay loyal to the supermarket and will not shop elsewhere, therefore retaining the
supermarket’s high market share.
Although Asda’s ‘price back guarantee’ is a very successful promotional tactic, I found that from my
research customers were unhappy that Aldi and Lidl were not included in the ‘price back guarantee’
and Asda may not have been the cheapest supermarket if all the supermarkets were included in the
price comparison. I would recommend that the ‘price back guarantee’ includes Aldi and Lidl, as they
are increasingly getting more popular and consumers are switching to the cheaper supermarkets as
they believe that they are getting a better deal. The inclusion of Aldi and Lidl would also mean that
customers could get an accurate comparison of where their shopping would be the cheapest.

Candidate G – Conclusions/Recommendations

Candidate H – Conclusions/Recommendations
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