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Executive Summary

In this report, marketing analysis of ALDI in Australia is conducted. The report

highlights the initial and present marketing strategies of the company and the

strategic recommendations for the future. The company began its operations in

Australia in the year 2001 and since then has grown rapidly. It follows a global

policy of offering individuals the superior quality products at affordable prices.

ALDI in Australia faced a lot of challenges in terms of customer behavior and

marketing strategies. They have made efforts to overcome these challenges and

gain competitive advantage in the market. The company’s strategy of focusing on

low prices and superior quality products has allowed them to overcome these

challenges. In addition, the company uses effective email marketing strategies of

sending mails about special buys at the ALDI on specific days. The company also

uses an effective marketing mix strategy where the products are mostly in-house

label, pricing strategy is diverse and place is through retail stores and online

channels. The company also uses an integrated promotional strategy. However,

the future could result in intense competition due to technological development

and therefore it is recommended that ALDI should use more technology, focused

email marketing, and enter new market with new products along with re

branding of the brand name in the existing market.



Introduction

In this report, marketing analysis of ALDI in Australia is taken place. It would

highlight the initial and present marketing strategies of ALDI in Australia and

would also present the recommendations in form of strategic options for the

company to expand in Australia. ALDI is a known supermarket that is using

effective marketing strategies to form a base in the intensely competitive

Australian retail market.

Background of the Company

German retail store, ALDI was formed in 1948 by Theo and Karl and at present is

a global organization in the food retail market having more than 7000 stores

across the world. The company began its operations in Australia in the year 2001

and since then has grown rapidly. It follows a global policy of offering individuals

the superior quality products at affordable prices. This strategy has contributed

to the success of the company in the market. In the recent past, ALDI in Australia

faced a lot of challenges in terms of customer behavior and marketing strategies.

They have made efforts to overcome these challenges and gain competitive

advantage in the market.

Marketing Analysis

Nature of ALDI’s Marketing Strategy Since it began

In order to analyze the nature of the marketing strategy of Aldi in Australia since

the time it started its options, the basic marketing activities have been taken into

account. First it analyses the marketing mix elements of the company and later

the target and positioning strategy.

Marketing MIX Strategies



Marketing mix elements are very important as it allows the company to position

itself in the market. The following table shows the marketing mix strategies that

ALDI adopted in Australia:

Marketing mix elements ALDI strategies in Australia

Price Pricing is an important element before

entering into the market. ALDI in

Australia offers its products at an

affordable rate. It implements a

national pricing policy that supports

the philosophy of providing cheap

prices to the customers in all the

Australian regions (Armstrong, et al.

2014).

It has also adopted a unit pricing

strategy in order to assist the customer

compare the products with others. It

combines competitive pricing

penetration pricing and psychological

pricing while designing the strategy for

Australian market.

ALDI sets minimum profit margin for

the non-food products while the

grocery sales are made at affordable

prices.



Place The layout of the store is very simple to

allow the customers to purchase the

products in an easy manner. The

company concentrates on reducing the

waste while transporting the products

since it provides them at reasonable

pries. It has established new stores in

areas of growing population (Brown

and Dant, 2014).

In addition, ALDI concentrates on the

fact that the store is located on the

main streets that helps in convenience

for the customers. it also offers online

website and mobile application to

increase the convenience shopping of

the customers.

Promotion ALDI makes use of a number of

promotional instruments like public

relations, advertising, promotional

offers and others. It offers special

offers for communication with the

target market using television

advertising.

Printed catalogues are also published



along with donations made to the

charities as a mark of public relations.

The company engages heavily in social

media marketing through Facebook

and Twitter (Kotler eta l., 2015).

Product It offers a huge assortment of in-house

brand labels that is reasonable when

compared to other brands. The in-

house brands are responsible to

contribute in positive financial growth.

Apart from grocery products the

company also gives products that have

a relation with seasons. In winter it

offers warm camping gears as well as

snow gears. The positioning of these

products indicates that they are of

superior quality and reasonable prices

(Ododo et al., 2015).

Target Segments

After understanding the marketing mix strategies of ALDI, the next is the

analysis of the target segments. Considering the socio-economic target segments,

ALDI focuses on lower-middle and middle class segments of the community.

After the global financial crisis, the consumers became reduced their shopping

expenses. To counteract this element, the company offered products at



discounted rates. Global financial crisis has resulted in changing the sentiments

of the customers (Peck et al., 2013).

Considering the psychographic profile of the customers, Australia has an

advanced and modern society. There is plurality in the Australian lifestyle. The

citizens of Australia have the inclination to purchase from urban markets and

therefore the company has established itself in such areas. The factors that

influence the buying behavior of the consumers has seen a shift in the present

times. There is a lot of preference given to convenience shopping through e-

commerce sites. This is one of the main reasons why ALDI decided to integrate

online marketing through its independent online store as well as improve the

marketing of the retail stores.

Targeting Strategy

ALDI uses a targeting strategy where it offers regular discounts to the shoppers.

Offering superior quality products at affordable rates is the strategy that

contributed to the success of ALDI in Australia. Apart from this, the company also

intends to generate customer loyalty in the competitive Australian retail market.

This is one of the reasons why the marketing efforts of ALDI in the nation focus

the customers to be familiar with the brand name. The brands of ALDI show that

they have the quality to meet the customer demands. In addition, since the target

market of ALDI is middle and low-income segments therefore, they focus on

using a differentiating strategy on the basis of price (Steenkamp, 2017).

The marketing strategy of ALDI is very much different from the rival companies

in the nation. The company focuses on reducing the packaging of the products.

This allows the products to be attractive for the consumers. The consumers

make regular checks on the products that are given on discounts and this shows



that customers in Australia are very considerate before shopping and hence

ALDI has implemented it into its marketing strategy – offer low cost products so

that global financial crisis has not effect on the buying behavior.

Positioning Strategy

ALDI’s positioning strategy in Australia, focuses on the strategic objective of

offering the customers with finite range of food products, which are of high

quality and low prices. The company has more private labels than outside brands.

The company has positioned itself in the food market by conducting activities in

a different manner from its competitors. They offer in-house products with

limited ranges. The positioning strategy of the company is based on focus

strategy, cost leadership and differentiation. Therefore the company wants the

activities to be different, as seen at self-checkouts and plastic bags (Rivera, 2016).

Online Marketing

Since ALDI has also implemented online marketing, it is important to analyze

those strategies as well. Though the company has its website but the main focus

of the company in terms of online marketing is through email marketing. It is a

mode that is working in a positive way for the company and allowing them to

drive sales as well. However improvements can be made in the email marketing

strategies. At the core, the strategy of ALDI is to keep the marketing campaigns

through emails as simple as possible. The company sends emails to the entire

customer database between 5 to 7 pm on Mondays till Thursdays. This email

features the new products of selection of special purchases that are available for

a specific period of time. The features of Monday would show the products that

are in on Saturdays whereas the Thursday email would show the products that

are available on Wednesdays (Hobbs, 2016). This shows that the customers



email will be flooded with 96 emails in the entire year, which does not affect the

buying behavior of the customers in a negative manner.

Strategic Marketing Options For ALDI Moving Forward

ALDI has expected its food item sales to increase by 35 per cent in Australia by

2020. There have been huge changes in the customer buying behavior in the

recent years and the attitude towards private grocery labels has been favored.

Customers have not become the fans of ALDI brands and patronize the grocery

stores. However there are two main challenges that the company has to face in

terms of maintaining reasonable prices and high quality because of intense

competition and entry of international players like TESCO and WAL-MART in

Australia. They also have to face challenges in terms of assortment strategy,

limited use of technology and changing needs of the customers (AFN STAFF

WRITERS, 2015).

In order to overcome these future challenges, the company can adopt the

following recommended strategic options in its Australian operations.

Porter’s Generic Strategies

Entering in new markets should be the focus strategy of ALDI. The company can

use the Porter’s Generic Strategies to improve their marketing strategies for the

future and sustain the competition in the market. As seen in Appendix A, ALDI is

stuck in the middle of cost leadership, focus, and differentiation strategy. It is

recommended that the company should focus on the religious sentiments when

offering grocery products. Since the Australian population is very diverse in

terms of culture therefore, the products should be offered according to culture of

the customers (Peck et al., 2013). For instance, the meat should be Halal for the

Muslim customers. On the other hand, the company is achieving great success



from its cost leadership strategies. The in-house private labels of the company

allows them to offer products at a cheaper rate and therefore the company

would stick to this strategy. In terms of differentiation, ALDI should form alliance

with the Department of Health that would assist the company to act in the best

interests of the society’s well-being, health and balanced lifestyles by undertake

promotion of food items that are associated with healthy eating. The company

should also position the brand as positive and successful in the market because it

would offer the company a sustainable differential advantage.

Email Marketing:

In terms of basics of effective email marketing strategy, the company needs to be

consistent with offering excitement for something new, great value for money,

and instill urgency to buy. In the below image, the company should improve the

email marketing campaign as it does not highlight the key points of the campaign.

In the Father’s Day gifts, “BBQ family boating and essentials, Special Buys on sale

Sat 29 Aug” is the strong subject. This shows that the email will be interesting

since the customers will be aware of the availability of the products (Fitzpatrick,



2015). The customers are trained to provide to time to the mails that have the

products they desire and therefore the headlines of the campaign should appeal

to them in order to attract their attention. The following image also highlights

the price and the product and the date it is going to be available to gain the

attention of the customers.

Ansoff’s Matrix

Appendix B shows that ALDI should consider market diversification in terms of

offering new products to the customers, as per their religion. Not only should

they provide in-house labels but the company should also focus on attracting the

customers based on their religious sentiments. This would allow the company to

enter the new market with the new products to gain the attention of the

customers. On the other hand, they should also rebrand their name in the

existing market (Steenkamp, 2017). They should make constant changes to the

logos, signage and other aspects of visual merchandising at the retail store sin

order to gain the attraction of the customers.



Conclusion

In conclusion, ALDI is a growing retail company in Australia since 2001. Though

the company had faced a lot of challenges in terms of customer buying behavior

but the strategy of focusing on low prices and superior quality products has

allowed them to overcome these challenges. In addition, the company uses

effective email marketing strategies of sending mails about special buys at the

ALDI on specific days. The company also uses an effective marketing mix

strategy where the products are mostly in-house label, pricing strategy is diverse

and place is through retail stores and online channels. The company also uses an

integrated promotional strategy. However, the future could result in intense

competition due to technological development and therefore it is recommended

that ALDI should use more technology, focused email marketing, and enter new

market with new products along with rebranding of the brand name in the

existing market.

Appendix A: Porter’s Generic Strategies



Appendix B: Ansoff Matrix


