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ALDI Alberchet Discount

ALDl is a global discount grocery brand founded in Germany, known for offering high-
quality products at low prices through a no-trills shopping experience. It operates over

12,000 stores worldwide, including more than 2,400 in the United States. ALDI focuses on

efticiency and private-label products to keep costs down and deliver value to customers.




Vision

]
>
"Vision 2030" aims to make sustainability affordable for all

customers, balancing ecological responsibility with low prices

Mission

1

To save people money on high-quality food and products they
want most through streamlined operations and private-label

offerings

Goals

- e Simplicity: to keep prices low.

e Consistency: in producing the highest
» Responsibility: in reducing environmen




Background of the Study

Top Food Retailers Worldwide (Including Supermarkets, Discount Markets & Hypermarkets)

-1 wal-vart s [ .

Aldi, the 13th largest grocery chain in the U.S. with 2,464 Costco == 116,20
Kroger IE _ 109,83
stores, faces the challenge of limited store locations 4 schwarz Group (Lid!) = | o2 45
compared to supermarkets and mass merchandisers like | Carrefour I I [N 8486
: Aldi = I 2> 16
Walmart and Target. This accessibility issue can cause some
shoppers to go to compe’ri’rors, despi’re Aldi's growing brand BE Top U.S. Supermarkets/Discount markets by domestic sales (Excluding Hypermarkets)
1
awareness at 82%. While Aldi combats this with influencer - e
marketing and an emphasis on low prices amidst inflation 3 Publix Super Markets | NN 32,633
' Ahold USA/Royal Ahold | 26,350
concerns, its main rivals remain Trader Joe's and Save-a-Lot Al [ 22,75

in the limited assortment market sector. To thrive, Aldi must H-E-B Grocery | 20,245

Delhaize America [N 17,461

balance its expansion with its core values, expand its
P W r SXp Wakefern/ShopRite |l 15,400

accessibility and ensure maintaining low prices and product 9 Whole Foods Market | 14.849
) Wal-Mart Neighborhood Markets [JJJl] 12,761

@ ® @ * Based on retail sales (in billion U.S. dollars for FY 2015) .
@StatistaCharts Sources: National Retail Federation, Deloitte StﬂtlSta

quality with rising consumer demands in grocery shopping.

Through our research, we aimed to discover if it is necessary for Aldi to shift its target audience to the 18-24 age range, and if
so, the strategies Aldi must to implement to make this a possibility.



SWOT Analysis

Strengths Weaknesses

Affordable, high quality products e Although Aldi has a distribution model based on

Healthy options for health conscious shoppers
Y oP PP divisional structure, the sheer amount of stores in

Sustainably sourced

_ . _ _ comparison to other major streamline competitors is
The average annual shopping costs in buying Aldi

ignificant| I
exclusive brands is about $4000 cheaper than the annual sighiticantly smatier

. . . o Aldi exclusive brands are not the first choice for many
average shopping costs in buying name brands

shoppers as annual sales for name brands are higher,
Aldi offers promotions through social media PP 9

. . likely due to brand awareness
advertisements as well as in store deals

Threats
Opportunities

e Inflation in the United States and inability to pay for
e Inflation in the United States and consumer perception groceries
of high grocery prices e Increase in usage of digital shopping and pick up or
e National increase in strive for eating healthier delivery of groceries
¢ National shift towards the usage of sustainable e Commitments consumers have to other grocery stores
practices due to accessibility




Problem Statement

After initial secondary research, it has Research Objectives

become apparent that Aldi must shift its The objective of this qualitative research study is to better

target audience to the 18-24 age group, understand the sample, college aged students ages 18-24,

the rising top spenders, in response to attitudes towards the client, Aldi, and other competitors in

ongoing inflation. The challenge lies in the grocery store market.

understanding how this audience's

preference for convenience and online

behavior impacts their decision to shop at Relevance of the Study
Aldi, particularly in areas where store & This research aims to better understand patterns and
accessibility is an issue. >

habits of shoppers in this target audience for success in

our client.




Secondary Research Findings

e According to research done by Statista in late 2024, the majority share of people that shop at Aldi are from the ages
of 30-49 years old.

e According to a survey of U.S. shoppers, ALDI was the grocer most associated with the best value, low everyday prices
and quality products. Shoppers said ALDI selection outranked the competition 2:1, and 76% of shoppers said its brands
are just as good as more expensive name brands. (Aldi, 2024).

o With this data, for Aldi to compete with the rising economic demographic (18-24), Aldi must make accessibility,

convenience, and lifestyle prevalent for further marketing ventures



Secondary Research Figures

Top 10 Brands US Customers Would Recommend marketing Weekly Household Grocery Spend

("Would you recommend the brand to a friend or colleague?” % answering yes) charts

HEB 91.2%

Alka-Seltzer 87.5%

86.9% 142

86.3%

Mayo Clinic

Texas Roadhouse

164
148
121
Aldi 86.2° e 114
1 L7 107 1 109
101
Trader Joe's 86.1%
Chico's 85.8%
USAA 85.5%
Samuel Adams 85.5%
Lush 85.3%
Published on MarketingCharts.com in March 2020 | Data Source: YouGov BrandIndex
The 1,780 brands in YouGov Brandindex were ranked using the Recommend score which asks respondents, “Would you recommend the brand to a friend or

colleague?” The data was collected from 1/1-12/31/19. All brands must have a minimum n of 100 and have been tracked for at least 12 months to be included.
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Online Grocery Shoppers Weekly HH Grocery Spend - Age

Percentage
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@ GenZ @ Millennials @ Gen X @ Baby Boomers @ Silent




Research Questions

Through secondary, qualitative, and
quantitative research, we plan to learn more
about the current shopping experience of
college age shoppers. Additionally, we'll seek
to tind, what is the ideal shopping experience
for these shoppers? Factors of price,
convenience, availability of product, ideal
amount spent, and advertising preferences

will be considered.



Research Methods

Specitic informational needs include first-hand accounts trom 18-24-
year-olds about their shopping trends, perceptions of Aldi, and their
preferences for convenience in grocery shopping. A combination of
qualitative research methods, such as focus groups or interviews,
alongside quantitative data collection, such as surveys will ofter o
comprehensive understanding of this audience's shopping behaviors and
how Aldi can adjust its strategies to better align with their expectations.



Focus Group Findings

Aldi Brand Perception:

Top Shopping Influences: e Seen as affordable

e Convenience (Proximity & One-stop Shopping) e Challenges: limited store locations & product

e Cost Efficiency offterings, mixed store environment reviews

e Brand Familiarity & Trust
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Advertising Trends:

e Traditional grocery ads = minimal impact

e Social media = more influential

e Logos and store branding have a larger impact

than advertising efforts

Online Grocery Shopping:

e Less popular due to high fees
e Convenience is appealing, however cost

outweighs benefits



Cognitive Map
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Qualitative Data Findings

This research concluded that convenience, cost efficiency, product quality, and brand familiarity are the primary tactors
that influence the grocery shopping habits and behaviors of the identitied demographic.

Indentified Research Trends:
o The demographic’s preference for one-stop shopping
o A lack of responsiveness to traditional advertising, and a lack of interest in online grocery shopping/delivery services.
o Aldi is generally seen as an affordable and high quality grocery store

Challanges Found:
o Store accessibility
o Range of their product offerings
o Brand familiarity among younger consumers.
o Lack of convenience in terms of their limited number of locations and their smaller scale of product offerings.

Quantitative findings provide a more objective side and reliable calculation of consumer behavior in grocery shopping. By
quantitying the importance of convenience/distance attecting factors for store locations and accessibility improvements, Aldi
can make data-driven decisions about store placements and service offerings, due to more generalized consensus the
tfindings will achieve.



Quantitative Research Findings: Demographic

From the survey we can determine the overall shopping experience of consumers in the 18-24 demographic, who are currently

attending college and shop for their own groceries.

43% (25/58) ot respondents would 4/5 likely to recommend Aldi to o
friend or family member

54% (32 /59)ot respondents would rate their overall

satistaction a 4/5

34% (21/61) of respondents are slightly loyal to Aldi

How likely are you to recommend Aldi to a friend or family member?
25

20
15

10

How would you describe your brand loyalty to Aldi?
25

20
15
10

5

0

not loyal at all slightly loyal moderatley loyal extremely loyal

How would you rate your overall satisfaction with Aldi?
40




Quantitative Research Findings: Shopping Experience

After crosstabing, the loyalty value of respondants and questions relating to their shopping experience we can determine that

there is a correlation between those who are unloyal to the store, and

39.3% of respondents that are not as loyal to Aldi seem to have a recurring correlation of opinions that

Aldi is a cheap, yet, mid-quality and mid-variety business.

30-70% of unloyal consumers would somewhat
disagree that Aldi is a clean, variable, convenient
establishment. Respondents also somewhat
disagreed with Aldi having good customer service,

and a positive brand reputation.

Over 70.9% of this group of respondents “strongly
disagreed” with Aldi having affordable prices.
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Think about your past experiences with Aldi. Read each statement below and then indicate the extent to which you agree or disagree with

the statement in regards to Aldi.
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Quantitative Research Findings: Spending Habits

Along with the quality of shopping experience that the desired demographic has, Aldi as needs to measure the overall
shopping habits that this demographic naturally has.

the average amount spent on groceries a week amounted

to $61.80. Through cross-analysis, the percentage of ’ | |
respondents that spend OVER the average on groceries | || | | | | I | | | |
only visit grocery stores 1-2 times a week. ° R

On a scale of 1-5, to what extent do you agree or disagree with the
following statements?

B! B2 B3 B4 A5

25

From frequency analysis, it is evident that a majority of

20

respondents seem to be unloyal to shopping name

15

brands. As well as, very mindful of a store's competitive o
pricing, especially when grocery shopping. ;

0

"Competitive pricing doesn't "I only purchase name brands  "When I am grocery shopping
infleunce my shopping choices when I grocery shop." for necessities, the prices don't
in a store." affect my choices."




Quantitative Research Findings: Advertising

Through this extensive analysis of the desired demographics, shopping habits and experience, Aldi can conclude that they do

not seem influenced by grocery store advertisements.

26 (40%) respondents replied that
advertisements can be only “slightly influential”

on their grocery shopping habits.

Respondents provided where they normally see grocery store
advertisements, with 38 seeing them in commercials and 36
seeing them on social media. Meaning that the desired
demographic, while not favorable to grocery advertising, is

apparent to digital media advertising.

How influential are advertisements on your grocery shopping habits?

30

20

10

Very Influential

Somewhat Influential Slightly Influential Not at all Influential

Where do you normally see grocery store advertisements? (Check all
that apply)

40

30

20

Billboards Commericals Coupon Books Social Media




Recommendations

Expand Store Accessability

* Increase the number of store locations near
college campuses and in urban areas

e Address convenience concerns: proximity is
number the #1 factor influencing grocery shopping

habits among college students

Emphasize Competitive Pricing
& Quality Over Advertising

e Highlight Aldi's low prices, high quality, and variety of
products in store signage, packaging, and materials

e Reframe brand messaging to emphasize quality, value,
and variety, rather than just affordability

e Advertising found to have minimal influence on shopping

habits, with brand reputation having a stronger etfect



Recommendations

Improve Brand Reputation
through Social Media

e Focus promotional methods on social media to
better reach younger target audience
e Encourage user generated content to create

authentic promotions

Leverage Loyalty Amongst
Current Shoppers

e Create a loyalty or referral program for current loyal
shoppers to encourage recommendations

e Research found those who were loyal to Aldi were
significantly more likely to recommend brand to others

e Rewards progressively boost loyalty over time
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