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Introduction
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Cholon Ower whieno (hay buy thisr goods and sondcees, For gn
Organsaiion 1o meet dn Do b IR, i ham Lo find out
whial conmumons reguing and then ientily The best ity N which it
can satisfy hese needs and wants. Crg 1ling 8 compotitive
SdvantiaQe con e difiout. A unidus rrarketing strategy vith clear

SoGiives & wvital 10 ensiure eftective promotional activity,

#e prreng s lest stome in 1913, Al has eglablished heed as
G OF the mioat repadabile rotalbers in the global business marnket by
provicng great valuo and quashty. Aldi's goal is simple; To provide
our customons with the producta they buy regulary and ensure that
thase prodhicts ane of the highest postive Gually at guaranieed
Iow prices. " Aldis proskicts are souced from hand-picked BUppens
wWnooe products aie sald undar Aldi's own brand labels.

Aldi's main markeling objective (s to grow ils market share within
the UK grocary market, With the éconemic criste cama an
Increasad demand for value for money, Market ressarch Identified
that BO% of Ald's customer baso alko shopped at othor
supermarkets. Thege custormisns spent around £20 billion per year
in the other slores, Aldi's marksting strategies therefore focus on
generaling cuslomer loyally. AVE locuses its marketing effods on
encouraging cuslomeas that are sleady farniiar with the brand 1o
Eh0p al Alck more aften,

Anather key focus of Aldis markating strategy ls on demonetrating
thit Aldi brands @ of eqgual quallly 1o wall known brands such as
Heinz and Fairy Liquid. To do this. Akliiran blind taste tests
amongsl a cioss seclion of shoppers, These confirmed that the
majorty of conuumarns that liked {ve famous brands also ked
Aldi's brands. Thesa findings formead the basis 1o Aldi's ‘Like
Brands’ marketing campalgn, This provided Aldii with a platferm 1o
oormi.nk:ala lls quakty and value messages ellectively,

s* Above-the-line promotion » Below-the-line promotion
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Addi's immadiate challengs for the 'Like Brands’ CHTIEGn wan 1o
incraase market share rom 2.9% to 2.6%, Athough this sounds
viry Wbk, e reta] grocary markel is very large, A singls 0.1% is
worlh an extra 265 milbon revenus,

This case study foouses on the markating Straleges used ty Akl
1o Increase its market share and encourage krral customens.,

The marketing mix

The Chartersd Institute of Marketing describes the term marketing
as the process 'The process responsibie for idsntifving,
anticipating and satisfying consumer requirements profitably.’ This
pleces consumens at the heart of every organisation. The
markoting mix is often referred 1o as the four Ps, It involves
grealing & unique blend of the right product, sold at the right price,
in the right place, using the most suitable methods of promotion.

A marketing mix is a comiplex set of vanables. The marksting mix

of every business will be different. Aldi's mix focuses on providing

high quality products that are cheaper allematives o lamous

brands. Aldi's marketing mix therefore focuses on-

= Product — high quality 'Like Brands',

* Price - Aldi offers lower prices than its competitors without
compromising on quality.

* Place — Aldi outlets are expanding globally.

* Promotions — Aldl Uses a combination of above-the-line and
below-the-fine promgtions with a fotus on its 'Like Brands' and
'Swap & Save' campaigns.

':il-lur'h tnplcn- covered: * Marketing mix » AIDA model
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Balancing the mix
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fies produict or service will be sold. Akl keeps i1 stora lyouls

almiole 10 it waste and keep costs dewri, This maans Aldl can

tocus on offoring s custormiarns the Jownst possible prices for s

progucis. When considering naw slore localions, Adehi Labtrs

into account

« ihis numbar of people Wsiting an drea as wisl as the
domographic of (he anga = for axampho, the poputation of the
area shoulkd be mare than 30,000 peoiie

»  the position of store — Aldi focusos on ndge of the town centre
locations with good wsibiiity from a main roed and not oo
mush competition

« e aocessibiity of the store and ils public trarisport lnis:

s e number of parking spaces avalabla.

Above-the-line promotion

For Aldl to achieve its objective of Inoreasing its market shara, ft
lhad to ensure s promotional activity demonstrated Ihe balance of
its marketing mix. For example, to increase customer loyalty it had
10 communicale its key quality and vilua messages Promotion

helps to:

» increase awareness and improve brand recognition
* increase demand for products

* improve brand image

= highlight the superiority of products and services:




Above-the-linn promotions ane paid dor advertiaing aimed ot a mais
adienoe, These Inclode the mecia such an television, radio,
magazings and newspapars 1hat reach a large number of peopke,
This 1o of promotion can be coslly, It can sisoe Lo diicull 1o targal
specific audiencos, Aldl uses a range of abaove-the-ina methode (o
rsach Ite customens and potential customens, Thase include:

= Advertising on TV, The ‘Like Brands' campalgn features 20
second TV adverts which focus on a particular product. The
adverts show a famous brand as & benchmark for quality
sidda-by-side with an Aldl brand product. They uso Ihe slogan
‘Like Brands, Only Cheaper', This reinforces the message that
Ald| products are cheaper than leading brarids but equal in
terms of quality. The adverts provide perscnality 1o the Aldi
brand, They use humour which helps 1o bulkd trust and an
emotional connection with targat audiences. '

« Printed leaflets are distributed within stores (1 million copies
printed per week) and also to cuslomers living in areas
surrounding stores. Thesa leafiets help to reinforce the ‘Lika
Brands' campaign, They also showcase products with limited
avaiiability and seasonal offers available in storas.
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help to showsase varisly of product categories, They afeo
conmminiats Aldis 'Swip and Bave’ esiage, This campign
mmmummlmmmmuumuﬁw
swopspad Thele wisekly shop 1o Aldi, Thay corbpand Al

proclucts 1o famous brands o demonatrite Akil'y value for
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Below-the-line promotion

‘vapy and Save’

Halow-the:line pramotion uses diffarant wiyn 10 angage with

dustormers. Thase malhods can be maord aasily tirgates) (o
specific audienows than above-thefine mathods, Thay offer
argantations a greater laviel of control aver their cornmuricaticns,
Akl usea o rango of belaw-tha-lina mathiods, Thoss incitude:
» gocll medo

(argetod e-rnalis 1o cuslomers
» 8rd parly andorserment and awarda
« public ralations and media redations.

Aldi's Facebook and Twitter pages sncourage twe-weary
communication with cuslomers, Thest social rhedia channeds
provide a platform through which Aldl can interact with customers. it
can then assess thelr opinions about the Brand, Cne obgectve of
\his form of promotion Ig 1o create 'Aldl Advocates’, These are
consumiers who recomimend Aldi 1o others, through stimuiating
interactions about the high quality and low prices of Aldi products,
For example, the ‘| Love Aldi’ campraign asked fans 1o senda virlal
MwMthascardmaFacabookthThswasmagedw
providing rewards. The campalgn gave consumers the chiancs 1o
win a 10 voucher. They could also win a box of Aldi chocolates for
their Valantine; The campeign also encouraged consumers 10
compilete the sentence 'l love Aldi because.,.’ directly onto AkE'S
Facebook page to encourage positive brand feedbackc
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Al wobsite 5 anintegral part of its below this-fire gromation;, it
feniures all of Aldis keéy promotional messagos as well as
additional contant 1o engage consumers, E xamples neluda rooipe
ideas and weekly offors. Akfi devoloped 1he W Ikakd co. Uk
miste-website to Turther Bncournge brand engagement with the
‘Like Brands” TV campaign, The sile provioes cangumers with the
opporunity 1o upload thelr Idans for tha next Aldi TV CAImpMgN
Aldi also uses o dedicated recruiment wobsita 1o promoty iis

amployer brand moeseages and Car ppponunitios:

A further below-the-ine method used to highlight the quaily of
Aldi's mmb@mmmmmamm&mmmmd
over 1,000 of s products ino wwsmﬁﬁwﬁﬂds.ma
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Awards. In 2012 Aidi was awarded 'Best Supermarket’ by
consumét Watchdog Which? It paat competition from Marks &
Spencer and Waltross. Further postive endorsements for producls
me\dhﬂ-emesmammmmagﬂmmpmmmsm
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Aldi | Greating value though the marketing mix
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Conclusion

Al hias a distinct approach to retailing thvat has given 11 @
compotitive odvantoge in a crowded markeiplaco. Aldi's (nie
Lalance of the markaling me erables it to provica high ity
own branded products at the Jowast possibie pnce Aldi's
[nnovative ‘Like Grands' and ‘Swiap & Save' markeling campagns
are Improving brand percaptions, Thay are aiding Ine achievament
ol Aldi's markeling objectives. The campagl 4 have increased
Pidi's sakes per stora by +100% over 3 years through creating
o loyal customars. fs mutti-channed prometional acteity =S
engagng consumars and crealing postive feedback,
















JV SHETTY MEGA MART

shop 1LGE,Prabhu’s Slgnature,Bolow Tata Croma, Alto-Dabolim
Chicalim Gon 403601,

A

4 Mogin M |
MOB: 9923427394 OFFICE: 0832-6741929
Ref no.2022-22
13-08-2022
CERTIFICATE

(To whomsoever it may concern)

This is to certify that Miss Fatima Bi Mohammed Athni a student of
Master in Commerce (M.Com) from Murgaon Education Society's
College of Arts & Commerce, Zuarinagar, Goa has worked with us at J.V
Shetty Mega Mart Dabolim Goa as a Cashier/Data Entry/Billing for a
period of 4 weeks, to undergo summer internship project work from 22nd

June 2022 and still working as a part time staff.

During the said tenure mentioned herein above Miss Fatima Bi

Mohammed Athni has remained involved with her duties and
responsibilities assigned to her. We found her competent and active with
sincerity and determination. She is hard working girl whose dedication in
taking contribution and initiative for the organization has proven helpful in

the establishment.
We wish her success in her future.

Place : Dabolim, Goa. J V Stfetty Mega Mart

[ §

Date : 23/07/2022 jm—
A NEGY g
S “%ﬁz\am h Shetty)
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A.K AQUA FOQD & BEVARAGES

Manufacturing of Package Drinking Water

Date: 30/07/2022

TOW HO.M SO EVER IT MAY CONCERN

This iy 10 certity that Mr. Pappu Yadav has completed internship in this

organization from 22™ June 2022 to 22™ July 2022.

During the period of his internship program with us he had been exposed to

different process and was found punctual, hardworking,
We wish him every success in his life and career.

This certificate is issued on his own request.

Factory Address: Plot No.Z-3, The Murgaon Co-op Industrial Estate Ltd, Chicalim, Goa 403711
Mob. +91 9284625589 / +91 9158618148 Emafl: akaquafb@gmatl.com



A.K AQUA FOOD & BEVARAGES

Manufacturing of Package Driniding Water

Date: 9%7/2822

TO WHOM SO EVER IT MAY CONCERN

This is to certify that Miss. Lovely Parihar has compieied internshio in
organization from 22™ June 2022 to 22™ july 2022.

12d been exposed 0

During the period of her internship program with us she had been ex;

difterent process and was found punctual. hardworking.
We wish her every success in life and career.

This certificate is issued on her own request.

Factory Address: Plot No.Z-3, The Murgaon Co-op Industrial Estate Ltd, Chicalim, Gea 403711
Mob.: +91 9284625589 / +91 9158618148 Email: akaquafb@gmail com
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® SALES e SERVICE

Reference No: Comp/22/22-23

Date: 22/07/2022

CONFIRMATION LETTER

ZUARINAGAR, GOA WAS W]
21T JULY 2022, IN OUR FIRM COMPUMATICS.

THE TRAINING WAS GIVEN TO

HER TO GAIN ON THE JOB EXPERIENCE. AS PER
THE REQUIREMENTS OF

THE GOA UNIVERSITY SYLLABUS FOR M.COM.

DURING HER TENURE OF WORK SHE HAS LEARNED

e BUSY SOFTWARE FOR DATA ENTRY OF BOOKS OF ACCOUNTS
(SALES, PURCHASES, AND PA

¢ FILING OF DOCUMENTS,

DURING THE PERIOD OF HER INTERNSHIP P

ROGRAMME WITH US SHE WAS
FOUND PUNCTUAL AND HARDWORKING .

FOR COMPUMATICS B
/‘c. el " m
\%‘L\ / \$ S — J"_,v _
Shashidhar D.Palyekar O( N
{ Q G \’:_; ‘5 -
(Proprietor) v\ '

EEEEEEE——
e

Shop No: 28, Ground Floor, Karma Paes Avenue: Vasco o Goa_. .
Contact - Sales : 7720896884 P gglvlm : 9960805487  E-mall : compumatics@rediffmail.com / aqua_goa@yahoo.com
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MURGAON EDUCATION SOCIETY’S COLLEGE OF ARTS & COMMERCE,
Zuarinagar, Goa ~ 403 726
Affiliated to Goa University Accredited by NAAC with B+ Grade (4™

cycle)
ACADEMIC YEAR 2021 - 2022

One Day Field Trip of Post G

raduate Department of
Arts and Commeree Za

arinagar Goa to NV co Ag
Dabal in Dharbandora (NVE

Commerce, M8, College of

ro Tourism Pyt Ltd, Kirlapal,
¢o farm)
Post Graduate Departme
Date: 3" June 2022

Platform : Offline

Audience/ Participants: M.Com Part I & II
No. of participants: 29

* Report in brief

nt of Commerce (M.Com)

The PG Department of Commerce, MES College of Arts and Commerce, Zuarinagar -
Goa, had one day Field Trip: Rural

and Agricultura] Development to NV Eco Agro
Tourism Pvt Ltd ( NV Eco farm) Kirlapal, Daba] in Dharbandora, On 37 June 2022
between 9.00 am to 7.0 pm.

lained by taking to the distillation place. Students got
friendly Cottages, Butterfly garden, Nakshatra Var_m,
uous authentic goan food, Pineapple farm and a Spice

day field trip was to give exposure to the students to the
agro-eco tourism culture where an attempt to blend trails of spice plantations, organic

farming as well as adventure activities was made. The objective was also to expose
students to entrepreneurship in Eco Farm.

Students also actively participated in the zip line adventure activity. In total 29 M.Com
students and 5 Faculty from Department of Commerce HO[? and M.Com Progran"lme
mentor Dr. Champa R Parab ,Assistant Professor Mr. Suraj P Tuyekar, Mr, Pranit §

Naik, Ms. Madhumeeta Dhar and My Vasant Pednekar accompanied the students and
participated in the field trip.

The one day field trip was coordinated by Dr. Qhampa R Parab, with the facul  ~nd
the support and guidance of Principal Dr Manasvi M Kamat.
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Dr. Champa R. Parab

NS Coondinator / Convenor



e Lhwtacg, 7
£ i ® v 4 =
g e R~ coLesn 2,
‘;@}?j goA== O :‘g&? “ -

“““““ TERL K
MURGAON EDUCATION SOCIETY'’S COLLE‘.GE OF ARTS & COMMERCE
' ' Zuarinagar, Goa — 403726
Affiliated to Goa University Accredited by NAAC with B+ Grade (4% cycle)
ACADEMIC YEAR 2021 — 2022

REPORT ON INDUSTRIAL VISIT DS PRODUCTION, C/0 A K AqQua FOOD
AND BEVERAGES, MANUFACTURING Of PACKAGED DRINKING
WATER THE MURGAON COOP INDUSTRA] ESTATE CHICALIM G4

* Post Graduate Department of Commerce (M.Com)
* Date: 7th June 2022

Platform : Offline

Audience/ Participants: MComPart1& 11
* No. of participants: 2]

* Report in brief

Kirti Amorkar Chemist and Micro Biojogit ' - of
manufacturing the packaged drinking water starti

is considered as one of the tactical methods of teaching, the main objective of this
industrial visit was to give the students the practical exposure to the process of
production, working methods and employment practices in the industrythrough

Students actively participated and could get hands on experience on the production
process of manufacturing packaged drinking water. In total 21 M.Com students and 4
Faculty from Department of Commerce, HOD and M.Com Programme mentor Dr.
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Dr. Manasvi M kamat

Dr. Champa R. Parab

Principal Coordinator / Convenor
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M.E.S. COLLEGE OF ARTS & COMMERC E, ZUARINAGAR - GOA
Academic Year 2021-22

Field Work Details of the Course that include Experiential Learning

Class: B.B.A. (Shipping & Logistics)
Semester/Term: Term 10

Name of the Course: Occupational Health and Safety Management

Objective of Field-Visit: To familiarize students about various emplovee safety measures at

workplace.

Place of Field-Visit: Hindustan Coca-Cola Beverages Pvt. Ltd., Verna

Date of Field-Visit: 14™ December, 2021

Report of the Field-Visit (in approximately 100 words): Students of TYBBA(Shipping &

Logistics) Visited 'Hindustan Coca-Cola Beverages Pvt. Ltd., Verna as part of their course

'Occupational Health and Safety Management' on 14" Dec 2021. The managers explained

various safety methods adopted by the company with the help of videos, with focus on Personal

Protective Equipment and firefighting equipment’s. The students asked questions to the

manager’s in charge and enhanced their understanding of health and safetv management.
Assistant Professor. Mr. Motilal Pednekar accompanied the students.

Outcome of the Field-Visit: Students received practical inputs on emplovee health and safetv

measured adopted by companies.

Photograph/s:
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Details of the students who participated in the Field-Visit:

(Sr.No. | Name of the Student Roll Number
01 Asnain Bhatti MSL-19-0]
02 Noah Mascarenhas ' MSL-19-02
03 | Pratik Tupsoundarya 2 MSL-19-03
04 | Sanskar Salgaonkar o MSL-19-04
05 | Vaibhavi Korgaonkar MSL.-19-07
06 Vialli Rodrigues MSL-19-08
07 Clive Mascarenhas MSL-19-11 |
08 Rajesh Karnati MSL-19-12
" 09 | Faizaan Moilanjikkal MSL-19-13 |
i
):,:’ / /
Signature of the Teacher Dr. Manasvi. M. Kamat
(Name o;tjhe T?M (Principal)
C Mﬁ/}ﬁ ! ) Dr. Manasvi M. Kamat
Princlpal

MES College of Arts & Commerce
Zuarinagar - Goa 403 726.




