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Executive Summary
This report examines the strategic management processes of the well-known discount supermarket chain Lidl. A SWOT and PESTEL analysis examine the company’s internal and external factors. A stakeholder analysis identifies the company’s stakeholders. Bowmans Clock identifies where the company positions themselves amongst their competitors and where it belongs in the external environment. 
























1.0 Introduction
This report will attempt to analyse and evaluate the internal and external environment of the supermarket chain Lidl by using a number of strategic management tools as well as identifying the organisations stakeholders.
1.1 Company Background
Lidl is a German discount supermarket chain with a global presence. It is well-known in Europe and the United States and has approximately 10,000 stores worldwide. With an extremely simple store layout and an everyday low-price strategy, the brand aims to provide its customers with a hassle-free shopping experience. (Lidl. 2020). 
In 1994, the company opened their first British stores across the country. Since then, the number of British stores has increased significantly, and the company has established itself as one of the leading retailer in the UK. Today, the company operates over 760 stores in the United Kingdom, with 13 regional distribution centres delivering fresh, high-quality produce throughout England, Scotland, and Wales (Lidl. 2021).
1.3 Defining strategy
Business strategy can be defined as the activities that an organisation engages in to achieve their goals and differentiate themselves from other competitors in the market as well as the decisions an organisation makes in order to achieve their goals and objectives.
Johnson and Scholes define strategy as an organization's long-term direction and scope that achieves advantage for the organisation through its resource configuration within a challenging environment, to meet market needs, and to meet stakeholder expectations (tutor2u.2021).
1.4 Business level strategy
Strategic Management
Strategic management is explained as an evolutionary framework of variation, selection, and retention is used to explain strategic management. Breakthrough innovations or technological discontinuities start eras of ferment in industry, which end when a widely accepted standard, or dominant design, ushers in an era of incremental change. The original definition of strategy in strategic management ushered in a period of transition marked by a focus on the environment. (Herrmann. P. 2005).
Competitive strategy
Competitive strategy is a long-term action plan of a company which is directed to gain competitive advantage over its rivals after evaluating their strengths, weaknesses, opportunities and threats in the industry and compare it with their own.
Michael Porter, a professor at Harvard presented competitive strategy concept. According to him there are four types of competitive strategies that are implemented by businesses globally. It is necessary for businesses to understand the core principles of this concept that will help them to make a well-informed business decision in the course of action. Cost Leadership Strategy, Differentiation Leadership Strategy, Cost Focus Strategy and Differentiation Focus Strategy (Marketing tutor. 2018).
Main Body
Overview of Lidl’s Strategy
The company claim to be the go-to shop for any grocery needs. They explain that their strategy is to keep their prices as low as possible in conjunction with EDLP. ELDP is a pricing strategy in which the company charges consistently low price over a long time, they explain that it simplifies the company’s decision making due to their low prices (Lidl. 2021). 
The organisations vision and mission statements are:
Vision- 
 To improve the lives of our customers by providing high-quality products at competitive prices, with customer satisfaction at the forefront of everything they do.
Mission –
To provide outstanding customer service.
• Constantly innovating and optimising their efficient processes, driven by technology and people, to ensure market-leading quality and value.
• To build long-term relationships with their business partners while positively impacting local communities.
• To invest in the recruitment, training, and development of their employees and stakeholders in order to achieve long-term success.

Lidl’s core values – Respect, trust, recognition and responsibility (Lidl. 2021).









2.2 Detailed Strategy analysis of Lidle
A business is able to identify both its internal and external factors that impacts the organisation by conducting a detailed SWOT, PESTEL AND Stakeholder analysis. A ranking system is an effective way for a business to determine and monitor which factors are of most importance to its strategy.
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Strengths 
1. Low prices – The company is able to keep their prices low due to most of their products being private labels. This differentiates the company from competitors such as ASDA, Tesco, Morrisons and Sainsburys.
2. [bookmark: _Hlk86401628]Customer satisfaction –According to research conducted by the Institute of Customer Service in 2016, Lidl outperformed Tesco, Sainsbury's, and Asda in a survey of 42,500 people across all sectors (Weinbren. E. 2016)
3. Brand quality – The company is committed to providing high-quality, locally sourced products. The majority of  Lidl's products are sourced from British farmers and suppliers in the United Kingdom, for example. Lidl also sells a few high-end brands. Oaklands, for example, is Lidl's exclusive brand of fresh fruits and vegetables. Lidl products have also won a number of industry awards, including six Quality Food Awards in 2016 (Lidl. 2021). 
Weaknesses 
             1. Inability to successfully penetrate foreign markets unlike other larger supermarkets such as Walmart/Asda, Lidl has primarily focused on Europe, the United Kingdom, and the United States.
             2. Their store has a small number of employees. This is a problem for some customers, who require assistance with product searches on occasion.
Opportunities – 
1. New Segments 
2. Growth potential. Lidl is one of the most rapidly growing supermarket chains in the UK.
3. Introducing new products. The company would also be worthwhile exploring introducing new products to bring into the in the market (Rahman, H. 2019).
Threats 
1. One of the biggest competitors of Lidl is Aldi as it is also a discounter store. Other supermarket chains in the UK are Tesco, ASDA, Sainsbury’s, and Morrisons and Iceland however these are not thought to be discount stores.
2. Changes in consumer behaviour, and any political instability in Europe may impact on Lidl significantly (Rahman, H.2021).












2.3 PESTEL
A PESTEL analysis identifies an organisation’s external factors. The external factors of Lidl include:
	Political
	Political stability- Changing policies - 

	Economical
	Lidl’s Economic structure

	Social
	Consumer behaviour – Charity and community programs

	Technological
	Technological innovations

	Environmental
	Recycling and waste management - Attitude towards eco-friendly products 

	Legal
	Consumer protection laws- Employee protection laws



Political – As an international retailer with a growing number of stores in a variety of countries, any shift in political policies could be detrimental to the company unless it is prepared and capable of fully adapting to new political policies in the countries where it does business.
Economical –Economic factors include changes in the country's inflation rate, foreign exchange rate, interest rate, gross domestic product, and the current stage of the economic cycle.
Social – Consumer purchasing behaviour is heavily influenced by social factors. Family, work communities, social groups, or any group with which an individual interacts with are all thought to be examples of social influencers. It also includes a person's social class, which includes things such as an individual’s living conditions, and their income (Farooq. U. 20218).  
To develop and implement their human rights due diligence, Lidl claims to actively engage with a variety of stakeholders, including civil society organisations, non-governmental organisations, and trade unions. According to the company, they are able to gain insights into their overall risk assessment processes by collaborating with these stakeholders (Lidl. 2021).
The company's CSR policy covers a wide range of topics, including reducing Lidl's environmental footprint and implementing charity and community programmes like extending their charity partnerships with Jigsaw and the NSPCC, as well as raising a record amount for charity through Trolley Dash and donating over 2 million meals to local charities through Food Cloud (Lidl. 2021).
Technological – Technology can dismantle an industry's price structure as well as their competitive strategy. Therefore it is essential that the company constantly find new ways to   innovate itself, to maximise its profits as well as becoming a market leader, but also to stay ahead of the competition.
Environmental –It is estimated that 51% of the packaging used by the businesses is recyclable. According to the company's sustainability policy, it aims to promote long-term food production, as well as the sustainable and efficient use of resources and the reduction of losses in the food system, such as climate change, food waste, plastics, and deforestation (Lidl. 2017). Food cloud is another way in which the company donates excess food to charity to manage their food waste (Lidl. 2021).
Legal – The way in which a business can operate is controlled by legislation. Laws can be imposed by the UK or European Union courts and government. Legislation mainly acts as a constraint on business. The main areas of legislation that affect businesses are, employment law, consumer protection and competition law (tutor2u. 2021).








2.4 Stakeholder analysis
The mid-1980s saw the emergence of a stakeholder approach to strategy. Stakeholder management was created as framework that would respond to the concerns of managers who were being buffeted by unprecedented levels of environmental turbulence and change. The stakeholder framework, according to Mendalow, serves as a foundation for focusing an organization's environmental scanning effort. One of the main stakeholder characteristics used to categorise stakeholders is power and it is considered to be an important characteristic in the stakeholder matrices.(Freeman, R. E. 2021).
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Suppliers – Suppliers possess power and legitimacy as stakeholder attributes. This is a group that has a lot of power. Although the marketing channel's dominance has shifted from suppliers to retailers, manufacturers, particularly those with strong brands and the ability to influence retailers, continue to dominate. The suppliers of an organisation are affected as retailers become more international and global.
Employees- During the operational stage, employees are a discretionary stakeholder, their only attribute is legitimacy. Lidl uses newspaper advertisements as well as the job centre to recruit employees at this time. Employees at Lidl must be active, flexible, and not afraid of work, as well as customer focused (Lidle. 2021).
National Government Organisations – Legislation laws passed by legislative bodies and regulations apply to all businesses. These laws and regulations can come from any level of government, including the federal, state, and local governments. Some of these statutes and regulations apply regardless of the type of business, and a company doing business in more than one state or local jurisdiction must, of course, follow all applicable laws and regulations in compliance with the laws in that country (Fast track. 2005). As Lidl are an international organisation, they must comply with a number of different laws from each country they retail in (Uusitalo, O. & Rökman, M. 2004)
[bookmark: _Hlk86437889]Consumers – The legitimacy of a stakeholder is the most important attribute for consumers. Food and grocery products that meet Finnish standards are available to consumers. They also have a right to adequate information about products, product development and innovation, reasonable prices, and high levels of customer service (Uusitalo, O. & Rökman, M. 2004)
Competitors – Competitors are dangerous stakeholders who can influence an entrant's success in a variety of ways. Competitors may use a third-party organisation, such as a trade association, to carry out actions against the new store. It is highly important to keep well informed of any changes a competitor my make as this could and will also affect their business.
[bookmark: _Hlk86416056]Society – A key stakeholder is society. It is considered as a key stakeholder because it wields both power and legitimacy when it makes demands on businesses. Ethics and social responsibility, provision of retail grocery services, and economic expectations such as employment, wages, and taxes are among the concerns of society (Uusitalo, O. & Rökman, M.2004).
Culture – Retail internationalisation is also influenced by culture. The success of international operations is thought to be influenced by culture. The importance of sociocultural distance in developing an internationalisation strategy, particularly in selecting a target country or countries, cannot be overstated. Retailers frequently choose target countries that are familiar to them and that are similar to the host country (Uusitalo, O. & Rökman, M.2004).







2.5 Bowmans Strategic Clock
Bowman's Strategic Clock is a management tool that explores strategic positioning options, such as where a company should be positioned in order to gain the most competitive market position (tutor2u. 2021). It enables a company to determine where it belongs in the external business environment in order to gain a competitive advantage.
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Lidl's clever pricing strategies are one of the company's most important competitive advantages. Lidl came into the market as one of the industry's most value-driven supermarkets. On Bowman's strategic clock, Lidl's strategic positioning would fall into the Low-price category. However, the company could argue that they consider and position themselves in the hybrid area because of their high-quality, low-cost strategy.



2.6 Sustainability and Resilience
Sustainability is explained as of how our natural systems function, remain diverse, and produce everything needed to keep the ecosystems in check. It also recognises that, in order to maintain our modern way of life, human civilisation requires the use of resources. (Mason, M . 2021).
There are three themes, producers, people, and the environment, form the basis of Lidl's sustainability strategy. The company prioritises issues and set clear objectives as well as measuring targets across a range of sustainability topics for each (Lidl. 2021).
[bookmark: _Hlk86406979]According to the company's good food report, their vision is to ensure that all of their products are produced, sold, and consumed in ways that benefit producers, people, and the environment as part of their sustainability strategy to make good food accessible to everyone. They claim to be dedicated to sourcing products in a fair and sustainable manner that benefits both humans and animals. They also claim that their sustainability policy encourages long-term food production and strengthens relationships, as well as promoting the sustainable and efficient use of resources and reducing losses in the food system such as climate change, food waste, plastics, and deforestation (Lidl. 2017).
According to a Which study, 51% of Lidl's item packaging is widely recyclable at the curb side. They also checked to see how much of the packaging in their baskets was properly labelled with recycling instructions (Which.2021).
Resilience
Business resilience is a broad term that encompasses crisis management and business continuity, as well as how an organisation responds to various types of risk. The ability of an organisation to adapt to a new environment and circumstances following an incident is referred to as resilience (it governance. 2021).










Conclusion
This report outlines Lidl's detailed strategic management approach as well as applying it to the views of theorists. It also includes and overview into the company’s background A detailed PESTEL and SWOT analysis examines and provides some insight to the company’s internal and external environments. A stakeholders analysis identifies the company’s stakeholders and ranks them in order of importance. Bowmans clock identifies where the company is positioned amongst their competitors and the company’s external business environment. It also explains the company’s sustainability policy.
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