[bookmark: _GoBack]I went to Lidl’s Supermarket in Carmarthen on Monday, 21st May 2018.  It is a medium-sized supermarket and located within the town centre.   
Lidl is a discount supermarket which means it sells many own branded products and branded goods are often lower priced than in other supermarkets, such as, Tesco’s and Sainsbury’s.
In Lidl’s the own branded products often evoke or hint at a leading UK brand.  For example, the cereal section had about 20 different cereals.  The only branded one there was Weetabix otherwise they were Lidls own brands, Crownfield and Simply Sumptuous.   I noticed that at first glance the cereals reminded me of other leading cereal brands.  Malt Wheaties are Lidl’s own brand “Shreddies”; the cover designs are very similar, similarities include; brand name ending in “ies” and both are in a blue coloured box.  Subconsciously those similarities made me think “Shreddies”.  This was the case for most of the other products in store too.
Food is kept to the outer edges and front part of the supermarket; with the middle part being reserved for “weekly specials”, such as electronics and home and garden ware.  Alcohol is kept in the last aisle.   You are encouraged to go up and down the aisles in the store and have the option of missing out an aisle if you wish to do so.   
Most things are in the same place every time I visit.  This makes me feel comfortable and somewhat at “home” every time I visit.  The layout of the store is familiar to customers, so they can move around with ease and choose which aisles to visit.  Customers can freely move around selecting items at will, handling the products and self-selection of goods.  A completely different experience from visiting a local butcher where the butcher selects the meat, and no handling.
Through self-selection of products, you are encouraged to touch and to feel.  The self-selection aspect of supermarket shopping drives the marketing of products as brands want you to choose their product over a competitor.   In Lidl’s children’s items were usually in bright primary colours with cartoon characters on the packaging and the Deluxe range packaging is of better quality with more “classy design”.
Self-Selection not only drives what images appear on products but also what is written on the cover is important.  Buzzwords such as reduced fat, low calorie, organic, farm fresh and free-range are added to packaging.   This again helps consumers differentiate between brands in an often heavily saturated market.   
The environment of the supermarket is changing in some supermarkets customers not only self-select they also self-scan their shopping and there is little or no contact with staff.   Online grocery shopping has also become popular and allows you to shop at the supermarket from the comfort of your own home.


