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Executive summary
Strategic management refers to the method by which firms develop efficient strategies, and track, evaluate and assess their corporate activities to accomplish future targets and objectives. The organisation's strategic management is competent at recognising problems for the creation of workable strategies that will help the organisation meet its goals and objectives as well as at completing internal and external business studies. Examining Lidl's internal and external business settings as the company expands in the UK retail sector is the aim of this study. The retail industry can uncover market opportunities through the application of PESTEL and SWOT analysis models. These opportunities include expanding retail operations, driving up demand, enhancing consumer demands for high-quality goods and services, and growing e-commerce and online activity. Porter's value chain model makes it simple to determine the strengths and weaknesses of an organisation. Along with making strategic suggestions, the research also outlines how Lidl could handle issues including low market share, a tiny customer base, and a lack of a foreign expansion plan. This study will carefully discuss and assess the company's recommended options, which include product diversification, enhancing in-store experience, technological advancement, and promotional initiatives. These elements will be useful in assisting the business in accomplishing its objectives and resolving its present problems.
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A corporation can be managed strategically by concentrating on creating and carrying out the organisation's long-term objectives and making the most use of available resources to maximise performance and market success (Ansoff et al., 2018). Planning, carrying out, and analysing the outcomes are all part of strategic management. The economic landscape is continuously changing as a result of the rise of globalisation. Any business that wants to be competitive needs to be able to adjust quickly and have adaptable leadership. Companies that use a strategic management plan are better able to adjust to their surroundings.
The importance of strategic management lies in its ability to guide the decision-making processes. It aligns resources with the company's strategic goals and enhances the company's ability to adapt to industry changes. Strategic management helps to foster long-term planning and sustainability as well as improves organisational performance by optimising resource allocation.
Benefits of Strategic Management
By using strategic management, businesses can keep an eye on their cash flow and make sure that their available funds are in line with their long-term objectives. Additionally, it gives business executives the ability to raise money as needed to maintain operations.
Senior executives may seek candid and diverse feedback from business unit leaders on their strategic vision, which will then be adjusted to reflect local reality (David and David, 2019). One of the primary benefits of strategic management is revenue generation, which is made possible by this collaborative, alternately strategy that helps a company comprehend its customers and, as a result, increases sales.
The purpose of this report is to analyse the strategic approach of Lidl GB and evaluate its strategic management practices in terms of market expansion, product offerings, and operational efficiency (Hill, 2017). The report will be organized with the introduction of the strategy, analysis and formulation, implementation and lastly conclusion.
[bookmark: _Toc178504470]Overview / Background of Lidl GB 
Lidl GB is a leading discount general store chain that works inside an exceptionally competitive retail area. As a feature of the German-based Lidl Stiftung and Co. KG, Lidl GB has developed essentially since opening its most memorable store in England in 1994 (Kirby-Hawkins, Birkin, and Clarke, 2019). Today, it has north of 960 stores and 14 regional distribution places the nation over, making it a central part of the British grocery market.
Name
Lidl GB is the British branch of the German international discount supermarket chain, Lidl, known for its cost-conscious business model.
Services / Products
· Groceries: Fresh produce, dairy, bakery, frozen food, and household essentials.
· Private Label Products: Lidl’s own branded items provide quality at competitive prices.
· Non-Food Items: Seasonal products, textiles, electronics, and household goods.
· Sustainable Products: Lidl places a strong emphasis on locally sourced goods and sustainable products, with more than two-thirds of its offerings sourced from British suppliers.
Lidl GB works in the retail area, explicitly inside the markdown staple section. The organization likewise works intimately with English providers to locally source a greater part of its items (Varadarajan, 2015). While Lidl GB centres on the UK market, the parent organization, Lidl Stiftung and Co. KG, has a broad global presence.
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Vision: To be the first choice for customers seeking high-quality products at the lowest prices.
Mission: To provide customers with the best value for their money by offering a wide range of quality products, ensuring efficiency in operations, and maintaining strong relationships with local suppliers. The organization is focused on functional productivity, encouraging solid associations with neighbourhood providers, and guaranteeing that maintainability and moral practices are vital to their business (Lasserre, 2017). They endeavour to be a dependable retailer, contributing positively to local networks while decreasing their natural effect.
Objectives:
· To expand the store network across the UK to increase accessibility.
· To maintain low prices without compromising product quality.
· To Source more than two-thirds of products from British suppliers.
· To focus on sustainability and responsible sourcing across all operations.
· To enhance customer satisfaction through excellent service and innovative offerings.
The organisation is prestigious for its emphasis on giving great items at the least potential costs, which has empowered it to effectively contend with other significant stores in the UK, like Aldi, Tesco, Sainsbury's, and Asda.
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Market Share Growth: Lidl GB is one of the quickest-developing grocery item retailers in the UK. It presently holds a huge portion of the discount store section and is reliably drawing in additional clients because of its value-driven approach (Moatti et al., 2015). As indicated by ongoing reports, Lidl's market share has expanded because of the competitive pricing and major areas of strength and reliability.
Store Expansion: Lidl GB has extended its organization to more than 960 stores across the UK, with plans to outperform 1,000 stores soon. The organization keeps on opening new stores in essential areas to expand availability and capture a bigger client base.
Revenue and Profitability: The organization's benefit areas of strength for stays are a consequence of its expense-proficient tasks and spotlight on conveying high-quality private-label products at low costs (Ansoff et al., 2018).
Sustainability and Local Sourcing: Lidl GB's obligation to obtain a portion of 66% of its items from English providers has fortified its situation on the lookout. This attention to local sourcing upholds English farming and organizations as well as assists with decreasing ecological effects through more limited supply chains. Also, Lidl has executed a few supportability drives, for example, diminishing food waste, utilizing recyclable bundling, and advancing morally obtained items, which have helped its standing among eco-conscious customers.
Customer Satisfaction: Lidl GB continues to keep up with elevated degrees of consumer loyalty because of its competitive value, item quality, and customary limited-time offers. The organization's effective in-store insight and spotlight on accommodation have held clients and attracted new customers, especially in the discounted grocery area (Kirby-Hawkins, Birkin, and Clarke, 2019).
Challenges: While Lidl GB performs well generally, the organization faces rivalry from other markdown retailers like Aldi, as well as significant stores (David and David, 2019). 
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PESTEL Analysis of Lidl GB
	Political Factors
	Economic Factors
	Social Factors
	Technological Factors
	Environmental Factors
	Legal Factors

	The UK's departure from the European Union has introduced challenges in terms of trade agreements and tariffs, especially for Lidl (Lasserre, 2017).
	The rising cost of living in the UK has made consumers more price-conscious, which benefits discount retailers like Lidl.
	There is a growing demand for sustainable and healthy products. Lidl has adapted by offering more organic, plant-based, and eco-friendly products.
	While Lidl GB traditionally focuses on in-store shopping, the rise of e-commerce has compelled the company to explore online platforms (Moatti et al., 2015).
	Lidl is committed to reducing its environmental footprint, with programs focusing on minimizing plastic use, reducing food waste, and promoting recyclable packaging.
	Lidl must comply with stringent food safety and quality regulations in the UK, including proper labelling, and hygiene standards.

	The UK government encourages businesses to source locally and support British agriculture, which aligns with Lidl's strategy.
	Global supply chain challenges, including rising transportation costs and delays, can affect Lidl’s pricing strategy and product availability (Tawse and Tabesh, 2021).
	UK shoppers, particularly during economic downturns, prioritize value for money. Lidl's low-cost, high-quality model appeals to this demographic.
	Lidl uses advanced technologies for inventory management and logistics to improve operational efficiency.
	With the UK government targeting net-zero carbon emissions by 2050, Lidl must continually invest in sustainable operations.
	Lidl operates within the framework of UK labour laws, including minimum wage requirements, employee rights, and health and safety standards (Hill, 2017).

	Lidl must adhere to UK laws on food safety, employee rights, environmental regulations, and competition.
	Since Lidl operates in multiple countries, exchange rate fluctuations can impact the cost of imported goods, influencing profitability.
	Increasing awareness around health and wellness has pushed retailers like Lidl to expand their range of nutritious, fresh, and healthy options (David and David, 2019).
	Technology, such as self-checkout systems and mobile apps for store navigation or promotions, improves the customer shopping experience and keeps Lidl competitive.
	Climate change poses risks to Lidl’s supply chain, particularly in agriculture, where extreme weather can affect the availability and cost of food products (Rothaermel, 2019).
	Regulations around advertising and consumer protection laws require Lidl to provide accurate and transparent product information.


Internal Environmental Audit of Lidl GB
SWOT Analysis
	Strengths
· Cost leadership offers high-quality products at low prices.
· Efficient supply chains and logistics reduce operational costs (Hackney, Grant, and Birtwistle, 2016).
· Strong focus on local sourcing from British suppliers.
· Popular private-label products driving customer loyalty. 
	Weaknesses
· Cost leadership offers high-quality products at low prices.
· Efficient supply chain and logistics reducing operational costs.
· Strong focus on local sourcing from British suppliers (Tawse and Tabesh, 2021).
· Popular private-label products driving customer loyalty.

	Opportunities
· Cost leadership offers high-quality products at low prices.
· Efficient supply chain and logistics reducing operational costs.
· Strong focus on local sourcing from British suppliers.
· Popular private-label products driving customer loyalty.
	Threats
· Cost leadership offers high-quality products at low prices (Jones, 2021).
· Efficient supply chain and logistics reducing operational costs.
· Strong focus on local sourcing from British suppliers.
· Popular private-label products drive customer loyalty (Kirby-Hawkins, Birkin, and Clarke, 2019). 


VRIO Analysis
Valuable: Lidl’s efficient supply chain, cost-effective operations, and private-label products provide significant value by keeping costs low and quality high.
Rare: The scale of Lidl’s operations in the discount sector and its focus on local sourcing are rare in the industry. Eventually giving it a competitive edge.
Imitable: Lidl’s competitors can copy its discount prices and private label items but their relationship with suppliers and supply chain will be hard to imitate (Rothaermel, 2017).
Organised: Lidl is efficient in using its assets. It has a strong focus on operational efficiency, supplier partnerships, and a robust distribution network.
BCG Matrix
Stars: Lidl’s fresh and grocery products are market leaders in terms of demand and growth. These products are central to Lidl’s success and require continued investment to sustain growth.
Cash Cows: Lidl’s private-label offerings are well-established and generate consistent revenue. These products require minimal investment and provide stable cash flow to fund other areas of the business (Ustundag and Cevikcan, 2017).
Question Marks: While Lidl’s non-food promotions attract customers, their long-term growth and profitability are uncertain, given the fluctuating demand in these categories.
Dogs: Lidl’s online presence has not gained significant traction, especially compared to competitors with stronger online platforms. This area needs strategic reconsideration or further investment to grow (Jones, 2021).
Value Chain Analysis
Primary objectives:
Inbound Logistics: Efficient supplier relationships and local sourcing keep costs low and stock fresh.
Operations: Simple, cost-effective store operations with limited products for quick turnover.
Outbound Logistics: Fast, reliable distribution to stores ensures products are always available.
Marketing & Sales: Weekly promotions and low prices attract cost-conscious shoppers.
Service: Basic customer service focused on efficiency and a smooth shopping experience (Hackney, Grant, and Birtwistle, 2016).
Support activities:
Procurement: Bulk buying from trusted suppliers keeps prices low.
Technology: Investment in logistics and store automation improves efficiency.
Human Resources: Employee training ensures efficient store management, but staffing is lean (Varadarajan, 2015).
Infrastructure: Streamlined organization focused on quick decision-making and cost control.
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With customers ranking it as the fourth most popular supermarket in the UK in 2018, it has progressively expanded to become one of the biggest food merchants in the country. The emergence of bargain retailers such as Lidl has undoubtedly revolutionized British retail, reshaping the hitherto conventional grocery industry and exerting pressure on established behemoths like Tesco, Sainsbury's, and so forth (Rothaermel, 2017).
Current Strategic Choices:
Lidl GB contends basically on price, offering top-notch items at lower costs contrasted with its competitors (Rahman, 2016). This is accomplished through an effective inventory network on the board, private-label items, and negligible in-store ruffles.
Lidl has constructed areas of strength for of private-label items, which are more beneficial and assist with keeping up with its minimal expense system while offering great quality to clients.
Lidl sources a portion of 66% of its items from British providers, which reinforces its association with nearby networks, upholds the local economy, and requests to purchasers who esteem privately delivered merchandise (Rothaermel, 2019).
Lidl underlines natural obligation, with endeavours to decrease plastic use, food waste, and fossil fuel byproducts, lining up with buyer interest for economical strategic policies.
Proposed New Strategy:
To contend in the developing online grocery market, Lidl ought to foster areas of strength for the business stage, offering click-and-gather administrations and home conveyance (Varadarajan, 2015). By putting resources into an advanced foundation, Lidl can draw in educated shoppers, improve client accommodation, and increment deals past actual stores.
While Lidl succeeds in offering food, it ought to extend its scope of health-conscious and natural items, as well as increment non-food things like family basics, occasional items, and gadgets to take special care of different client needs.
Lidl could work on the in-store insight by upgrading staffing levels for better client care and coordinating more self-checkout booths to smooth out the shopping system (Ustundag and Cevikcan, 2017). Presenting reliability programs through a versatile application would likewise upgrade client commitment.
Lidl ought to focus on extending to underserved metropolitan regions and more modest towns, guaranteeing that stores are more open to a more extensive scope of clients. This would assist Lidl with catching new business sectors and increment its store network across the UK.
Lidl's ongoing system of cost leadership and local sourcing is profoundly effective. Notwithstanding, to support the development and stay serious, Lidl ought to embrace online business, broaden its item contributions, improve the in-store insight, and extend geologically (Henry, 2021). These essential movements would situate Lidl to gain market patterns and increment its portion in both physical and computerized retail.
Consumer attitudes towards spending are shifting; according to Mintel research, 78% of respondents regard themselves as "shrewd" shoppers (Rahman, 2016). These are the customers who are looking for the best deals that provide both financial and emotional rewards while also giving them more value for money. To compete in the intensely competitive market in which it works, Lidl must differentiate itself and add value to its customers. Their low-cost, no-frills offering likely already does this to some extent.
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All in all, Lidl GB has effectively set up a good foundation for itself as a main grocery retailer in the UK. They have established a solid spotlight on cost initiative, local sourcing, and supportability. Its effective inventory network and private-label items permit it to offer excellent things at low costs, drawing in eco-conscious clients. Lidl aims to maximise customer satisfaction by offering high-quality products at the best feasible price and efficient service, enabling retail market customers to afford the goods and make well-informed choices about their purchases.
Recommendation
Lidl should put resources into a web-based online shopping platform with home conveyance and click-and-gather administrations to satisfy the developing need for accommodation and computerised shopping (Rothaermel, 2019).
Presenting more health-conscious, natural, and non-food things can assist Lidl with engaging a more extensive crowd and tap into developing business sector patterns.
Improving staffing levels, client care, and store innovation (e.g., self-checkouts, versatile applications) will advance the client experience and increment devotion.
By focusing on underserved metropolitan regions and modest communities, Lidl can build its portion of the overall industry and openness, drawing in additional clients across the UK. To get a significant market share and overcome present challenges, Lidl needs to recognise market opportunities and develop competitive strategies (Henry, 2021).
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