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[bookmark: _3obnmjpwvqc4]Introduction
Strategic management is another important process for a firm to achieve competitive advantage in an unstable business environment and to define further development paths. The planning process can be described as the process of identifying an organisation’s external and internal strengths and weaknesses, setting its long-term goals and objectives, and selecting and deploying the suitable course of action to attain these goals (Pantano et al., 2017). The role of strategic management does not lie in the generation of strategies but in the fact that it offers a structure where decision-making, resource deployment, and assessment of organisational performance are made and achieved, all in a bid to enhance the overall organisational performance and thereby attain competitive advantage. Some of the advantages of strategic management include improved organisational flexibility of changes, improved match between organisational resources with the business strategic goals, improved satisfaction of stakeholders, and better organisational financial performance (Roggeveen and Sethuraman, 2020). The study plan of this report is to provide a strategic evaluation and recommendation on Lidl GB, a key factor in the UK retail market. The objective of this strategic formulation plan is to analyse the current market location of Lidl GB and outline key threats, opportunities, and key strategic actions to enable continual and sustainable growth. The report will contain several important sections, starting with the background of Lidl GB company and its activities; further on, it will contain an analysis of its strategic goals and objectives, as well as its vision and mission statements. 





[bookmark: _1vo4wat7obxo]Overview of Lidl GB
Lidl GB is a leading store format in the UK and a subsidiary of the German-based Lidl Stiftung and Co. KG, which is a part of the Schwarz Group. Lidl GB opened its first store in the United Kingdom in 1994 and already had impressive growth and development – over 960 stores and 14 regional distribution centers in Britain. Presently, the company has a workforce of more than 31,000 people due to the hiring practices, thereby significantly benefiting the UK job market (Willems, Leroi-Werelds, and Swinnen, 2016). 
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Figure: Lidi GB supermarket outlet (Pantano et al., 2017).
Lidl GB is a relatively large-scale supermarket and grocery retail company that sells an assortment of food products and merchandise, including fresh food, bakery products, grocery products, and non-food products. The company operates a discount supermarket strategy and stocks a wide range of quality goods at good prices (Verhoef, Kannan, and Inman, 2015). Another important strategic factor of Lidl GB is their focus on suppliers from their country; currently, suppliers for more than two-thirds of the company’s products are based in Britain. They also fit customers’ expectations of buying locally produced products, as well as helping the local economy through this approach. Lidl GB enjoys its central office in Surrey at Tolworth, where it coordinates its numerous stores and distribution services covering the entire United Kingdom. 

[bookmark: _y2wqgyvf50hc]Strategic Intent of Lidl GB
The strategic intent of Lidl GB is to offer premium-quality goods at the lowest price possible with firm environmental and social responsibilities. The strategic vision of the organisation is to become the number one grocery retailing company that offers unbeatable value, superior range, and exceptional service in the United Kingdom (Hübner, Kuhn, and Wollenburg, 2016). The vision of Lidl GB is to provide ‘everyone with good food for a better tomorrow.’ Where through selecting a range of products and specific suppliers, the company wants to ensure that British customers receive exactly what they need while also being a responsible retailer and global citizen (Jara et al., 2018). Current strategic goals of the company include the increase of the company’s market share in the UK retail sector, improvement of geographical coverage through the store network to facilitate customer accessibility, and constant search for efficiency in the supply chain to sustain cost advantage. 
[bookmark: _ftxon27624e1]Lidl GB's Current Performance
Lidl GB has shown comparable performance in the past couple of years, establishing itself as a strong contender in the UK grocery market. It has been found to be constant recently regarding its market share and the numbers that represent its financial performance. The trend analysis of Lidl GB grocery market share in the United Kingdom reflects the continuous improvement in the increase from 6.1% in 2020 to 7.1% in 2023 (Houlton, 2024). 
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Figure: Lidl GB Grocery Market Share Trend (Houlton, 2024).
This growth has been occasioned by the company's expansion strategy, which has increased the number of stores opened and the number of existing stores upgraded. Financials have also been impressive for Lidl GB, with reported revenues of £7.8 billion in fiscal year 2022 and evident growth (Clark, 2024). 
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Figure: Lidl GB Grocery Market Share Trend (Clark, 2024).
Due to a focus on operational efficiency and cost control, the company has been able to maintain reasonable margins of profit even with the penetration price scheme. Here, Lidl GB’s launching of a strongly developed system of proprietary brands, which serve as 90% of the company’s product stock, remained an important factor in the aggregate price/sales ratio coupled with the simultaneous achievement of a relatively high gross margin. 
[bookmark: _k1e9vrvpnylx]Strategy Analysis: Lidl GB's Competitive Environment
[bookmark: _hsanmtkbag4k]External Environmental Audit
[bookmark: _yssdzmbc3u4]PESTEL Analysis
There are political factors that play a big role in Lidl GB's strategy, including trade and employment relations due to Brexit. The company faces risks of shifts in policies such as food safety and labeling standards on the one hand and on the other government policies associated with sustainability and the reduction of the use of plastics (Bartels, Reinders and Van Haaster-De Winter, 2015). Lidl GB has operational and strategic threats due to political instability forming after Brexit, pressure on inflation rates that decreased consumer expenditure, and changes to exchange rates affecting imported products (Burt, Johansson and Dawson, 2017). These conditions make it vital to engage in proper financial planning when making fixed costs and to develop proper pricing strategies.
Social factors are an important determinant of Lidl GB's market environment. The current trend of consuming healthily and the inclining general interest of consumers in local and organically grown produce are both strengths and weaknesses when it comes to the type of products that the company needs to offer (Caro, Kök and Martínez-de-Albéniz, 2019). Furthermore, the growing convenience store generalised to online shopping is also another factor that Lidl GB must consider in its retail approach.
Appropriate technology and innovation enable Lidl GB to improve its activities. The company can build on enhancements in supply chain and inventory management functionalities to enhance efficiency. The opportunities found in the e-commerce and the mobile shopping section are new frontiers that could be exploited while the efficient usage of contactless and the self-checkout methods enhance the store-side experience of the customer.
More often, ecological issues have become drivers of the consumer behaviour and policies around the world. Lidl GB experiences the need to decrease its emissions and cut food waste, pursue the issue of sustainable packaging and recycling, and address consumer concerns for green products (Grewal, Motyka and Levy, 2018). These factors mean that sustainable economies and sustainable products and services continue to require significant investment.
Legally, there are the GDPR, and data protection regulation that Lidl GB needs to follow, changes in the employment laws that affects their workforce and food safety and quality laws that may change from time to time (Dekimpe, 2019). It is essential to monitor such legal provisions as the compliance with these regulations allows business to continue and prevents issue of punitive actions.

[bookmark: _8916wjwwaggh]Porter's Five Forces
The intensity of threat from new entrants in Lidl GB business is moderate given that it is capital-intensive to set up regional and national stores, large-scale benefits accruing to those already in the market, and high customer loyalty (Houlton, 2024). These factors make up a sort of buffer for Lidl GB against new entrants into this market.
There is moderate bargaining power of suppliers. This is another strong force that has many suppliers getting into the market due to the opportunities it offers, but this force is well handled by Lidl GB due to its strong buying power aperture and focus on long-term supply relationships (Hübner, Kuhn and Wollenburg, 2016). Its relationship with suppliers is also an advantage that addresses the cost leadership strategy.
The bargaining power of buyers is also relatively strong in the segments of discount retail. With low cost of switching for the customers, price consciousness and availability of many shopping choices, Lidl GB can never afford to offer very little value to its customers.
The threat of the industry by substitute products is moderate. Lidl GB competitors include online grocery channels, convenience stores, specialist food stores, and ready to eat meals home delivery services (Jara et al., 2018). These alternatives make it proactively compulsory for the company to step up its product if it is to remain relevant.
The competition in the UK grocery retail industry is ripe. There is competition from other players who sell similar products under the discount banner, such as Aldi, but there is also pressure from conventional grocery retailers like Tesco and Sainsbury’s. This constant striving results in continued price cuts and promotions, thus putting pressure on Lidl GB to defend its market share and, at the same time, ensure competitive profit margins.
[bookmark: _wq3qmjjcbfqh]Internal Environmental Audit
[bookmark: _asgoqw5lov5g]SWOT Analysis
Lidl GB’s opportunities include popular branding that highlights its competitor's offering ‘value and quality’ products, effective supply chain and distribution channels, and the fact that the company relies largely on its private label products. Combined with its focus on local sourcing and lean business model, the company’s competitive position has also improved (Kunc and Križan, 2018). However, strengths that we have include the lesser number of products compared to large supermarkets, store sizes that restricts one-stop shopping, a weak e-commerce platform in comparison to rivals, and few loyalties include customer programs.
Lidl GB has the following opportunities at its disposal: geographical expansion of its stores, development of an effective e-commerce organ, orienting the offer toward premium and organic products, as well as gradually expanding the range of additional services offered by stores, such as bakeries and cafes. Such opportunities might assist the company in capturing new grounds and improving the customer satisfaction level (Pantano et al., 2017). The threats associated with Lidl GB’s success are high-intensity price competition of discount retailing, threats from Brexit leading to supply disruption, the shift towards online purchasing, and economic problems leading to a reduction in expendable income.
[bookmark: _x5exhi3zyivs]VRIO
During the current study, it is evident that VRIO analysis shows that efficient SCM, SPP, and CMA can be termed valuable resources for Lidl GB. Popularity and expertise in in-store design and the shopping experience, coupled with well-developed cooperation with local manufacturers, are valuable competitive advantages (Reinartz, Wiegand and Imschloss, 2019). Lack of excess capacity operating a lean business model and a corporate culture that prioritises efficiency and value, all of which are very difficult to replicate. The decision of the company is centralised, and the operations of the stores in each of the networks are well coordinated, which bears evidence that the company is positioned to glean value from these resources and capabilities.
In the BCG matrix, Lidl GB’s segment of fresh produce, bakery, and essential items could be thought of as stars while private-label groceries and must-buy, seasonal non-foods are cash cows (Roggeveen and Sethuraman, 2020). The question marks that incumbent in Ahold’s current store formats are premium product lines and organic and health food options, which could be potential growth opportunities but need additional investment review. Some branded low-margin products can easily become dogs and thus should be considered for exclusion from the product line.
[bookmark: _vp8hacxdky2k]Strategy Formulation for Lidl GB
Because of the evaluation of the internal and external conditions of Lidl GB, there are several strategic options that can either improve the company’s competitive advantage or further develop it. As a result, due to Lidl GB’s solid grounding in the strategy of cost leadership and operational efficiency, the company ought to adopt a blended approach that involves retaining the strengths of the pre-specified strategy while varying all the recognised weaknesses and opportunities (Verhoef, Kannan and Inman, 2015). One of the key priorities should be the further increase of Lidl GB’s ability to omnichannel grocery retailing and to compete in the fast-growing online grocery delivery market while already having a strong store network in the UK. This could include having a scalable online grocery store linked with the physical stores, and/or providing a pick-up from store service, and/or potentially signing up with home delivery service providers to offer online home delivery in some markets. To counteract the limited product range weakness, Lidl GB should be wise in its advantages store-wide by including even more premium and organic foods into the offered assortment, appealing to the health-conscious customer segments and those willing to buy the healthier and better products for sensible prices. This growth should be achieved in a way that does not hamper the availability and effectiveness of its operations or the simplicity of its stock management systems. Lidl GB could also consider reducing the complexity of the current loyalty program that has been deemed as complicated and, instead, bring in one that comes with as many frills as Lidl. To accentuate this differentiation strategy and based on Lidl GB's pledge to be sustainable and source locally, this should be actively pursued even more. It may include the adoption of lofty emission reduction goals, a higher recycling proportion of packaging materials, and extending partnerships with British suppliers (Willems, Leroi-Werelds and Swinnen, 2016). All these initiatives would not only target conscious consumers in terms of environmental issues but also help to solve the supply chain issues that might be caused by Brexit. In terms of store format, there is reason for Lidl GB to trial slightly larger stores in some sites to provide a greater offer of a wider one-stop range while keeping the efficient store format. Furthermore, it is also appropriate for the company to use pilot stores that offer service outlets like bakeries or bakeries in key store traffic areas to add some value and increase the customer’s average time spent in-store. As for the threat of a pronounced price battle, it is recommended that Lidl GB promote the quality of private labels mainly through communicating and appealing to consumers’ value for money. It also holds for the company to advance the data analytics ecosystem to know more about the customer and target the product mix and pricing solutions immaculately. 


















[bookmark: _o8je008i6hno]Conclusion and Recommendation
Lidl GB has gained a competitive advantage as an effective competitor in the British retail sector based on its operational efficiency, cost advantage, and focus on the Lidl private label brands. However, to sustain its competitiveness and future growth, the company is required to respond to changing trends among customers and in the marketplace. As for the recommended strategy, this one has a balanced approach, maintaining all main competencies of Lidl GB and responding to the main challenges and factors in the environment. With the more extensive omnichannel network, the right strategic addition to the list of offered products, and the underlined focus on the company’s sustainability and local sourcing, Lidl GB can improve its competitive position and attract a broader circle of clients. The strategies under consideration, including the downsizing of the loyalty program as well as the cautious expansion of store formats and in-store services, will add value to customer experiences and retention. 
[bookmark: _lzukxc8jghq8]
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