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1: Executive summary 

The report focuses on Lidl GB's strategy formation plan that, focuses on exploring the approach to be highly competitive in the UK retail market. The company established in 1994 operates over nine and 14 distribution centres that employ more than 31,000 people as per the analysis, it is understood that the company is committed to high-quality products at low prices along with a focus on sourcing 2/3 of the products from British suppliers which highlights their strategic priorities (Fuertes and et.al., 2020). The report is based on understanding the importance of strategic management and providing an overview of the Company's background, current performance vision understanding of the strategic intent that is driving the company's growth, its market position, and provided insight as per the competitive position and operational effectiveness.
2: Introduction 

Strategic management is important for organizations because it helps them to align with the goals of market opportunities set that ultimately ensure long-term success. It involves setting up objectives by analyzing the competitive environment and developing strategies that improve organizational performance. Strategic management plays a vital role in helping business organizations for achieving long-term success and remain competitive. It allows companies to define their objectives, allocation of resources in, an effective manner, and adapt to the changing external environment. It is also associated with a focus on future organizational growth by highlighting organizational affordability, balance, quality, and sustainability. In Lidl's context, strategic management is important because it is one of the major players in the supermarket sector ensuring customer satisfaction and continuous growth through effective pricing strategy, operational efficiency (Bilan and et.al., 2020).
The purpose of the report is to analyze the company's strategic approach by focusing on a mission, vision, present performance, and objective. The report will assess Lidl's strategic intent examination of the way it competes with the highly competitive UK retail sector and explore the present operational performance to identify potential improvement (Tsalis and et.al., 2020). This analysis is organized into different sections starting with an overview of the company and for that, there is a detailed examination of the mission vision, external environment audit, internal audit, and strategy formulation.
3: Overview of the organization

Lidl GB is the part of global Lidl group which is a discounted supermarket chain, founded in Germany and expanded to the UK in 1994, which focuses on high-quality products, and competitive prices. Lidl GB rapidly, became one of the three players in the UK retail sector companies, operating in an industry offering customers a wide range of products that may include household items, food, and beverages (Knudsen and et.al., 2021).
Lidl presently has 96 stores across the UK that is supported by 14 regional distribution centres and has its headquarters located in Wimbledon & London. Lidl GB's competitive advantage is based on the name, operation simplified product range, and strategic sourcing of products from various British suppliers which makes it a popular choice for price-sensitive customers with available quality production (Waiganjo, Godinic and Obrenovic, 2021). The company is committed to sustainability and also working closely with local suppliers to enhance their product offerings. The company is well-known for offering a wide range of grocery and non-food items that include household essentials, fresh produce seasonal products. They have a strong focus on local sourcing and are committed to providing high-quality products across various countries like Scotland, England, and Wales. 
The mission of the company is to offer the best value for money by operating the business sustainably and simply. Today they have a network of 76 stores across Britain and 13 regional distribution centres that are delivering fresh quality products across England, Scotland, and Wales in the year 2008. They have focused on establishing themselves as a leading retailer in the UK and in 2017; they opened their first store in the United States.
4: Strategic Intent

Lidl GB's vision is to be the best value-for-money retailer by offering customers high-quality products at lower prices.

Mission statement is based on offering customers, the value of money by operating the business and focusing on a simple sustainable business model that will ensure affordability without compromising on present quality (Tien and et.al., 2021). They are willing to focus on simplification of the operations to keep the cost down, ensuring a consistent commitment towards sustainability.
Lidl's strategy: objectives focus on expanding the present market share in Britain and enhancing local sourcing with over two-thirds of the products coming from British suppliers, and maintaining sustainability in their operations. The company has a high high-level of commitment that is helping them to support local economies by reducing wastage and increasing their presence across the UK (Shammi and et.al., 2021).
The main objectives are focused on expanding store networks, maintaining low prices, and improving relationships with suppliers in enhancing customer experiences across the supply chain and business operations. The key objectives are based on maintaining high standards and focusing on local supply partnerships for sustaining long-term growth.
5: The Company’s current performance

Lidl GB sale has risen, 18.8% to £9300, 000,000 in the year during 12 weeks ending on 1 October 2023. The sales grew by 15.2% in UP, the highest growth as regarded by the German discount was in March 2023, when the sales grew by 26% compared to the same period in the previous year. It is not only the sales, but the overall revenue has seen an increase over the past years in the UK by 2021 sales income of over 7.7 billion British pounds in the British market. 
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 Further, it is analyzed that the company's overall revenue has increased significantly since 2020 when it stood at around 6.8 billion British pounds, this value is because of the reorganization undertaken by the group and major changes taking place in the business strategy, great Britain was founded in 1973 in the German town of Neckarsulm the German discount GB operations have turned a profit of £9.8 million before Texas in the year 2021. Since the workforce is growing continuously and crossed the threshold of 25,000 employees in the year 2021, the organization entered the UK market as a success that is supported by a marketing campaign and the discounter brand ALDI is presently shaking the grocery market. They have also invested approximately a hundred million pounds in keeping the prices loafer customers in the challenging year for millions of households (Henry, 2021). They have maintained the position as the UK's highest paying supermarket by investing approximately £50 million in increasing the minimum early rates for other store colleagues. The continuous expansion and growing customer base highlight the organisation's strong performance that is driven by value strategy and present competitive pricing model.
6: Strategy Analysis

Lidl GB is operating in a highly competitive retail market in the UK by competing with giant plans like Sainsbury, Asda, and Tesco. The success as a discount supermarket is based on a unique strategy of offering high-quality products at low prices that focuses on operational efficiency and sourcing a significant proportion of the goods locally. Lidl has also expanded since 1994. They are now boosting over 960 stores which is driven by the commitment towards smart procurement, glucose, and strategic geographic expansion (Lynch and et.al., 2024).
Market position: The Company has captured 7.6% of the UK grocery market which is making it a strong competitor among counters alongside ALDI. This market share is increasing helping with a shift and customer shopping habits specifically after the COVID-19 pandemic and customers have increasingly prioritised value over brand loyalty.

6. A. External Environmental Audit
External environment audit using five forces

Political: Lidl is facing uncertainty because of the ongoing changes in UK trade after BREXIT, Although Lidl has sourced over 70% of its products from British suppliers, Brexit has increased the import cost for goods. The supermarket's local sourcing strategy helps them to deal with the risk.

Economic: The UK retail sector has been affected by changing customer spending and rising inflation since COVID-19 economic pressures like rising food prices and the week of post-Brexit accounts have increased the appeal of discounts.

Social: Customer demand for sustainable healthy products is increasing. Lidl has presently focused on removing artificial edits and promoting sustainability initiatives like responsibly sourcing wild fish.

Technological: The company has invested in energy and efficient technologies, but legs behind competitors in e-commerce, the absence of a robust Online Shopping platform is a big disadvantage (Lasserre and Monteiro, 2022) .
Environmental: Lidl focuses on sustainability like charging for plastic bags, promoting energy, efficiency, and recycling programs. The practices connect with environment-conscious customers.

Legal: Lidl is required to follow employment laws, environment, registration, and food safety regulations. Any changes in food tax safety standards required for adjustment and sourcing.

Porter five forces

The threat of new entrants: In the UK Grocery market is highly competitive and mature with significant barriers to entry because of economies of scale that are advantageous to established players like Lidl

Bargaining power of suppliers: Lidl is maintaining a strong position by sourcing locally which reduces reliability. International suppliers have increased supply chain costs for imported products, supplying certain goods, and more bargaining power.

Bargaining power of customer: The competitive nature of the UK grocery retail sector provides customers with they can see easily switch between retailers. Lidl focuses on offering value for money and high-quality offerings at low prices; helping them to retain a loyal customer base
The threat of substitution: The availability of alternative grocery shopping habits, including meal kits and convenience stores is presenting a moderate threat

Industrial rivalry: Rivalry in UK supermarkets is intense because major players are competing due to convenience, quality, and price

6. B: Internal Environmental Audit
SWOT analysis 

Strength: Lidl's strong emphasis on affordability while maintaining high pro quality is a core, the policy of sourcing more than two-thirds of the products locally from British supplies helps in reducing cost (Yong and et.al., 2022)
Weakness: Lidl's limited variety of branded goods may affect some customers who prefer well-known brands. They focus more on private labors which may reduce the appeal to a segment of brand-conscious shoppers.

Opportunities: in increasing demand for sustainable products and environment, conscious brand offers the opportunity to expand the eco-friendly product line and enhance the CSR initiatives

Threats: intense competition from other discount dealers and supermarket may affect the market share if competitors offer similar pricing strategies and promotions

VRIO Analysis
Value: Lidl's ability to deliver quality products at low prices helps in creating value for cost-conscious customers

Rarity: The present efficient supply chain having a higher percentage of local servicing is rare among discount, retailers

Imitability: Lidl's present supply chain model is effective and may be replicated by competitors' ALDI but the company's established relationships with local supplies provide them a unique competitive advantage

Organization: Lidl is well organised for exploiting the resources having an efficient logistic network and increasing brand loyalty across the UK

BCG matrix
Cash cows: Lidl increasing core gross business having a high market share in the UK and operating in a relatively low-growth market. The grocery sector is stable but not experiencing rapid expansion.

Stars: Expansion into Fresh produce and organic product segments can be considered stars because these areas have growth potential that is driven by customer demand for local healthy and sustainable options (Yong and et.al., 2022)
Question marks: Lidl non-grocery items like household and clothing goods have potential but are a highly competitive market. If it is uncertain, whether the company can achieve the same market dominance in other categories as they have in the food retailing Centre.

Dogs: There are several product categories like imported luxury goods that are less aligned with the lidl discounted strategy that may be seen as underperformers or dogs

Value chain analysis

Inbound logistics: Lidl's local sourcing from British supply is a key strength. It helps in reducing transportation caused by supporting local business and ensures fresh production. The efficient fear of the system also helps in distribution, reducing the product and storage.

Operation: Lidl is well-known for lean operations that help in the reduction of overhead caused by operating few staff as compared to competitors. This efficiency translates into lower prices for customers.

Outbound logistics: Lidl's efficient layout and stocking methods help in quickly moving from distribution centers, reducing time lacks and ensuring availability for customer

Marketing and sales: Lidl marketing focuses heavily on quality and price with campaigns like Big on quality, highlighting the value offered by the promotion of locally sourced products, also able to eco-conscious customers

Service: Lidl offers excellent customer service efficient and simple return policies and strong online services that improve the overall shopping experience

7: Strategy formulation:

Strategic choices at Lidl GB: Lidl GB centers on delivering high-quality products at low prices, emphasizing sustainability and local. One of the main strategic choices has been to keep the operation, simple and cost-effective by focusing on reducing unnecessary complexity to offer better value to customers. The brand operates with a new frills approaching the store that minimizes its operating cost and helps it pass savings to customers. This has helped them to capture a larger market share in the UK, making it a major player in the competitive UK retail sector.

Lidl's local sourcing policies are an important part of the strategy more than two-thirds of the products comes from British suppliers which help them to tap into local customer preferences and reduce supply chain costs. For example, the company’s long-standing relationship with British farmers ensures a sturdy supply of fresh produce and meets at competitive prices while also supporting local agriculture, their emphasis on sustainability also sets them apart. Lidl's goal of achieve zero emissions by 2015 and reduce 123 emissions Demon State Company commitments to environmental responsibility, and collaboration with suppliers to reduce carbon footprint like the initiative with Dunbia today is production emissions. That is a clear example of strategy in action.

Proposed strategy

Lidl can focus on enhancing its market position by expanding its e-commerce and digital capabilities.

E-commerce expansion with the growing trend towards Online Shopping Lidl is suggested to focus on expanding in e-commerce capabilities. Lidl has made efforts through a comprehensive online platform that will offer home-to-click collect options that may significantly boost teams. It is suggested to formulate partnerships with delivery services like delivery that can facilitate quick delivery options as per the rising demand for convenience among customers.

Personalise marketing: The strategy is based on implementing data analytics and customer relationship management that will enable the company to understand customer preferences by personalization of marketing efforts to loyalty and targeted promotions. The company can increase customer retention and repeat purchases. For example, tailored discounts on frequently purchased items can encourage shoppers to return and answer the overall shopping experience.

8: Conclusion and strategic recommendations

It is concluded that the company strategy focuses on local sourcing, cost, efficiency, and sustainability. That is the key to success in the UK to stay ahead in a highly competitive retail market. There is a need to consider expansion into e-commerce by diversifying the product range beyond groceries. It will help the company to capture the increasing segment of online shoppers and offer a comprehensive product portfolio to attract customer demographics. Further enhancing digital marketing efforts and implementing a personalize customer engagement strategy will help to maintain customer loyalty while broadening the present market share.

It is suggested to focus on effective supply chain management by ensuring product availability. While keeping the cost flow, there is a need to focus on collaboration with suppliers and optimization of logistics.
Recommendations 
It is recommended to build customer loyalty through effective engagement strategies that are necessary for retaining customers in the competitive market. It is also advisable to focus on expanding the distribution network and increasing market share, continuously refreshing product lines, and introducing Limited time offers will create excitement and drive traffic collaboration with local artisans and producers for unique products that will enhance the Lidl present Brand image. Further, it is advisable to set aggressive sustainable targets like carbon neutrality that may help in attracting environmentally, conscious customers, and differentiating the brand from other competitors.
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