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To succeed an optimum positioning on different markets, whether they are geographic, demographic, social or economic, in theory there are several strategies that can be adopted in the positioning policy of a brand. These strategies are adopted according to the objective of the company. 
In achieving a strategic planning model, it begins with the first step, to specify a basic framework from which actions will be taken. The most approaches for measuring the strategic planning arise from a "global strategy" or a complex and long-term strategy, versus "incremental perspectives", strategy that grows together with the development of the company. In this respect, researchers developed indicators that analyze how close is the strategy adopted by the company, and by the companies in general, compared to strategy plan from the literature. Boyd et al (1998) shared the common planning model in four steps: specifying goals, strategy generation, strategy evaluation, and results monitoring. (Boyd & Reuning-Elliott, 1998). 
In his article Cespedes et al (1996) mentions the importance of achieving a shorter term strategy and its strong influence of a shorter "window of opportunity" due to global competition, rapid development and distribution of technology and information systems now manage to copy with greater ease and speed any successful strategy. Thus, we can say that the competitive advantage is increasingly relying on companies' ability to 
effectively achieve and track a series of strategic initiatives, applicable to the company also on the short and highly limited term (Cespedes & Piercy, 1996). Stalk and Hout (1990) mentioned that this strategy generates the increase of the opportunity cost of the company because the strategies based on a short and limited term position the company in a position of advantage over the competition, but the implementation of such strategies can increase costs compared to normal strategies adopted and not related to a limited term (Stalk & Hout, 1990). 
[bookmark: _GoBack]


The formulation and implementation of term became, therefore, more limited than before and already pronounced involvement is required from the management team to receive the approval to implement the strategy and to establish deadlines for this. In many situations the executive team, whether it is the marketing department or the sales or management department, is different from strategy formulation team, consisting usually of the management team, and, in our case, of the marketing department. 
Cespedes et al have analyzed the link between strategy formulation and implementation in terms of the life of the products and their life cycles became lower. The mismatch between strategy formulation and implementation can lead to the loss of the advantage to be the first or the advantage to be the pioneer in the industry. Therefore the organizational and managerial separation of the formulation and of the execution of the marketing strategy has to be made. So each team will have a clear set of processes that have to go and deadlines that have to be respected. It has to be always followed the "formulation-implementation dichotomy" and efforts has to be made to reduce or eliminate it, thus achieving effective results in the implementation the company marketing. (Cespedes & Piercy, 1996). 
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Figure 1.1 Lidl

Lidl Stiftung Co. KG ‐ popularly known as Lidl, is a Germany‐based, international retail giant. The company can follow its roots back to the 1930. From the mid 1970 the company started taking its current shape and form ‐ as a discount, or low price, grocery chain. Since that time, the company has grown at a formidable pace, to the point that it today ranks as a major player in the grocery retail market in Europe. It shows that Lidl is ranked as the largest European discount retailer measured by turnover. The company has spread its business concept to most European countries. The company is organized as a "Stiftung" ‐ or Foundation ‐ wherefore its policies and accounts are not public. Based on the company's observed behavior, it is fair to assume that the company follows a rapid growth policy, and that it aims to become a major player in any market it decides to enter (Meland 2004). 
As Lidl grew large in Germany during the 1980ies, it became the foundation for Schwartz‐Gruppes success. In the 1990ies Lidl opened their first stores outside Germany. Today Lidl has more than 8000 stores in 25 different countries, and the number continues to grow. This makes Lidl the largest low price grocery retailer in Europe measured by turnover (Ness, 2001). They have recently started to go beyond Europe, to places like Cyprus and Dubai (Bloomberg Businessweek, 2009). Lidl claims that their simplicity is the cornerstone of their success, and the benchmark for all their operations and work processes. They show this by having the same layout inside and identical exterior design in all stores (Ivoikoey, 2005). 


Mission and Vision Statement 
Mission and Vision statement are an important part of strategic management process for all types of organizations. These statements have significant effect on the performance and strategic aspects of organization (Darbi, 2012). According to the findings of (Bart Baetz & Kenneth, 1998) there is a positive relationship between the performance and mission statement of the organization. In another research conducted by (Rarick, & Vitton, 1995) it was found that organizations with official mission and vision statement have twice the yields on equity of shareholders as compared to those organizations which do not have any mission statement. 
Mission statement
· To deliver outstanding customer satisfaction.
· To ensure market leading quality and value by constantly innovating and optimising our efficient processes, driven by technology and people.
· To work with business partners in sustainable relationships, contributing positively to local communities.
· To achieve long term success by investing in the recruitment, training and development of our people.

According to (Drucker, 2008) mission statement states that what the business of the firm is. In order to establish objectives and strategies, a clear mission statement is required. While writing a mission statement there are several components which needs to be included in the statement. These components are customers, products or services of the firm, market in which the organization participate, growth, concern for employees, belief, community and social concern, technology and at last competitive advantage of the organization (David, 2011). 




Vision statement
To enhance the lives of our customers, by providing quality products at market leading value, whilst ensuring that customer satisfaction is at the heart of everything we do.
The objective of the vision statement is to answer the question that where do the organization want to be and what they want to become in the future. Its focus is on the long run plan of the company (David, 2011). Vision statement plays an important role in the leadership, implementation of strategy and change in the organization (Avery, 2010). 
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Bowman's Strategy Clock is a very useful model to help you understand how companies compete in the marketplace. By looking at the different combinations of price and perceived value, you can begin to choose a position of competitive advantage that makes sense for you and your organization's competencies. This is a powerful way of looking at how to establish and sustain a competitive position in a market driven economy. By understanding these eight basic strategic positions, you can analyze and evaluate your current strategy and determine if adjustments might improve your overall competitive position. 
Bowman creates a positioning strategy of his own called the "Bowman's strategy clock" based on the principle of achieving competitive advantage by providing customers with what they want, or need, better or more effectively than competitors. 
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Figure 1.2 Bowman and Faulkner Strategy Clock

Positions on the “strategy clock” represent different positions in the market where 
customers have different requirements in terms of (perceived) value and (monetary) cost considerations. Competitive advantage is achieved through the following positions: 
1. Low price, low value added. It is a category in which companies prefer not to position themselves, dominated mainly by products that differ very little one from another. Also here the price is low and the only method by which efficiency can be achieved is by increasing the volumes and the number of new customers. In this category differentiation cannot be achieved, the goal is to reach the customer by any other method than the product features or price (eg.: higher numbers can be reached by a bigger distribution and a strong sales team) 

2. Low price. It is a category in which the company relies on the fact that the price sensitivity of the consumer is the most important. This positioning is a difficult for the company because it consists in small margins, high risks of not recovering the costs and unloyal consumers. Also here profits can be achieved only with large volumes and scale economies. 

3. Hybrid. Moderately price, high added value. Companies in this category provide high perceived value at a low price compared to the competition. An example of such positioning can be observed when at the discount-type stores, where the products are of medium and high quality, but at lower prices. The relationship between the perceived value and price is seen by the consumer as being correct. In this type of positioning many loyal customers are gained. 

4. Differentiation. This positioning provides high quality products and differentiated in a way that the consumer perceives a high added value of the product. In terms of price policy, it can be of two types. In the first situation is a high price is practiced, and customers will consider the price as being in accordance with the offered quality. The second situation is where an average normal price is practiced. In this case the company benefits from the increased market share. 

5. Focused differentiation. It offers a very high perceived value for a distinct segment. Of course, meanwhile high prices are practiced, with high margins. Usually this practice is used in the case of ultra-premium products. Some examples of brands using this positioning are: Rolex, Armani, Rolls Royce. 

6. High price/ standard added value. This positioning can be practiced by companies only when competition does not take measures in the short term and if it is accepted by the competitors. It is a very profitable category for companies but it is also risky and can lead to loss of a large market share. Usually the adoption of this strategy lasts on a relatively short time, on a normal and competitive market, no to lose the consumers of the product. 

7. High price/ low added value. This strategy only works in the case of monopoly. It is impossible to adopt this strategy in a free and competitive market. 

8. Low value/ standard price. This strategy leads directly to the loss of market share. Products with low perceived added value, and without being differentiated, cannot compete at the market only by the price. If neither the price is right the consumer will not buy the proposed product. 
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Bowman's Strategy Clock (Bowman & Faulkner, 1996) is a tool which can be used to analyse the company’s competitive position in comparison to offerings of competitors, the current stance of Lidl is plot no. 2.
Lidl claims they buy and sell groceries with the aim of offering their customers "everyday top quality products at the lowest possible price"). To reach this aim, the company headquarters and all the stores follow a well thought through and standardized strategy (Iyikoey, 2005). 
In Germany as much as 85% of the items in Lidl's shelves are private label items (Haug, 2003). The 15% branded products nevertheless gives Lidl the reputation for having more brand products in their shelves than its competitors. A German researcher commented: “Lidl uses the brand products as a frequency generator. And they need these products to strengthen their image as a discounter. This is because customers can only through brand name products compare with prices at Real and Edeka” (Iyikoey, 2005). 
In Europe, Lidl is a large player, and they are using this power to press the prices from the suppliers to an absolute minimum. They are also using an aggressive price strategy with spectacular special offers to give the impression of particularly low prices. These prices are normally applied for only a short period of time, but long enough to build the impression of low prices. Both competitors and consumer representatives have criticized the company for this approach, which they consider to be misleading and unserious marketing (Iyikoey, 2005). 
To press the prices further down, Lidl focuses on the pure retail, offering their products directly from boxes or from pallets (Iyikoey, 2005). Lidl is known for selling beer at very low prices. When entering Sweden, Lidl lost money for each bottle of beer they sold. They used beer as a frequency generator (Molberg, 2004). 
According to Kotabe (2008), global pricing is one of the most critical and complex issues that global firms are facing. Price is the factor that creates the revenues, and a company’s pricing policy can make or break it in overseas expansion efforts. 
Even in the same geographical areas, such as the European market, prices vary across borders. Kotabe (2008) argues that this comes as a result of the following: Company (costs, company goals), Customers (Price sensitivity, segments, consumer preferences), Competition (Market structure, intensity) Channels and Government policies (price controls, taxes, import duties). 
Lidl is known for its industry-leading low prices. Lidl is able to combine its low prices and high quality products, because it has found large subcontractors in Central Europe, negotiated advantageous contracts and created a straightforward purchasing model. Thanks to its cost-effective and strict operations, Lidl seldom needs to sell products below their wholesale cost. In fact, Lidl could probably drop their prices even further, as its margins are still reasonable, because of minimal number of employees. All the while Lidl has never had to sacrifice the quality of its products. Finally, Lidl has mostly ready packed products and they have no fresh fish or meat service counters. (LIDL WEBSITE, 2015) 
According to data of US retail markets and findings DHAR (2001), the best performing retailers usually offer a wider selection of products, use private labels, charge substantially lower prices and use feature advertising to drive store traffic and display to increase in-store purchases. 
Lidl keeps up in change by following the need of customers per country. For example, they have succeeded in assimilation to Finnish culture and buying habits and nowadays they are offering right kind products and also they have more targeted services for customers. (LIDL WEBSITE, 2015) 
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When a company wants to sell a high volume of a product for a low margin, this is the area of the market where they choose to compete. Low cost leaders are often some of the biggest names in a particular market, as it requires tremendous volume to turn a profit when selling your goods for a very low price. Most smaller and medium sized businesses are unable to take this approach because the volumes they achieve simply will not sustain the business over the long term without a high retail price.
When Lidl entered Norway in late 2004, they sold mostly own branded products that was unknown to the Norwegian consumers. This was a result of Lidls standardized strategy, and an important way to keep their prices on a competitive level. The high number of private labels seems like a mismatch with the Norwegians buying behavior. 
We can see quite clearly that the Norwegian customers are used to a different way of grocery shopping than in other European countries. Norwegian is used to shop their groceries in discount stores. Kiwi and Rema 1000 are both strong players in the discount segment, a segment that has more than 50 percent market share in Norway. 
As Lidl did not manage to become the price leader as they were in other European countries, it seemed like they were stuck in a situation with prices on the same level as Rema 1000, but in the eyes of a Norwegian, less attractive products. To cope with the Norwegian buying behavior, Lidl gradually added 400 new and branded items. 
Price wars can create economically devastating and psychologically debilitating situations that take an extraordinary toll on an individual, a company, and industry profitability. No matter who wins, the combatants all seem to end up worse off than before they joined the battle. And yet, price wars are becoming increasingly common and uncommonly fierce. The price wars between the supermarket company will give benefit to the consumer but it will give the company to get lesser profit because of competing with the competitor for the lowest price. The main competitor for Lidl would be Saintsbury, Tesco and Aidl. These big for will compete with each other especially during the festive season.


So “price leadership” is one way to reduce industrywide price competition. Price leaders tend to develop reputations for eschewing price cuts as a way to gain market share and for responding quickly and decisively to price cutting by renegade companies. The price leaders are viewed as credible enforcers of price regimes based on their cost structures, strategic postures, or the personal characteristics of their officers. 
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Competition in general increases as foreign players enter already mature markets. Such increased competition has also grown stronger in the retailing industry in Europe. Overseas businesses have looked to Europe, and similarly European companies have increasingly started to look beyond the border of their own country, for business opportunity to grow, and to benefit from economies of scale. For the last three decades or so, this trend has also entered the grocery markets ‐ including fresh food (Howard, 2004) 
The development of large corporations depend on their competitiveness in the market. If the organization on the market establishes more competitiveness in terms of prices, costs and profits, in so far as it will itself have a higher market share. The goal of every big company is to acquire most of the market in order to maximize profit. However, the process that leads to the achievement of a competitive position is very long and it is necessary to implement the appropriate company strategy. People are a very important factor in the functioning of each organization, because it is exactly they that influence the development of business. The company has managed to capture a huge market share in Europe and is the largest competitor in the field of trade. 
The future of positioning strategies will remain based on the above presented theories, but will be more and more based on the consumer segments and will have a shorter time effectiveness. With the development of globalization and communication positioning strategy will have as a decisive factor the adaptability. 
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The retail infrastructure has witnessed a transformation with the rapid growth of electronic commerce, especially in the last two decades. E-business all over the world has become a popular medium for buyer-seller transaction as a means that complements and supplements the experiences of a physical store. 
According to Orel and Kara (2014), the rapid advancement in technology has pushed the retailers to deliver high quality services to the customers. The application of technology-based online retail services has grown rapidly in recent years. There has been a shift from the traditional physical store format to the more sophisticated non-store formats, with online retail sales having just crossed the $100 billion in 2007. Use of electronic means and advanced technology has led to a transformation in businesses today that are moving online. As a means that complements and supplements the experiences of a physical store, the conduct of business online is a business requirement. 
Today, access to products and services is facilitated through global technological networks. A wide assortment of goods and services can be accessed and compared with regard to attributes, features, and price, thereby affecting purchase decisions favorably. So for Lidl to have an online store would be recommended. This will help the company to generate more profit by giving this online service.
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