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Brief Introduction of Lidl

An overview of Lidl and the retailing market

 Lidl is an ambitious grocery retailer based in Germany which 
opened its first store in 1994 in the UK.

 
 The competition in retailing industry is intense.

 Hard discounters, for example, Lidl are taking away the 
market share of ‘big four’.
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The ambition of 
quick expansion for 
Lidl
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Overall Aim and Objectives

To analyse the 
advantages and 
disadvantages and 
determine which side is 
more valuable

To provide 
targeted 
suggestions 
based on the 
analyzing result 
for Lidl

Aim
The possibility for Lidl to open convenience 
stores

To provide an 
overview 
analysis of the 
market layout 
of retailing 
industry
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Research Methodology

Pertain theories
S.W.O.T Analysis                 environment 

analysis

Porter’s Five-Forces Model

Porter’s Generic Strategies

Reasons
 Better understanding 

of the organization
 Reliable information

Focus
• Competitive advantage
• Potential failure test
• Public suggestions

Conduction

questionnaire

Primary 
Research

Secondary 
Research

Organisati
ons’ 
behaviours

Reasons

 Quicker and efficient
 Various sources to support the topic
 Being helpful to gather background 

information



Available Literature

 Higher price than average 

stores

 Much limited choice for 

customers

 Potential increasing of 

operating cost

Disadvantage

 Achieve the goal of quick 

expansion

 Attract potential customers

 Be connected with more local 

suppliers

Advantages



Advantages outweigh 

disadvantages

Predicted 
Outcomes

Consuming habits are changing.

Quick expansion is important considering a comparatively 
small market share of Lidl. 

Improving convenience is the essence of convenience stores 
which is welcomed by customers.
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