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[bookmark: _Toc179893465]EXECUTIVE SUMMARY 
This report has been discussed about the company LIDL which is a UK based 6th largest supermarket operating the grocery market. The report included the introduction to the strategies along with the importance and benefits of the strategic management, the company’s overview and history has been discussed, with the services and  products that has been offered by the organisation, the report has also included the discussion about strategic intent and the vision, mission, and  objectives of the company. Along with all of these the company’s current performance has also been discussed. This report included strategy related to establishing community programs that support local initiatives such as sponsoring events and collaborating with local farmers and producers. Company source more local products and offer fresher and unique items which will attract consumers who prefer to support local businesses. To promote this strategy, Lidl uses social media and digital marketing to share its values and initiatives related to local suppliers and community involvement, this engagement helps to create strong community and attract more customers. Organisation also provides training to staff which helps to stay informed about local products and initiatives, and also allows them to connect with customers more effectively. 
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[bookmark: _Toc179893466]INTRODUCTION
The following report will be about the company “LIDL” a UK based organisation which is a discount retailer chain that operates over 12,000 stores as of now (Lidl, 2024). A careful plan or a method or an intelligent allocation of resources through a perfect system of activity for achieving the goal is known as strategy, it is a plan of action which is designed to achieve the final goal of any organisation. It includes making choices about where to compete and how to compete in their respective market. 
There are different types of strategies which has been adapted by the organisations for example, corporate strategy, business strategy, operational strategy. Strategic management is essential for any organisation, it offers numerous benefits that enhance the whole performance and effectiveness of the organisation and helps to achieve its final goal. Some of the importance key benefits of strategic management are Long term vision which helps the organisation by providing a clear direction for future growth and success, competitive advantage, resource optimization, improved decision-making etc. the strategic management offers benefits along with enhancing performance, increase market share, better risk management, innovation promotions, and sustainability growth. Overall the strategic management is vital for navigating complex business environments, promoting efficiency and ensuring long-term viability and success. 
The purpose of this report is to know deeply about the organisation, its services, products and sectors in which it operates, the report will also include the strategic intent of the organisation with the help of its vision, mission and objectives of the organisation. The organisation’s current performance will be also discussed in the report, the external and internal environmental audit will be discussed through “Porter’s Five Forces” and “SWOT” analysis for the corporation. The discussion for the strategic choices for the company, services, products, market and propose will also discussed in the following report.   
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[bookmark: _Toc179893468]Overview of the company
LIDl was founded by Dieter Schwarz in 1973 the first Lidl location was opened in Ludwigshafen, Germany, with a staff of 3 and total number of stock 500. This tiny store was a sweet beginning of its global expansion. They started opening stores outside in 1990’s within few years they were all over the Europe (Lidl, 2024). The company now operates in over 32 countries across the world, with more than 341,000 employees are working with the organisation. No matter how big the name is now but their mission is still same: “offering high-quality in unbelievable low price” their vision is that good groceries should be accessible to everyone. In June 2015 the company foothold in the US market in Arlington, Virginia. LIDL has its own principle and values, LIDL’s highest priority is the customer’s satisfaction and by offering the unbelievable low price they determine their position in the market (Lidl 2024).  The corporation is determined towards the expansion and making improvements in their stores, the company is economically, socially and environmentally responsible while always looking for a greener solution which somehow support in the sustainability development and supports farmers with reducing the ecological footprint. “Lidl for a better tomorrow” is their moto behind all the efforts.      
Strategic Intent- refers to important goals and aspirations that helps any organisation’s strategy. It provides a clear focus for decision making and resources allocations. For example. Market leadership, sustainability, global expansion etc. (Macnamara, 2020). 
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Vision of the company-  
Lidl’s vision is to become the largest leading discount supermarket chain by offering the best and high quality products in the lowest possible price. LIDL is committed to sustainability, focusing on responsible sourcing, reducing food waste and promoting environmental friendly practices (Ahmed, M., 2021). This vision shows the dedication of the company to evolving needs of consumers while maintaining a tight focus on affordability and sustainability. 
Mission of the company-
LIDL’s mission is to provide the best possible shopping experience by providing a wide range of the best quality products at an unbeatable price. The company wants that affordability does not compromise with quality, by sourcing the fresh produce and everyday essentials with taking care of the costing, Lidl plays in its operations in compare to other brands (Camilleri, 2020). Overall the organisation’s mission is to make grocery shopping easily accessible, convenient and enjoyable for all the customers. 
Objective of the company-
The company’s objective is to concentrate on offering unusual deals to customers while expanding its market value and presence, the key goal is to maintain low price without compromising with the quality of the products (Salvi, 2020). LIDL ensure that the customers can find the fresh and diverse products at the most competitive price. The company seeks to foster a vital relationship by offering employment opportunities to locals (Grman). 
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During the 12th week ending as on 1/10/2023 Lidl’s sales grew by 15.2 percent in the UK, in March 2023 the organisation recorded the highest growth by growing its sales almost 26 percent compared to the same period of previous year.
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Fig. 1
(Statista, 2023)
As of 2023, the company has continued to show a vital performance in the UK retail grocery sector, by its commitment to low prices and high quality products. The company has seen a strong foothold and growth in the market share, basically in US and Europe (Statista 2023). Lidl’s concentration on the sustainability and responsible sourcing has connected it with numerous consumers and also helped in growing brand reputation. Financially, Lidl has reported a big sales figure, often outpacing competitors in the supermarket segment.  The company’s cost management strategies have also contributed to its profitability. Including the innovative approaches like expanding online shopping, improving its online application’s interface, and giving more options with their conveniences and improving the customer’s experience. Overall the company’s performance and brand value reflects its effective strategy of balancing high quality products, lowest price and affordability with, taking care of sustainability, making LIDL strong for continuing growth in the competitive grocery market. Not only sales but also the revenue which has been seen an increment over the few years in UK by 2021, LIDL has surpassed a sales income of over 7.7 billion British pound. Lidl is 6th largest supermarket operating in the grocery market.     
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Porter’s Five Forces 
Threat of New Entry – Threat of new entrants in grocery retail market is high because starting new grocery store comparatively easy. Entering grocery market requires less capital investment for store setup, inventory and distribution. Lidl gets benefits from economies of scale that allow to offer lower prices, but new entrants provide similar price which create challenges for organisation. Company also have loyal customer bases and strong supply chain relationships but new entry can affect these factors by providing better products and services. New entry also increases competition which can affect its company’s profitability and market position (Wood, 2021).  
Bargaining Power of Suppliers – Bargaining power of suppliers is relatively low because company sources its products from local suppliers which allows company to negotiate for favourable terms. Company majorly source it products through different suppliers which allows organisation to switch easily between suppliers and reduce supplier's influence. Company’s business model focuses on low-cost products which encourages suppliers to stay competitive in pricing. However, some products include higher supplier power, in this Lidl balances its quality and cost which helps to maintain its high-quality goods at low prices (Mugo, 2020). 
Bargaining Power of Buyers – Bargaining power of buyers in grocery sector is very high because customers have many options such as discount stores and premium supermarkets which provide wide range of products. Consumers are price-sensitive and in economic uncertainty they prefer low priced products which means they can easily switch to other companies, if they get better prices and discounts. Lidl can manage this challenge by offering wide range of high-quality products at competitive prices. Their strategy will help company to keep costs down and enhance customer loyalty and brand reputation (Wanyonyi, 2021). 
Threat of Substitutes – Threat of substitute products is high in the grocery market because there are many alternatives available in the market such as online meal kits, convenience stores and local farmer’s markets which provide different ways to consumers to complete their requirements. Online shopping also creates new competitive challenges for the company because many customers prefer online shopping due to connivance and easy access. Lidl can enhance its online presence and offer online shopping options through attractive website and mobile app. To reduce threat of substitutes, company is required to innovate and enhance its product offerings to attract and retain more customers (Mkansi, and Nsakanda, 2021). 
Competitive Rivalry – Lidl faces high competition from other supermarkets and stores, and all these competitors provide many benefits to customers such as large discounts, large product ranges, loyalty programs and premium products. This high competition encourages company to improve its pricing, product quality and customer service to maintain its competitive edge in the market. Lidl differentiates itself through its cost strategies, smooth operations and efficient supply chain. Company is also known for its special offers and unique product ranges which help to attract customers and encourage them to visit again to increase repeat business (Socha, 2024).   
SWOT Analysis 
Strengths – Company’s strong brand reputation helps to provide high-quality products at low prices. This approach attracts budget consumers who prefer good deals without compromising quality. Company's private-label products help to compete with other brands which increases its market presence and brand's image. Lidl effectively manages its supply chain and uses different strategies which help to keep prices low with streamlined operations. Their approach helps to maintain stocking and fresh products which enhances customer experience and satisfaction (Chkalova, 2021). 
Weaknesses – Company have limited product range as compared to larger supermarkets and organisation focuses only on core grocery items which provide limited options for customers. Many consumers prefer convenience and online shopping experience in which company’s limited online presence can create challenges and customers may choose other competitors. In some products, company fail to provide high quality products because it majorly focuses on lower prices, this approach creates barriers for organisation to attract different demographic customers who prefer premium products and shopping experiences (Rachman, and Akbar, 2022). 
Opportunities – Company can enhance its e-commerce ability and provide online shopping, home delivery options and also improve its services to enhance its reach in online market. It can introduce more organic, health-focused and high quality products to attract different customer base and health-conscious consumers. In grocery market, many consumers prefer sustainability which creates opportunity for organisation to invest in sustainability and enhance its eco-friendly initiatives such as sustainable packaging, reduce food waste and promote local sourcing, these efforts will help to enhance brand's image and build loyal customer base (Etumnu, and Widmar, 2020). 
Threats – High competitive market creates many challenges for organisation and it also affects company’s market share and profit margins. Economic fluctuations also create challenges in which economic downfall affects consumers and they may become more price-sensitive, and it can change their shopping habits. If company fail to maintain its competitive price, then customers may find and prefer low-cost alternatives. Changes in polices and regulations such as food safety standards and environmental laws can also impact company’s operations (Begley, 2020). 
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Product Market – Lidl can expand its product offerings and include different products such as high quality, healthy and imported items to attract diverse customers and meet their preferences which will help to provide comprehensive shopping experience. It can also enhance product quality and provide different variety of private-label products in which organisation can introduce premium private-label products such as gluten-free and vegan options which will help to differentiate organisation from its competitors, this strategy will enhance customer loyalty and also provide higher profit margins. Company can enhance and adapt sustainability in organisation and offer more eco-friendly products, reduce waste and follow sustainable practices which will attract environmentally conscious consumers and enhance its brand image. Company can integrate technology to enhance shopping experience in which organisation can invest in mobile apps for easy online shopping and provide personalised promotions based on customer’s shopping behaviour, this digital transformation will enhance customer engagement and satisfaction (Lodni, Najmaei, and Mansori, 2021).   
Service Market – Company can improve its in-store customer experience and also focus on staff training to enhance customer service and create positive environment in store. It can organise different events such as food tastings and cooking classes which will help to enhance community engagement and make shopping more enjoyable for customers. It can also implement loyalty program to encourage repeat business and offer discounts, exclusive products and reward points for every purchase which will encourage customers to do more shopping. All these programs help to build customer loyalty and also provide important data related to shopping habits and trends which allow to make targeted marketing strategies. Organisation can analyse customer feedback and understand their needs and requirements, and it can also collect information through surveys, social media and direct conversations which will help to improve services and product offerings (Khalek, Samanta, and Behera, 2024). 
New Strategy 
Lidl can enhance its competitive edge by adopting new strategy which will majorly focus on community engagement and local partnerships. This approach will strengthen its brand image and also create relationships with customers and suppliers. Company can establish community programs which support local initiatives, this can include local events such as farmer’s markets and community festivals. It can participate in these events and build strong presence in community and show its values. This connection will help to attract customers who prefer community supporting shops. Lidl can also expand its partnerships with local farmers and producers, and source more products from local suppliers which will help to offer fresh items and unique local goods. This strategy will attract customers who are interested in local and sustainable products. 
Lidl can implement loyalty program and provide rewards to customers for purchasing local products. It can provide discounts and points for all these items and encourage customers to choose local over imported brands. This approach will help to boost sales for local suppliers and also enhance customer satisfaction by offering unique products that are not easily available in every grocery store. Company can use social media and digital marketing to promote its community engagement and local products. In this, they can share stories about local farmers, community events and sustainability efforts which will engage more customers and also encourage them to share their experiences related to local products (Kamel, 2022). 
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This report has concluded that Lidl has established itself as significant player in grocery market by focusing on quality products at low prices. Company has expanded rapidly and demonstrated its ability to adapt changing consumer needs. Due to the increase in competition and change in market dynamics, organisation is continually innovating and also enhanced its strategy to maintain its competitive edge. This report has also included Porter five forces and SWOT analysis to understand company’s weaknesses and opportunities which helped to build effective strategy for organisational success. To implement this strategy effectively, Lidl can consider some recommendations in which it can identify different local suppliers and communities where it can operate. Organisation can build partnerships with local farmers and businesses which will help to provide unique and fresh products that will attract consumers who majorly prefer fresh and locally-sourced items. It can also promote these partnerships through in-store displays and social media which will help to increase awareness and encourage customers to choose local products. Organisation can launch community programs and initiatives that will help to engage customers directly. This can include local events sponsorships and organise different activities such as local food promotion and charity events. 
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