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Executive summary:
The aimAims for of this assignment is to critically analyse the factors that influence Lidl’s ability to improve customer value. I am going to list at least 6 factors and will also demonstrate the importance of understanding and engaging in the customer experience. I will also and give evidence in relation to aof critical understanding of the quality processes in Lidl and also critically evaluate the benefits and challenges of developing and maintaining good customer relations.
The Ggrocery market in the UK is extremely competitive and challenging. , tThe UK population is becoming highly demanding of cheap and good quality foods and products, so each retail company need to step up with the quantity and quality of the demand., I am going to critically demonstrate the factors that are going to maximize their customer value and elaborate as listed above. 













1.0 Introduction:
Lidl is a company owned by Dieter Schwarz, he is also the owner of another store chain called Handelshof and a hypermarket called Kkaufland. Lidl’s is headquarters is in Germany and they have over ten thousand locations all over Europe and the United States. , Thehis CEO is Jesper Hojer, they have over three thousand and fifteen employees, that provide a range of quality products such as fresh food, wines, and house equipment’s in a very good offer price. L Lidl attracts all different classes ranging from low, middle and high class of the population. Lidl’s product in the UK has been rated as the best quality product compared to other big brands names. According to (Matamalas and Ramos, 2009) Lidl probably mostly attracts low income families, with the actual recession situation in the UK, the middle and some high class families are brought to shop at Lidl which improves itsn profit. Customer expectations are very high in quality and quantity.

1.1 Background of Lidl
Lidl’s first history dates back in the 1930’s in Germany, when they opened their first store in 1973., Tthey first opened as a wholesale food company and was on the name of Schwarz assorted wholesales food., Bby 1977, Lidl  alreadyLidl already had 33 discount stores, in the year 1990. Lidl started expanding all over the EU, and the UK’s first store first opened in 1994., Tthe company was destroyed in 1994, as a result of the war, they took 10 years to reconstruct, presently Lidl hasve 7,200 stores all over 20 European countries., actually Lidl also hasve 536 distribution services in the UK. K. Three different managing er directorsors w were changed over 2 years in the UK, all this to maintain stronger sales.







1.2 
Purpose of Lidl’s Organisation 
According to (Lidl UK, 2017), Lidl’s original purpose is to satisfy their customers as they stated ‘we’re all about satisfying our customers and we always aim to provide outstanding value for money’ meaning they also want to and provide them with good valued products for their money. This overall states that , also to make decisions wirelessly to unit all their companies, ccustomer satisfaction is one of the main values for Lidl, which is the reason why they make sure that they provide their customers with good quality food for a reasonable price..
Their mission is to collaborate with business partners    in good relationships and good contributions to local communities.
By investing in to the recruitment, training and development of our people to ensure achievement of long term success.
Lidl’s main values are recognition, respect, responsibility and trust all this defines who they are  anywhere they are aiming to (goal).) (Lidl UK, 2017).

2.0 
Organisational strategy (factors) to maximise customers value: Elaborate CRM strategy
2.1 Customer relationship management (CRM)
CRM strategy is a process in business that is used to develop a relationship between customers and insure their loyalty, CRM primary goal is a process to generate sales value, consumer plans and marketing plans.
2.2 Advertising
Lidl does not spend a lot on advertisements so much so that it only advertises by local, smaller-scale marketing (Hanbury, 2017). A, as they have been very active locally on radio advertisements and local social media..
Advertising posters are a promotional technique that is used by small and big businesses on purpose to provide and display the promoted brand and products or call attention to the public or customers. It is one of the factors that maximise Lidl’s customer value, Lidl often use posters for advertisements by displaying the big posters on the road side, their weekly discounted products which often work for the best, once they display the weekly discounts, if any of the customers come a week later all those products will be out of stock, by advertising on TV, weekly magazines and shop displays clearly label their discount prices.
I am one of the regular customers of Lidl and I’m always very excited when I see their promotions on TV because their prices can be very cheap compared to other brands., I recently purchased a brand new sewing machine at a very good price, nearly at half of the original price and it wass it not the first time I had seen the deal in a it on the magazine. Wwhen it said what timeday and daytime it would be available, and I made sure that I was the first in line on that day., Ddue to the fact that most customers were aware of the promotions it so that made the products become sold out quickly..

[image: ][image: ]See Appendix x A and B



2.3 



Values (Price)

Lidl is a branded company who often sell their products at low prices because of their partnership with private-label brands., aboutAbout 90% of their products are from those brands. It’s limited selection of products is also a very beneficial strategy in ordering larger quantities  of the same products, so money is being saved instead of ordering the same product but from different companiesof fewer products. . It’s stores are relatively small and so would have to pay much less compared to other stores with a larger area. As Lidl’s labour costs means that they are thinly staffed, it is so they don’t spend a large percentage of their revenue on employees. Most of their employees are cross-trained and so they are well-trained in all areas of the store. Lidl also display their products in the boxes they were shipped in and so it speeds up the restocking process. All these points from (Hanbury, 2017), show the amount of value that Lidl puts in its working process to ensure that they give out top quality service  and products..
2.4 
Customer Services
In Lidl, as said before all the employees are cross-trained, meaning they can be able to operate on the till, handle stock and the self-service machines the customers use, this is because the staff numbers are mainly small and customers won’t have the trouble waiting for another team member as they are skilled in all areas. If one team member doesn’t know how to handle a situation then that would mean that the customer would have to wait for another team member to handle their problem, wasting time, which is what Lidl tries to avoid, so all customers experience good customer servicservice. e. Other Ggood customer service skills would be having good communication skills to be able to really communicate well with customers and an excellent knowledge of products is also really helpful in being able to answer any questions that the customers may ask but also with positive language as it could really effect how a customer sees the business (Ciotti, 2018) for example:e: A customer asks an employee for a product but the product is not there.
With negative Language: I can’t get you that product until next week, as it is out-of-stock and cannot be available right now.
With positive Language: The product will be available next week, I can place you an order so the product can be sent to you as soon as possible.
With positive language the customer would be left at least satisfied to know that they will get the product but with negative language, all the customer would be focusing on is the fact that they don’t have the product with them, as the employee never discussed the possibility of the customer actually getting the product, which is why most employees from other stores, like Lidl, tend to use positive language when talking to customers for them to leave with a satisfied experience.
2.5 
Marketing
Lidl uses adverts, magazines and newspapers to ‘broadcast’ their offers to many peoplpeople.e, Aas Lidl sells most of their products at a cheaper price than compared to most other stores, it uses that to an advantage for example- many people do want to stay healthy, but the main reason why staying healthy doesn’t go to plan is because most fresh fruits and vegetables are expensive. Bbut recently Lidl have introduced a 5kg Wonky Fruit & Veg box, which is nothing new to consumers as ASDA also sells the 5kg product as well for £3.50 but what is most special about Lidl’s 5kg Wonky Fruit & Veg box is that it is being sold at the much cheaper price of £1.50!  	Comment by Rexon Nting: Very excellent ideas. But the sentence is just too long and when it is long like that, it makes reading boring. Please amend and cut into smaller sentences. 
See Appendix C
This will attract many new consumers who used to shop at ASDA for the specific product and instead go to Lidl to buy the exact same thing for a much cheaper price because they would be saving money. , Tthe reason why this new marketing idea from Lidl will most likely be successful is because of how many people want to become healthy but because of how pricey fruits and vegetables are, it will bring more people to buy from Lidl as the box has a variety of fruits and vegetables and is very cheap., 
[image: ]Tthis marketing technique that Lidl has used to attract more customers is very smart as it has turned healthy food which is normally expensive and people won’t buy, into healthy foods that is cheap and everyone wants to buy, making the idea rather successful. as Aaccording to New Food Magazine (2017) 81% of consumers would buy imperfect fruit and vegetables and so this further expresses the fact that it will be a very popular idea amongst consumers.
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Management
The owner of Lidl, Dieter Schwarz, born 24th September 1939, is a German entrepreneur who opened the first Lidl store in 1973 in Germany and is worth around £$€20.9 billion. The current chief executive officer of Lidl is Jesper Højer, he has been the chief executive officer since February 2017 and before was the head of the business in Belgium and head of its international buying operation and worked there for 10 years before becoming the chief executive officer.
Lidl’s UK Chief Executive Officer currently is Christian Härtnagel, who became the Chief Executive Officer in September 2016, his predecessor is Ronny Gottschlich who unexpectedly quit.
Lidl’s management, concerning the employees, as I mentioned before, the employees are all cross-trained and so can work well in all areas, which shows how organised the team management is in Lidl.   
3.1 Loyalty  
Lidl launched its first ‘loyalty card’ in Scotland even though it was insisted it wasn’t a loyalty card its scheme was to launch a “smarter shopping” card that would reward customers with special offers. Five million cards were distributed to give shoppers access to a range of promotions over a 10 week period. The scheme first started in August 2015 with the first offer being a saving of five pounds when a customer spends over five pounds. It is also apparently said to be an instant reward and there is no restriction on how many times you can use the card. Most of the feedback for the “smarter shopping” card has been phenomenal because it is seen as an innovative way to reward the existing customer base and as well as to encourage new customers to try Lidl as their main place to do their weekly shopping at. Other promotions include getting a free product every week when you spend twenty pounds or more, there is a different offer every week, so with each weekly shop, customers will get a new free item.


4.0 Lidl’s Company Structure	   

Lidl has been a discount retailer but there is a lot of work and process going on behind the scenes. This is Lidl’s company structure and different various departments. To see their head office structure and regional structure:

See Appendix D and E

Our head office structure:



4.1 
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Our regional structure:
[image: Our Regional Structure]
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Analysis techniques for Lidl

4.1.1 SWOT Analysis
Strengths
· A very good business structure allows them to sell their products at a very cheap price.
· Having a number of private labels working with them prevents any competition from other stores about the same product, so products are exclusive.
· Lidl has great exposure as they have a large amount of stores worldwide, in the whole of the UK, the rest of Europe and quite recently the USA.
· Promoting through social media and online displays any products they have and any upcoming deals they might be having.

Weaknesses
· Lidl’s market share does not quite match up to ASDA’s or Tesco’s yet.
· Spreading the organisation into other countries, such as outside Europe, has been unsuccessful.
· Consumers can get the wrong idea about Lidl’s products being so cheap, making them think they are of low quality.
Opportunities
· Lidl have the potential to enlarge in the amount of stores they have in the UK and gain a larger share of the UK’s grocery market.
· Expanding abroad can provide a way to gain more funds to invest within the UK.
· Their website can change in terms of actually selling their products by accepting orders.

Threats
· As Lidl’s products are cheaper compared to other stores, it could force other competitor’s to lower their prices down to gaining even more customers.
· Aldi (Lidl’s main competitor) can surpass Lidl and become the top discount grocery retailer instead.  
· Other companies expanding internationally can cause even more competition.
See Appendix F
4.1.2 PESTLE Analysis
Political: 
· According to (Bartleby.com, n.d.) the government are a significant part in determining how a company turns out. As the government can change laws This can affect supermarkets such as Lidl in numerous ways for example taxation. If the government decide to increase tax prices, it will eventually lead consumers to have less disposable income. Consumers will then spend less whilst shopping at local supermarkets and will therefore serve as a decrease in the revenue for supermarkets such as Lidl. 
· Another way the government are a significant part in determining how a company turns out is the national minimum wage. If the government decide for the national minimum wage to be low, then that will affect the amount of people who will still be willing to apply for a low job. This is because many people do not want to work for the minimum when they can be earning a lot more in other jobs that are qualified. As people who work at supermarkets either as a cashier or sales assistant are more likely to get paid near the national minimum wage, it will decrease the amount of employees a supermarket, like Lidl, will have.

Economic: 
· Due to Brexit, prices have risen throughout the UK, and the British pound has decreased. This has majorly benefited Lidl, as many shoppers have decided to turn to discount grocery retailers. Lidl still remains as Britain’s fastest growing supermarkets (Featherstone, 2017). 
· The fact that other supermarkets will have both prices for products in stock and imported goods rising since the vote for Brexit has really helped Lidl, even though the cost of products from Lidl will still rise, it will still be much cheaper compared to the other supermarkets, forcing consumers to shop there.
· Inflation rising will cause consumers to spend less for example instead of eating out in restaurants, which will normally acquire the consumers to spend more money, they will be eating at home. This is so because consumers will be more aware of saving on household budgets and will therefore shop at discount grocery retailers to save extra on making home-cooked meals. Therefore, supermarket sales in discount retailers such as Lidl could increase even more.

Social: 
· Over the recent years, it is said that obesity affects one in every four adults and one in every five children aged 10 to 11 in the UK, (NHS, 2016). As many people are now realising the health consequences of obesity, customer’s lifestyle’s are now changing. More people are now living healthier by purchasing more fruits & vegetables. This affects Lidl positively as they can increase their sales in fruits & vegetables, organic and fresh produce, knowing that they will be sold quicker and more often.
· Due to a range of social changes, many consumers do one-stop shopping or bulk shopping, which means shopping within a store and buying a range of items such as household and food products. Many Lidl stores sell clothes as well as food, which increases their sales as many consumers will find that they need to buy another product as well as just buying food.
· Lidl have a partnership with the national FAs, and are proud to have given millions of opportunities for children to participate in grassroots football programmes across England, Wales and Scotland. This programme is really helpful in making young people more healthier and encouraging them to eat more fruit & vegetables.

Technological:
· As Lidl don’t offer online shopping. It can be a real disadvantage in terms of increasing revenue. Many people who are disabled or are carers, may find it tricky to go out and buy products and so resort to online shopping. This means that if Lidl eventually decide to create an online shopping website they will be gaining more customers and furthermore, gain an increase in revenue. 
· Enhancing self-scanning machines by providing cameras for each machine, will definitely decrease the amount of people getting away with stealing produce. According to (French, 2017) shoppers steal around £3.2 billion from self-service tills. When many people have smaller items to buy, they eventually don’t even bother to pay for them as they don’t always make a difference to the weight of the total items being bought. And so, the amount of not-paid-for products, contributes to a decrease in revenue, affecting Lidl’s sales heavily.
· As mentioned before, Lidl don’t provide consumers with an opportunity to shop online, but if they did eventually allowed that, creating apps will also be beneficial. Creating an app for shopping online on Lidl, will really help as it would make the online shopping much quicker than searching on the internet. And allows consumers to be able to shop on-the-go and pay for products whilst someone else is at home to collect the delivery. This will therefore provide an increase in revenue too.

Legal:
· Government policies and legislations directly impact the performance of Lidl. The Food Retailing Commission (FRC) in 2014 had thought of making a Code of Practice which would eventually ban practices that were recently happening such as changing prices without notice or asking for payments from suppliers. So product pricing, in terms of changing them, will be very limited.
· Taxation laws are also significant in the making of a company. An increase in taxes means that both employees and consumers will have less disposable income which is both negative and positive. Negative because employees will be paid less and the money they do gain will have a tax reduction anyway, forcing Lidl employees to find better-paid jobs and Lidl’s employee numbers will decrease. Positive
· Other legal factors that are equally as important are laws on product safety, consumer rights, equal opportunities, and health and safety. And for companies to operate successfully, they must abide by the rules and regulations of the country.

Environmental:
· Consumers today prefer to buy products from stores that are environment-friendly and from organisations that are socially responsible. People who like to buy organic products rely heavily on a stores environmental status, to know what their thoughts are on the environment and how important it is for them.
· According to Abettertomorrow-lidl-ni.co.uk, (2017), since 2017, Lidl have been improving their carbon foot printing by being in conjunction with partners in the Carbon Trust. Many of Lidl’s stores are energy efficient. Their buildings are sustainable by using LED lighting and solar panels for their head office. They use more environmentally-friendly refrigerators and have an award-winning recycling and waste management. All these help in improving Lidl environmentally.






5.0 Quality Processes in Lidl 
5.1 Quality Control
Lidl consider safety and satisfaction as very significant. When it comes to their changing promotional offer, they’re quality control team are the ones who are in charge. Material, design and quality are all checked before manufacture. Lidl always make sure their products are of high quality so production only begins once the standards are met. Lidl UK. (2017)
5.2 Quality Assurance
The Quality assurance team are in charge of making sure that all the  products being sold are up to the standard set by the UK government and also exceed that too. Lidl knows that a big part to their success is because of the fact that many customers trust the products that they take home from Lidl to be the best quality. Lidl UK. (2017)
Lidl potentially use 5 steps to maximize customer value: (Stark and Stewart, 2011)
Step 1: Understanding what drives value for your customers
By surveying customers, you get to know more of what they want or think about something. Lidl have a brochure research survey asking about what people know about their advertising, such as where they’ve seen it advertised. This data analysis is really beneficial for collecting information processes and exploring all the possibilities to maximize customer value.
See Appendix G and H
Step 2: Understand your value proposition
Customers gain value by having benefits from a product or service minus its costs, which is basically the value they receive. So products have to always be of higher standard and customer service should always be friendly in order to gain consumers.
Step 3: Identify the customers and segments where you can create more value relative to competitors.
Different customers have different perceptions of similar products across different stores and that can really affect customer numbers within a store.
Step 4: Create a win-win price
Creating ‘good value’ products so customers are able to save on money will increase consumers, as they know they are spending less. Whilst also placing reasonable prices on other products so the company are still increasing on revenue. For e.g. a loyalty club card which Lidl are still yet to release in England and Wales. In Scotland, where it is already being used, the scheme for it is that you get £5 off after using £25 in the store over a period of two weeks. This scheme will encourage more consumers to buy from Lidl, knowing that they will be saving £5, which is a lot for shopping.
Step 5: Focus investments on your most valuable customers
Allocating growth capital towards new products and solutions will serve your best customers and so more consumers will be gained.

6.0 Marketing plan for Lidl: 
Objective- Is the process to maximize profit in the business. It is also the objective and strategies that is put in place to achieve the best action and to identify and analyse the current market and plan for future opportunities all this is on purpose to increase profit as mentioned above. Marketing plan can be a plan set for one to five years’ time.
The manager of Lidl has to monitor every company annual sales by going through all the financial details of the company and by also reviewing the one made by the accountant.
The person in charge of the budget called the budget officer must ensure that the budget they set as a plan for the year must not exceed the amount set.

Conclusion:
All in all, I have learnt that in many business engaging with customers and learning to understand them is essential in order for a business to grow successfully in terms of the amount of customers shopping at a particular store which would then increase revenue, creating more opportunities for a business to also grow internationally.
Appendix
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