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Abstract
Lidl Stiftung & Co. KG has been serving the market since 1930 when it was founded as a small shop. Today, Lidl Stiftung & Co. KG is one of the leading discount supermarket chains, not only Germany, but in the whole world. With a total of 10,000 stores spread across the world, Lidl Stiftung & Co. KG has, indeed, become a force to reckon with in the sector, thanks to its brilliant strategies that have enabled it to strategically-position itself in the market. This paper presents an in-depth and critical analysis of the effectiveness of the strategies that Lidl Stiftung & Co. KG has been using to position itself and enjoy a competitive advantage over its rivals in the market. It does this, by focusing on the strengths and limitations of the strategies and giving recommendations on what Lidl Stiftung & Co. KG should do to accomplish its ultimate goals. 
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[bookmark: _Toc25536639]Introduction 
Lidl Stiftung & Co. KG is a Germany-based discount supermarket chain that was established by Josef Schwarz in 1930. At its inception, Joseph simply started the business as a general food wholesaler. Since then, Lidl Stiftung & Co. KG has grown to be a leading discount supermarket outlet in the world (Platzek 2017, p. 12). Today, the supermarket operates a total of over 10,000 stores spread across 29 countries across the world. Such a success has been realised as a result of the company’s brilliant strategies through which it has strategically-positioned itself in the market regardless of the ever stiffening competition in this line of business (Schmid, Dauth, Kotulla and Orban 2018, p. 87). The purpose of this paper is to present a comprehensive and critical report on the effectiveness of Lidl Stiftung & Co. KG’s competitive strategies.
[bookmark: _Toc25536640]Lidl Stiftung & Co. KG’s Competitive Strategies
	Competitive strategy refers to a plan, mostly long-term, that an organisation uses to position itself and get a competitive advantage over its rivals in the market. In a free market economy, there is always a threat from the established and new entrants (Górska-Warsewicz, et al. 2018, p. 2338). The existence of the rival firms poses a stiff challenge to a business because it directly competes for the market. That happens because the firms offer substitutes products that can be used as alternatives in the market. In this regard, for a company to manoeuvre the completion, it must have well-thought, feasible, and viable strategies (Schmid, Dauth, Kotulla and Orban 2018, p. 87). That is exactly what the management of Lidl Stiftung & Co. KG has been doing. For this company to cope up with the stiff competition in the supermarket business, it has been adopting the use of the following strategies: 
[bookmark: _Toc25536641]Discount Pricing
	Discount pricing is a strategy in which a company sells its products at relatively-cheaper prices as compared to its competitors. The strategy is actualised by giving discount to the clients whenever they buy products from the company. There are different types of discounts that the clients have been enjoying. These include loyalty discounts, quantity discount, seasonal discount, and promotional discount (Cachon and Feldman 2015, p. 398). Discount pricing is, indeed, one of the most prominent strategies that the supermarket uses. For a very long time, the company has been selling its products at cheap prices. This happens because it offers seasonal discounts and loyalty discounts to its customers. For example, every week, the company offers discounts to its clients for non-food products that it sells (Schmid, Dauth, Kotulla and Orban 2018, p. 86). The main reason why the company offers these discounts is because it is interested in attracting and retaining a large pool of clients that can enable it to manoeuvre the stiff competition and enjoy a competitive advantage over its rivals. 
[bookmark: _Toc25536642]Online Sales
	Online selling is a business strategy that involves the use of internet in the selling process. Here, the businesses use modern innovations in the field of Information and Communication Technology (ICT) (Cui and Pan 2015, p. 207). One of the ways in which ICT has impacted on the supermarket business is that it has enhanced the use of electronic commerce also known as e-commerce.  Lidl Stiftung & Co. KG has embraced e-commerce. Unlike in the past when it only used to sell all its products in its physical stores, the company today sells online (Górska-Warsewicz, et al. 2018, p. 2338). Clients no longer need to be physically-present at the stores, but only need to use the company’s website to view the products, select the ones of their choice, place orders, and make payments. E-commerce is used because it has become a popular mode of trade that many people prefer today.     
[bookmark: _Toc25536643]Product Differentiation and Diversification 
	Product differentiation and diversification are strategies that involve the production and sale of a wide range of products. A company that applies these strategies is not restricted to one particular product. In business, it is important to engage in the production and sale of a variety of products (Porter and Heppelmann 2017, p. 51) Restricting business to one particular product can be disadvantageous because it might lead to losses. That is why many businesses have resorted to the use diversification process. At Lidl Stiftung & Co. KG, there is a diversification of commodities. The company sells a wide range of products including groceries, foods, electronics, sportswear, and homewear. This strategy enables the clients to get a wide range of products whenever they visit the store (Rey-Martí, Porcar and Mas-Tur 2015, p. 815). This makes the company to successfully-serve as any other supermarket that stocks a variety of products under one roof. 
[bookmark: _Toc25536644] Sales Promotion and Marketing Strategies
	Sales promotion is one of the major components of marketing mix. It is a strategy that is exclusively-aimed at marketing the products to ensure that clients get to know about their existence, uses, values, superiority, and the reasons why they should consider buying them (Rey-Martí, Porcar and Mas-Tur 2015, p. 814). Without marketing, it might not be possible for any business to break-through particularly in a competitive market environment. Lidl Stiftung & Co. KG has been adopting the use of various strategies in the marketing of its products. These include attractive displays at the stores and use of the media. All these strategies have been effective in the promotion of the business to ensure that it enjoys a competitive advantage over its rivals and strategically-position itself in the market.    
[bookmark: _Toc25536645]Analysis of the Effectiveness of Lidl Stiftung & Co. KG’s Competitive Strategies 
Lidl Stiftung & Co. KG is currently where it is because of its strategies. The company has managed to achieve a lot. At the same time, it has not managed to accomplish its full-potential, thanks to the challenging nature of the market and the limitations of its competitive strategies. From this preview, it is worth noting that the company’s competitive strategies have certain strengths and limitations (Rey-Martí, Porcar and Mas-Tur 2015, p. 814). This section is, thus, focusing on the advantages and disadvantages of the company’s competitive strategies.
[bookmark: _Toc25536646]Advantages
The following are the advantages of the competitive strategies that Lidl Stiftung & Co. KG has been using:
Increase in the Number of Clients:  The benefit of the competitive strategies so far adopted by Lidl Stiftung & Co. KG has enabled it to have a large number of customers. The use of discounts, for instance, increases the traffic of clients because it appeals to so many of them. Pricing is one of the most effective strategies for attracting clients into a business. Whenever a business charges relatively lower prices than its competitors, it ends up becoming a better alternative. Affordability is key (Hu, Chen and Hu 2016, p. 154). The same applies to the application of differentiation strategies. That is a right assertion because the strategy attracts many clients because it gives them an opportunity to enjoy a wide range of commodities without having to walk from one shop to the other in search of them.  
Strengthens Customer Loyalty: The use of the afore-mentioned strategies has enabled Lidl Stiftung & Co KG to create a large pool of loyal clients. The customers’ loyalty has been strengthened because of the benefits that they are guaranteed to get while shopping from the supermarket (Ando 2018, p. 222). One way through which this happens is that the supermarket offers a loyalty discount to its clients. It is true that the use of the discounts to reward client makes them to be loyal to the company because they feel rewarded and appreciated for their role as the company’s stakeholders. Loyalty is also witnessed during particular seasons when the company offers seasonal and special discounts. During such times, the number of clients tremendously increases. 
Huge Sales Volume: The use of competitive strategies has enabled Lidl Stiftung & Co. KG to increase the number of sales for its products. Low pricing, discounts, variety, and marketing strategies all result in increased sales (Hu, Chen and Hu 2016, p. 153). This happens because the strategies make the company and its products to appear more appealing than those of its competitors. For example, when the company offers seasonal discounts to its clients, a large volume of sales are realised. The same trend is also observed when the clients get an opportunity to enjoy loyalty discounts and get to prefer the company’s stores because of the variety of the stock and such like attractions. 
Profitability and Enhanced Performance: The use of the competitive strategies has directly-resulted in the success of the company. Indeed, Lidl Stiftung & Co. KG has become a major force to reckon with in the market. Its brilliant strategies have translated into profitability. That is why the business has been thriving and expanding as time progresses (Baker, Collier and Jayaraman 2017, p. 297). All these are possible because, through its diversification, low-pricing, and marketing initiatives, the company has managed to be sustainable and profitable. That is why many people view Lidl Stiftung & Co. KG as a lucrative and viable venture. 
Low Inventory Management Costs and High Rates of Stock Turn-Over: Lidl Stiftung & Co. KG has relied on its competitive strategies to run a sustainable business. The company has been able to have low costs of operations because its inventory management is efficient (Yu and Chen 2018, p. 18). That happens because of the high rates of stock turn-over. Meaning, its products move faster than its competitors which fail to attract a large number of clients. 		  
[bookmark: _Toc25536647]Disadvantages
Despite all its progresses, it is no doubt that Lidl Stiftung & Co. KG has not managed to accomplish its full potential. The company’s competitive strategies still need to be improved because of the following limitations:
No Long-Term Benefits: Research has established that a competitive strategy like discount pricing does not guarantee long-term benefits to the business. One of the major disadvantages of such a strategy is that it only brings short-term benefits to the company (Maina 2015, p. 139). So, by using these strategies as its major initiatives to attract and retain clients, Lidl Stiftung & Co. KG cannot enjoy long-term benefits. The strategies are only effective for a short time as they can only appeal to clients within a very short duration. For example, seasonal discounts can only attract huge sales within a limited time frame (Bourreau, De Streel and Graef 2017, p. 3). Once such offers are over, the number of clients is likely to decline. This can make the business unsustainable in the long-run.  	
The Competitive Strategies do not guarantee High Sales: One of the main reasons why these strategies are not sustainable is because they do not necessarily translate into sales. By using the afore-mentioned strategies, Lidl Stiftung & Co. KG cannot be guaranteed of success because of the little impact that the strategies bring to the clients (Yu and Chen 2018, p. 11). For instance, use of low pricing policies can make the clients to believe that the company only deals in low quality products. In this regard, the clients can opt not to associate with the company since they hold the view that its products are sub-standard Porter, M.E. and (Heppelmann 2017, p. 4). That justifies why they are sold at throw-away prices. Should the clients develop such attitudes, they might not buy the company’s products even if they are of the best quality in the market. This will make the strategies to be unsustainable and unviable strategies that are unnecessarily costly. 
The Competitive Strategies are subject to Threats from the Competitors: In as much as the competitive strategies can be useful in the attraction of clients into the business, they might not withstand the stiffening competition in the market. The use of low-pricing strategies can expose the company to threats if the competitors also adopt the same strategy (Mayer and Bakhshandeh 2015, p. 2). Should this be the case, the clients can opt for the competing firms which also offer similar offers or even better ones. This situation can even be more threatening if the competitors are known for manufacturing high-quality product (Bourreau, De Streel and Graef 2017, p. 2) That justifies why these strategies are regarded as short-lived-not appropriate for long-term plans.   
[bookmark: _Toc25536648]Recommendations
Since its establishment, Lidl Stiftung & Co. KG has achieved a lot. For the multinational to be where it currently is, it has had to strategise and implement bright strategies. The use of strategies like low-pricing, product diversification, differentiation, and display are commendable. However, for the company to exploit its full-potential and enjoy a competitive advantage in the market, it should consider adopting the following recommendations:
First, the management of Lidl Stiftung & Co. KG should not only focus on low-pricing, but also consider improving the quality of its products. While selling its products at relatively low prices, the business should ensure that it sells exceptionally high quality products (Strategy 2017, p. 3). This can help in winning the confidence of clients and attracting a large number of customers into the business. This will happen because clients will be guaranteed of getting value for their money (Stålberg and Fundin 2016, p. 282). The implementation of this strategy will enable the company to strategically position itself in the market and get to enjoy a competitive advantage over its competitors.  
Secondly, the management of Lidl Stiftung & Co. KG should make a proper use of modern technology. It should revamp its efforts of using ICT to sell its products through the e-commerce platform. The company should achieve this by developing an attractive, usable, convenient, and efficient website through which clients can order and pay for products of their choice. ICT should also be used in the marketing of the products especially through the websites and social media networks like Facebook, Twitter, YouTube, and Instagram (Chaparro-Peláez, Agudo-Peregrina and Pascual-Miguel 2016, p. 1282). A proper application of this strategy will enable the company to enjoy a competitive advantage over its rivals in the market.   
Lastly, the management of Lidl Stiftung & Co. KG should embrace the use of product differentiation and market segmentation. It should make a proper use of it. Currently, the company is trying because it deals in a wide range of products (Ernst and Dolnicar 2018, p. 72). However, for it to enjoy a competitive advantage in the market, it should consider differentiating its products into different categories and tailoring them to meet the needs of each segment of the market. This should be done alongside the segmentation of the market and selling products that target each of the segments (Voigt, Buliga and Michl 2017, p. 19). If this is done, the company will definitely succeed in enjoying the much-desired competitive advantage in the market. 	
[bookmark: _Toc25536649]Conclusion   
Lidl Stiftung & Co. KG has become a major force in the discount supermarket business sector. Since its establishment, the company has grown and expanded a lot. From one single store in 1930, the company now has 10,000 stores in 29 countries across the world. Such countries include Germany itself, United States of America (USA), United Kingdom (UK), Switzerland, Spain, Canada, Belgium, and Austria. This indicates that Lidl Stiftung & Co. KG is currently one of the leading discount supermarket chains in the market today. All these are attributed to the dedication of its managers. The application discount pricing, diversification, e-commerce, and display have immensely contributed to the company’s success. However, the failure of the company to accomplish its ultimate goals implies that such strategies have not been effective. In this regard, to strategically-position itself and enjoy a competitive advantage over its rivals, the management of this company should consider embracing the use of quality production, modern technology, product differentiation, and market segmentation.     
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