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1.0 EXECUTIVE SUMMARY
The main content and theme of this report is to help Lidl analyze its corporate competitive strategy and make recommendations. In order to better analyze Lidl store, so the collection of the current Lidl store company status, and Lidl store background information, and to better the Lidl store used strategies, this report also analyses the porter's theory of general strategy and described in detail, which can be found using Lidl store strategy of cost leadership strategy, in order to reduce their own costs as the core to promote the company's operating strategy, in order to better implement the strategy, the company has taken many measures, such as reducing labor costs, reduce the company's products of the cost of product research and development, To reduce the amount of advertising, Lidl store is now analyzing various problems it has encountered, making some Suggestions to adjust its original strategy, so as to attract more customers and promote the development of the company.
For the development of Lidl store, some Suggestions are needed. For example, Lidl store can cooperate with other high-end companies to enhance the image of Lidl store and promote the product positioning of Lidl store. Lidl store needs to increase the research and development cost of new products. Innovation is crucial for every company. Lidl store needs to consider more Suggestions from its customers and feedback in shopping, so as to improve its conditions and better serve customers.












2.0 Introduction
2.1 REPORT PERMIT
The content of this report is mainly to analyze the competitive strategy of Lidl Stiftung & Co. KG, and to analyze the advantages and limitations of the company's adoption of this competitive strategy in the current social context, and ultimately the competition adopted by the company. The strategy puts forward some appropriate recommendations. In the analysis of the company's competitive strategy, it also uses the evidence that the company uses the strategy and exemplifies the company's actions to achieve the strategy. And the target audience for this report may be the management of Lidl Stiftung & Co.KG. The purpose of this report is to let Lidl Stiftung & Co. KG understand the operating conditions of its competitors, understand the future needs of its target customers and discover new consumer points and new customer segments that will eventually dominate the future market competition.

2.2 BACKGROUND OF THE ORGANISATION
Lidl is a global discount supermarket chain with more than 10,000 stores worldwide. The company's full name is Lidl Stiftung & Co. KG, a subsidiary of Schwarz Holdings, headquartered in Neckarsulm, Germany.The Lidl Supermarket was founded by a member of the Schwarz family in the 1930s. Currently, Lidl Supermarket has branches in more than 20 countries around the world.（Felsted, 2014)
In 1930, Josef Schwarz became a partner at Südfrüchte Großhandel Lidl & Co. He is a fruit producer and has successfully developed Lidl Supermarket into a wholesaler of mass food. In 1977, his son Dieter Schwarz took over and the Schwarz Group began to concentrate on the parity market, large supermarkets and wholesale markets.  The first Lidl parity market opened in 1973 with reference to the idea of the Alecchi supermarket(Lidl,2015)
Lidl Stiftung & Co. KG has also developed a number of other services, such as the establishment of a DVD rental service at the Lidl branch in the UK, and Lidl has launched a bakery in a bakery across Europe. Lidl UK also launched an online photo service that prints photos at a discounted price. And Lidl US and Boxed.com collaborate to form an online retailer and launch a home delivery service.(Lidl,2015)

2.3 DEFINITIONS OF MAJOR CONCEPTS
2.3.1 Strategy
Strategic refers to the overall and long-term development direction, goals, tasks and policies of an enterprise or organization, as well as the art of decision-making and management of resource allocation in a certain period.
From the perspective of the company's future development, strategy is a plan, and from the perspective of the company's past development history, strategy is a model. From the perspective of industry level, strategy manifests itself as a kind of positioning. At the enterprise level, the strategy is a concept. In addition, the strategy also manifests itself as a strategy used by companies in competition. (Garcia, 2018)

2.3.2 Business level strategy
A business-level strategy is a well-designed approach that helps companies implement and execute actions designed to achieve the financial and other goals set by the business. This type of strategy will cover all the key elements of a company's operations. The various parts of the process are designed to maintain good customer support for customers, provide high-quality goods and services, and often take actions that enhance the reputation of the business community and consumers. Companies that implement business-level strategies focus on placing themselves in the industry while providing value to their customers. These companies aim to acquire and attract customers, gain competitive advantage and increase profits. (Proth,2010)
2.3.3 Competitive advantage
Competitive advantage is the advantage of a company relative to its competitors. This can be achieved by providing customers with better and greater value. Low-priced or high-quality advertising products or services are of interest to consumers. The target market recognizes these unique products or services. This is the reason behind brand loyalty, which is why customers prefer a particular product or service. The three forms of competitive advantage including the general competitive strategy are: the cost leadership strategy, the differential strategy, the focus strategy. And there are certain internal factors: corporate image and core competence.(Dolgui,2010)

2.3.4 Porter's Generic Strategies
Porter's Generic Strategies is a useful framework to help organizations identify a potential niche market and gain a competitive advantage in any industry.
Porter proposes four "universal" business strategies that can be used to gain a competitive advantage. These strategies relate to whether a company's activities are narrow or wide, and to what extent a company seeks product differentiation. For most companies, the most critical strategic challenge is to find a way to gain competitive advantage in the marketplace against competing products of other companies and the sustainability of the company. Competitive advantage refers to the advantage over competitors obtained by providing consumers with greater value .By lowering prices or by offering greater benefits and services to prove higher prices.(.Porter 2015).

The four strategies are summarized as follows:
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2.4.1 Cost Leadership
Through this strategy, the goal is that companies can become the lowest-cost producers in the industry. The traditional way to achieve this is mass production, enabling companies to take advantage of economies of scale. Why is cost leadership so important? Many market segments in the industry emphasize the need to minimize costs. If the sales price reached is at least equal to the average price of the market, the producer with the lowest cost will enjoy the best profit. Some cost-leading organizations may also sell products at below-average prices, giving them a larger share of their customers than their competitors. This strategy is often associated with large companies that offer “standard” products. Product differentiation is relatively low and most customers are easy to accept. The cost leadership strategy requires close collaboration between all functions of the company. (Mack, 2018)

2.4.2 Cost Focus
Cost focus refers to those seeking to develop low-cost advantages in which a firm seeks a lower cost advantage in only one or a small segment of the market. But only for small market organizations. These products are usually basic and somewhat similar to the general market-leading products (although the more popular products can be charged at a higher price) and will be accepted by enough customers to make a profit.(Klein,2006)

2.4.3 Differentiation focus
The general focus of differentiated leadership organizations is to differentiate their products from any other organization within the industry, or to be more attractive to achieve a competitive advantage. These organizations typically target larger markets and focus on broader differentiation within the industry than on cost-leading companies. The way to achieve differentiation can vary greatly across industries, products, and services; When designing a product, the organization will focus on the various criteria considered by consumers within the industry and will then meet these criteria in a unique direction. (Swoboda,2016)
2.4.4 Differentiation Leadership
Under differentiated leadership, companies are targeting larger markets and achieving competitive advantage through differentiation across the industry. This strategy involves selecting the criteria that one or more buyers use on the market and then uniquely positioning the business to meet these criteria. This strategy is often associated with a premium on the product – usually to reflect higher production costs and additional value-added features for consumers. Differentiation means charging a premium above the extra production cost and giving customers a clear reason to prefer the product rather than other less differentiated products. There are several ways to do this, although this is not easy and requires a large and ongoing marketing investment. (Kuijk,2018) 
(5)Porter's generic strategy evaluation.
The use of porter's generic strategy lacks certain specificity, flexibility and limitations. Because the market environment is more complicated, there will be various uncertain factors, and the theory mentioned that differentiation will bring costs to enterprises, which obviously contradicts the foundation of low-cost strategy; so low-cost leadership and differentiation The two focus objectives conflict with each other, causing the company to have no correct direction, so the theory needs to consider more uncertainty and resolve the contradictions in the theory.(Porter,2015)
Cost Leadership: The advantages of Cost Leadership are ①. Ability to outperform rivals ②. Erect barriers to entry ③. Resist the five forces. ④. This strategy can better provide enterprises with better profits. ⑤. Can increase the company's product market share. and also have certain disadvantages, such as ①. Vulnerability to Lower Cost operators ②. Possible Price Wars ③. Difficulty of sustaining it long Term. ④ Lower Customer Loyalty ⑤. Association with lower quality.⑥. Lead to slower product innovation.（Butler, 2014.）


















3 MAIN BODY 
3.1 IMPLEMENTATION OF STRATEGY
Lidl's key strategy is to sell high-quality products at the lowest possible cost. That means they are taking advantage of Porter's Generic Strategies for cost leadership.
In lidl's business strategy, cost leadership establishes a competitive advantage by having the lowest operating costs in the industry. Cost leadership is usually driven by lidl's efficiency, scale, scale, scope and accumulated experience. Lidl reduces costs at every point of production, so it can provide consumers with high-quality products at low prices.（Lidl, 2015)
In lidl's cost leadership strategy, first of all, about 90% of the products in lidl stores are private brands. So the manufacturers of lidl store's products are specialized in making products for lidl. So the benefits of being able to sell these private brands are twofold. First lidl cut the middleman, eliminating any additional costs for the supplier. Second, the company can better control the manufacturing cost and set its own price. In turn, this means that compared with the original brand, the sales profit margin of the product is higher than that of the national brand, because the initial cost is much lower.(Mack,2018)
In order to implement the cost leadership strategy, lidl stores need to maintain low labor costs, so lidl stores have few staff to reduce labor costs. To limit human interaction, lidl uses efficient technology and automation in the background. In the store, lidl stores ask customers to weigh their products and package their own food. Moreover, employees of lidl store have received cross training, so they can work in any department, so that every employee of lidl store can work more efficiently and flexibly.（Lidl, 2015)
In the Lidl store, there are limited choices for various types of products. Maybe in one type of products, only two brands of the same type of products are provided, ie private brand and traditional brand. For example: the milk sold in the lidl store is large Most are their own brand of milk and another well-known milk brand. In this way, the variety of products in the store can be increased, more goods and products can be stored than other stores, and Lidl store is more attractive to consumers than stores with fewer goods. And it is also possible to increase the sales of own brand products.（Lidl, 2015)
Lidl stores and their stores have relatively small floor space, for example: Lidl's new store has an average size of 20,000 square feet and has six aisles. But it is only about a quarter of the traditional supermarkets in Europe and the United States such as Kroger. So Lidl stores can save the cost of the store and reduce the cost of each store. Lidl store will display the names and categories of most of its products on the packaging of the shipped goods. Lidl store will arrange suppliers to sort and stack them, So it can speed up the purchase process and reduce manpower. Lidl also spends less on in-store purchases because it doesn't stock many national brands, most of which are private brand products. So it can display products with simple labels, rather than With exquisite and high-cost labels.(Brown, 2015)
Lidl store adheres to the local small-scale marketing, it will not spend a lot of advertising expenses, thus reducing the cost of advertising. And lidl stores will try to reduce the cost of lighting and other costs in each store, so that the store can use natural light as much as possible.(.Poulter,2014)

The Lidl store adopts the Cost Leadership strategy. Because the company uses lower costs, the sale price of the goods is lower, so the Lidl store can be more easily dominated in the market, and it is easier to attract customers due to the low price of goods. And the adoption of the Cost Leadership strategy will cause the Lidl store to pursue a more efficient corporate culture and create more technology to reduce costs. However, the Cost Leadership strategy also has certain negative effects. For example, because the Lidl store pays too much attention to cost factors, it ignores the inefficiency of employees at work. Due to the reduction of advertising budget and the reduction of workers' wages, the quality of their products may be caused. Declining, low retention rates for employees, etc.And it is also possible that due to the need to reduce costs, the Lidl store needs to reduce the research and development costs of product innovation, which leads to a decrease in the innovation capacity of the Lidl company, and may also cause the Lidl store to provide more quality to the market. Lower product, while also reducing the corporate image. (.Poulter, 2014)


3.2 ADVANTAGES ＆DISADVANTAGES OF THE STRATEGY
The Cost Leadership strategy adopted by lidl stores has certain advantages and disadvantages. Advantages: 1. It can increase the market share of lidl stores, for example, the price of goods in lidl stores is lower, and the customers who realize the budget will balance the cost demand and value demand, and because the price of lidl stores is lower, So customers first consider buying your goods. Over time, lidl stores can attract more market share from mature markets.（Felsted, 2014） 2. The Cost Leadership strategy can provide a better profit for the lidl store. The Cost Leadership strategy focuses on creating low-cost operations in the market and within the industry.（European supermarket magazine,2017)By reducing development and production costs, lidl stores may create higher profit margins. As a result, its profit margin exceeds the level that other companies can achieve. There are certain disadvantages in the presence of advantages: 1. Reduce product innovation. Adopting the Cost Leadership strategy often cuts the cost of developing new products. For the lidl store, the R&D fee is an extra charge. As a result of cutting back on research and development of new products, the new products or services that lidl stores have entered the market are becoming less and less, and the opportunities for innovation in lidl stores will be less and less. 2.lidl store is very easy to be affected by low-cost operators. If the cost of the cost operator fluctuates greatly, the impact on the lidl store will be greater, and the price fluctuation of the commodity will be greater, which will reduce the customer's loyalty..(Regoli,2018）
















4.CONCLUSION
The Lidl store uses the Cost Leadership Strategy in porter's generic strategy. Using this strategy not only brings benefits to the Lidl store, but also has certain shortcomings. First this strategy determines the market position of the Lidl store and effectively guarantees the Lidl store's profit. But The Cost Leadership Strategy used by the Lidl store also results in a slow product innovation capability of the Lidl store and will provide lower-quality products to the market, which is not conducive to the image of the Lidl store.
4.1 RECOMMENDATIONS
Due to the Cost Leadership strategy adopted by the lidl store, the price of the products it sells is lower, so for the customer, the positioning of the lidl store is in the market position of selling low-end products, so the lidl store can cooperate with other high-end companies. For example, clothing companies, high-end daily necessities companies, etc. It is can promote the image of the lidl store, and help the lidl store to increase the market positioning of its products. Since the lidl store has significantly reduced the research and development costs of new products, the new products of the lidl store are slower and tend to cause lower customer loyalty. Therefore, the lidl store can increase the research and development costs of its products, or with other R&D. Product organizations cooperate to outsource product development, thereby minimizing the research and development costs of their products, and increasing the company's product research and development to ensure the company's product competitiveness in the market. And the Cost Leadership strategy is very easy to follow by other companies, because other companies will follow the lidl store strategy and start copying the technology to lower the price after seeing the success of the strategy in the lidl store, so the benefits of this strategy are only Temporarily, the future is likely to cause price wars, which will put some pressure on the lidl store and impact the market share of the lidl store, so the lidl store needs to innovate new strategies and analyze the current market demand to adjust itself.
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