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1. [bookmark: _Toc180020097]Executive Summary
This paper aims to evaluate and conduct a strategic management of Lidl GB, one of the most prominent supermarkets in the UK market. The report assesses the role of strategic management in developing the company’s future and the advantages of having a clear and defined strategy. It revisits the vision, mission, and objectives of Lidl, all of which apply to competitive strategy. The market positioning matrix allows for appraising the current standing of the company and its positives and negatives at the present moment. Next is evaluating Lidl’s external environment through PESTEL analysis, Porter’s Five Forces, VRIO, and SWOT analyses to evaluate Lidl’s internal environment. On this premise, a dual generic strategy is advised to enable Lidl to dominate the market and seize prospects continuously. The last part provides specific implementation and strategic advice on digitalization, sustainability, and expansion to help Lidl remain profitable in the saturated environment of the industry. The analysis uses data applicable from the literature and the markets to support the agility in the strategic decisions made.









2. [bookmark: _Toc180019662][bookmark: _Toc180020098]Introduction to the Strategy
Strategic management is setting and executing key objectives and decisions made by the firm’s senior officers for the benefit of owners, utilizing the firm’s resources, and assessing the surroundings in which the firm operates (Bradley, 2016). It is vital for organizations to efficiently manage and operate in the uncertain and dynamic corporate world. Strategic management enables the company to coordinate available resources and improve efficiency while developing clear goals, which leads to competitive advantage and increased sustainability (Griffin, 2023). To Lidl GB, a firm that does business in the highly competitive retail industry, strategic management is very important in ensuring that it continues to enjoy its cost leadership advantage and meet the changing needs of the customers and the ever-shifting economic factors.
This report aims to conduct a strategic analysis of Lidl GB. The idea is to evaluate the company’s position regarding the market in the United Kingdom and provide specific proposals on how to proceed. This will be followed by the history of Lidl, with specific details on the services offered by the company and, more importantly, the operation sector. In the next step, it will look into its strategic vision, its mission, as well as its objectives, of Lidl. The current state of operation of the company will also be discussed, after which a broad examination of the external and internal environment will be done by using techniques like PESTEL analysis, force diagrammatical illustration by Porter, SWOT, and VRIO tests.
After that, the report will identify strategic options for Lidl, with special reference to how the company can sustain its competitiveness while dealing with the dynamic markets. A new strategic direction will focus on digitalization and corporate sustainable responsibility programs that align with industries in the current market. Finally, a recommendation of the key suggestions for Lidl to pursue its growth strategy will be provided based on the analysis of the findings. This concept of cost leadership alongside product differentiation can cement Lidl’s future, lend it a progressive stream of growth, and make it continue expanding throughout the United Kingdom.
3. [bookmark: _Toc180019663][bookmark: _Toc180020099]Overview / Background of the Firm
Lidl GB is a German multinational discount supermarket chain subsidiary operating in Europe and the United States. Since its first store in the UK in 1994, it has become one of the dominant players in the discount food retail market. In 2024, the company has stores of more than 960 and distribution centres of more than 14 that span the entire UK and already employ more than 31000 people (Lidl, 2024). Pricing reflects the company’s business model of offering quality products at affordable prices. This factor has proved attractive to the frugal British consumer, especially in light of current economic fundamentals.
Lidl is a German FMCG company that provides food products, grocery items, fresh food products, etc. The major strength that differentiates Lidl from other competitors is cost leadership, which is pegged on proper supply chain management and efficient operation. So, by ordering more than two-thirds of the products from Great Britain producers, Lidl develops long-term partnerships with local producers, guaranteeing product quality and sustainable supply (Lidl, 2024). The company is owned by the Schwarz Group, one of the world's largest retail companies, making Lidl benefit from its network of inputs and procurement advantages.
Currently, Lidl has managed to carve a niche in the UK grocery market and aligns itself with customers in the value segment. Other pillars, such as cutting down on plastic packaging and carbon footprint, have also shaped a positive image of its business. However, competition from equivalent and mass merchants is increasing; therefore, the company needs to invest in strategic planning now more than ever.
4. [bookmark: _Toc180019664][bookmark: _Toc180020100]Strategic Intent
The structure of the strategic intent for Lidl GB can be described by the vision of the company, as well as the mission and objectives. The company’s strategic vision is to become the customer’s first choice for value, quality, and domestic products. This vision means Lidl has consistently aimed to stay one of the market leaders in the discount grocery store niche while being an environmentally friendly and localized company (Lidl, 2024).
The company’s aim and objective are to produce value for consumers by offering products at the lowest possible prices and quality products. This mission is core to the company’s cost leadership strategy, where major emphasis is placed on operational excellence, eliminating avoidable costs, and excellent supplier relations. Therefore, Lidl can continue reducing prices to attract more customers, which aligns with its image of a valuable brand store (Lambie‐Mumford and Kennedy, 2024).
The business goals include increasing the company’s UK market share, digitization, and sustainability across the supply chain. The key strategic priority at Lidl was to open new stores in currently unserved or poorly served locations and expand its online grocery pickup and delivery services to meet the rapidly growing consumer demand for such solutions. Also, there are challenging goals to decrease the usage of plastics with clients and in the office and raise energy effectiveness in stores and circulation centres (Griffin, 2023). The above objectives are coherent with another vision that Lidl has, which is sustainable growth in the organization while at the same time ensuring that they retain their competitive edge in the UK grocery business.
5. [bookmark: _Toc180019665][bookmark: _Toc180020101]The Company’s Current Performance
Lidl GB has grown incredibly fast within the last ten years and has established itself strongly in the British grocery market. Thus, as of 2024, Lidl has achieved a 7,6% market share and takes sixth place among the UK supermarkets (Ertaş, 2023). The key success factor that has been borne out of this strategy is growth, which has been realized due to increased customer loyalty in light of accessing high-quality products at relatively lower prices than most of its rivals. Lidl has managed to sustain low-cost strategies in its purchasing policies and logistic strategies due to the efficiency of its supply chain affairs and good supplier relationships.
As for revenue, Lidl has experienced a rising tendency: it achieved 12% sales growth in the 2023 reporting year (Ertaş, 2023). This growth has been supported by the growth in the number of stores and the actual sales volume. One of the keys to success is the concept that Lidl needs to secure additional locations for the stores, including regions still not fully understood by other supermarket chains. Also, the firm’s commitment to sustainable production and local sourcing has improved its image and captured the attention of individuals interested in a sustainable economy and responsible consumption (Lidl, 2024).
Nevertheless, Lidl has several threats that can hinder its current effective performance level. Global operations have pressured operational costs, especially in logistics and supply chain functions, threatening cost leadership strategy. The company also encounters growing rivalry from price-sensitive channels, including Aldi, and from conventional supermarkets like Tesco and Sainsbury’s, which are now expanding and investing in digitalization and sustainability (Griffin, 2023). To overcome these issues, Lidl needs to increase innovations and adjust its strategy, considering new conditions for the company’s revenue growth while focusing on operational effectiveness and cost advantage.
6. [bookmark: _Toc180019666][bookmark: _Toc180020102]Strategy Analysis
[bookmark: _Toc180020103][bookmark: _Toc180019667]6. A External Environmental Audit (PESTEL Analysis)
PESTEL is used here to assess the major macro-Porter forces influencing the operation of Lidl GB. New rises in tariffs and regulations in the wake of Brexit have challenged businesses in how they import some of their goods, especially from the EU (Deloitte, 2024). This has put Lidl on the back foot of having to reassess the supply chain and think about other ways in which failures can be prevented. Also, more recently, there have been changes in UK law that have impacted the cost of labour, such as the National Living Wage, which has cut the low-price strategy that Lidl offers.
Overall, cost is reflected in the UK by rising inflation and general economic instability, forcing customers to go for value-for-money shopping, which has positively impacted Lidl (Malyan and Duhan, 2000). Conversely, economic pressures mean that the company must keep its operating costs low to maintain its low-price policy, as with Lidl. At a societal level, consumers have been looking for products from sustainable sources, and they especially want retailers to take responsibility for their actions and their impact on society (Griffin, 2023) Therefore, this trend can be regarded as a threat and an opportunity for Lidl because while maintaining its cost leadership strategy, it also needs to satisfy consumers’ demands for sustainability.
Scientific developments are also influencing Lidl’s competitive environment. The following are considered as technology factors: The growing popularity of online purchases and the introduction of innovative technologies in the field of trade have become new favourable conditions for the further development of the Internet site and the growth of the convenience of customers (Lidl, 2024). Lidl can use IT applications and services to improve the customer experience through checkouts, online shopping, and logistics solutions. Changes in the climate are forcing retailers to cut their environmental impacts, and Lidl has taken measures by trying to minimize the usage of plastics and adopting energy-saving measures in the stores and distribution facilities (Griffin, 2023). In Lidl, there are a set of prescriptive legal requirements for operation in such diverse areas as food hygiene and employment rights, to mention a few, which may differ according to the country. Responding to these regulations is mandatory to preserve the business's image and prevent fines.
[bookmark: _Toc180020104][bookmark: _Toc180019668]6. B Internal Environmental Audit (SWOT and VRIO Analysis)
When analysing the internal environment of Lidl, the business can conduct a SWOT analysis, which involves the identification of the strengths, weaknesses, opportunities, and threats of the business. The орerations include Lidl’s cost leadership approach, perfect logistics net, and an excellent brand image that promotes customer value perception (Lambie‐Mumford and Kennedy, 2024). Hence, operational effectiveness in its supply chain and a strategic emphasis on local sourcing enshrines Lidl’s competency to sell quality food products at relatively low prices. Moreover, Lidl’s sustainable practice has also become the main strategy that improved the company’s image and reputation in the market, especially where and when its consumers have become more sensitive about the environment.
Nonetheless, the threats have Lidl lacking a prominent online shopping service compared to its larger competitors, such as Tesco and Sainsbury’s, with developed online grocery delivery services (Porter, 2008). Despite this, there is room for expansion in the concept’s online presence as Lidl has rapidly ramped up its digital competency. Lidl’s possibilities are derived from its underdeveloped online grocery marketing presence, limited in-home delivery service, and an even more active focus on sustainable practices. In this way, the company will be able to attract new customers and strengthen its position in the market by providing more environmentally friendly products and decreasing the company’s carbon footprint. Operational threats include a growing number of rivals, both discount and traditional stores, and an increase in operational costs, which have a major impact on logistics and personnel.
VRIO helps identify valuable, rare, costly to imitate, and well-organized resources in Lidl. Lidl’s cost leadership strategic development is based on effective supply chain management and cost-efficient purchasing of goods. Customers trust the company to source locally, and it benefits from economies of scale, which makes it an almost impossible competitor to mimic a major competitive advantage in the discount retail industry (Barney 1991). Still, Lidl must preserve and develop this advantage because competitors are also pursuing similar objectives.
7. [bookmark: _Toc180019669][bookmark: _Toc180020105]Strategy Formulation
As a result of the external and internal environment analysis, it is recommended for Lidl to implement a cost leadership and differentiation strategy. Even though it is essential, Lidl employs this strategy, which has greatly appealed to price-sensitive customers; however, the business could do more to improve its position through product differentiation. One of the distinguishing areas is digital transformation. Thus, developing trends based on e-commerce, online grocery shopping, etc., is a way to expand Lidl's customer base. Besides creating its online store, Lidl may provide click-and-collect options and home deliveries that correspond to the needs of millennials (Johnson et al., 2017).
The last area where Lidl can stand out is sustainability, an area where an organization can improve how it addresses its social responsibility. The segment of environmentally friendly products is growing, and Lidl can add even more organic and environment-friendly products to its portfolio. Overall, the future sustainability implementation will help Lidl involve consumers who are conscious of environmental issues and improve the company’s brand image. For instance, Lidl should offer an increased use of recyclable packaging, cut on plastics within products, and incorporate energy conservation policies in their stores and suppliers (Griffin, 2023). These objectives will mainly assist Lidl in establishing a competitive advantage against its rivals while embracing the firm’s sustainable development principles.
Regarding market expansion, Lidl can still proceed with the aggressive store-opening strategy, especially in regions where Lidl has little presence yet and where consumers are likely to be drastically underserved in their access to affordable groceries. Also, Lidl has an opportunity to expand the choice of products consumers may consume by increasing the number of product types, such as health and wellness products. With such organic, gluten-free, or plant-based products, Lidl should be able to tap into a market of health-wise-conscious customers who would rarely shop at a discount store (Malyan and Duhan, 2000). The extension of the product portfolio will create a way through which Lidl can attract more customers by venturing into different merchandise while at the same time ensuring it retains its cost advantage.
Therefore, a combination of cost leadership & differentiation strategies will help Lidl to sustain a competitive edge while at the same time establishing profitable growth plans. Lately, they may focus on digitalization, sustainability, and geographical expansion to maintain a competitive edge against competitors in the UK grocery market.
8. [bookmark: _Toc180019670][bookmark: _Toc180020106]Conclusion and Recommendations
Lidl GB operates as a discount retailer in the UK, successfully pursuing the cost leadership strategy and ensuring we have an excellent supply chain management system. Still, continuing successfully in conditions of rather highly competitive pressure and rather dynamic changes in the market environment, Lidl must develop its strategies further to confront new conditions and challenges. The attached report has underlined the role of strategic management in determining directions within which Lidl can develop in the future and further offered a thorough examination of Lidl’s two environments.
The following recommendations are proposed for Lidl’s future strategy: First, Lidl must improve its digital profile by increasing the innovation of e-shoppers and further growth of home-delivery food retailing services. This will also improve the convenience store strategy for Lidl due to increased consumer demand and, hence, the need to attract equally increasing customer traffic. Second, the company needs to expand the range of environmentally friendly products and work on decreasing the level of its expenditure in a detrimental way to the environment. Lidl must use this to avoid drifting into a pool of ordinary supermarket companies while at the same time selling its products to green consumers. Last, the target for Lidl is to develop new growth opportunities where it has no stores and increase its product portfolio by expanding the offers specialized in health and wellness products.
In this way, Lidl can continue the strategy of competitive advantage and guaranteed stability in the supermarket market in the United Kingdom. Therefore, strategic management will be crucial in responding to the challenges and opportunities ahead for this firm and guaranteeing it the position of a premier discount retail retailer.
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