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1. [bookmark: _Toc25725028]Executive Summary
Retail industry, as the main force of consumption, plays an important role in stimulating economic growth, absorbing social transfer of labor force and improving tax income. In recent years, with the rise and continuous growth of e-commerce, the traditional retail industry has been subjected to the dual impact of online and offline. With the rapid development of electronic commerce, low price, huge quantity of goods, low entry threshold and so on, online retailing has inherent advantages. With the development of Internet technology and the popularization of online shopping, consumers gradually control the initiative of the market.
The purpose of this report is to help Lidl analyze its corporate competitive strategy and give some suggestions to them. Lidl Stiftung & Co. KG is a German global discount supermarket chain, based in Neckarsulm, Germany, that operates over 10,000 stores across Europe. In the new international situation, LIDL have to face solve some problem. We can know that the competitive strategy of Lidl is cost leadership by Porter’s generic strategy. The main actions that Lidl takes are cutting down the additional cost and these actions can make add more profit and improve the efficiency even can capture more market by reduce price. However, these actions also leave a impression that Lidl is a company selling cheap goods to customers.
The suggestion for LIDL supermarket is adopting the differentiation strategy. Products and services of the enterprise should form different characteristics to attract more customers.
[bookmark: _Toc31241][bookmark: _Toc25725029]
2. Introduction
2.1 [bookmark: _Toc25725030]Report remit
This paper takes LIDL, a famous supermarket in Germany, as an example, and uses Porter's Generic Strateg. Analyzes the competitive strategy of LIDL supermarket by Ies theory, critically evaluate the competitive strategy that Lidl has utilised in the development of their competitive position and give some advice to them.
2.2 [bookmark: _Toc25725031]Background of the organisation
LIDL is a fast-growing retailer in Germany, which, along with ALDI, drove the world's retail giant, Wal-Mart, out of Germany, to make it famous. As Wal-Mart is in Europe, its development momentum has even overtaken elder brother ALDI in the entire EU region. At present, LIDL's chain stores in all Europe have exceeded the ALDI's 7271 stores for the first time, while ALDI only has 6997 stores. But the price of the food at the LIDI supermarket is higher than that of the ALDI. The consistent principal direction of the ALDI is the centralized layout of the branch in a region, and the LI DL is flowering everywhere, opening stores throughout Europe at twice as fast as ALDI. Costs are significantly higher than the former. 
LIDL, also known as the supermarket of the poor. Food daily necessities and small household appliances sales are relatively large, and the storefront is also small. However, LIDL is a centralized mass purchase in the purchase, so long as a product is determined, it is generally only one model, and it is generally not less than 50,000, which makes the cost of its purchase, negotiation, storage and logistics far lower than that of other retailers in pursuit of variety. This is also a weapon in which explosive growth has been achieved in recent years.
In cooperation with LIDL, the order confirmation is prior to the sample validation. It's a headache for foreign trade vendors. In accordance with the usual practice, the customer first requires the sample to be confirmed and then the order. LIDL is the first to see if the supplier has this capability.
If the antepartum sample is detected by the relevant quality, the production of large goods can be arranged, but this does not mean that the foreign trade manufacturer will not be at risk. It also requires three tests: sample-in-line, in-line, end-of-end inspection, and no one-to-one test can be shipped.
The LIDL belongs to the BSCI member, and the factory receiving the LIDL order is connected to the BSCI test factory which is derived from the STR/ ITS Notarization Line in accordance with the SA8000 standard, and the problems such as child labor and non-annual work are the matters that many manufacturers in China need to pay attention to. This is also an important factor. LIDL does not work directly with the factory and will pass through the middlemen. The middleman first came to the factory and entered the contract phase directly if it was qualified. (Oijen,2019)
2.3 [bookmark: _Toc25725032]Defintions of major concepts
[bookmark: OLE_LINK1][bookmark: OLE_LINK2]Definition of strategy: A strategy is a general plan or set of plans intended to achieve something, especially over a long period. (Collins, 2019)
Definition of business-level strategy: Business strategy can be understood as the course of action or set of decisions which assist the entrepreneurs in achieving specific business objectives. (Business Jargons, 2019)
Definition of competitive advantages: In business, a competitive advantage is the attribute that allows an organization to outperform its competitors. A competitive advantage may include access to natural resources, such as high-grade ores or a low-cost power source, highly skilled labor, geographic location, high entry barriers, and access to new technology. (Wikipedia, 2019)
Definition of Porter’s Generic Strategies: One of the important work in the industrial environment analysis is to analyze the competition pattern in the industrial environment, to find out the opportunity and the way, the most commonly used tool is the five-force model proposed by Michael Porter in the 1980s. (Aubert,2017) The five forces are the bargaining power of the supplier, the bargaining power of the buyer, the risk of the potential competitor, the substitution ability of the substitute and the competitiveness of the existing competitor in the industry. (Eltabakh,2017) The five-force model is a powerful tool for system analysis of various competitive forces in the industrial environment, which can help managers to take strategic thinking The paper makes an effective analysis of the competitive environment in which the enterprise is located, so as to have a profound impact on the development of the enterprise strategy.
Porter believes that the stronger any of the five forces, the more difficult it is for existing enterprises to raise prices and make profits, and the strength of the five competitive forces may change according to the changes in time and industrial conditions. (Haitam,2017) when formulating business strategies, if enterprises can recognize the new opportunities, new challenges and make appropriate strategic responses brought about by the changes in the five competitive forces, then Wei Li may also be transformed into competitive advantage. Bring economic benefits to enterprises.
At the macro level, the five competing forces jointly determine the competitive strength and profitability of the industry; but on the other hand, according to the characteristics of the industry, the operation of various forces is different, often some of the strongest forces or a combination of the combined forces.
The five-force model combines industrial economics with strategic management thought, the theoretical background is solid, the logic is rigorous and meticulous, deep and concrete, the organization is clear, since it came out, it has led the trend of strategic management research and become the standard of strategic management discipline. (Manefield,2017) however, the five-force model also has its own limitations. For example, the establishment of the five-force model is based on the knowledge of the competition information in the industry; it pays more attention to the competition in the industry, neglecting or even assuming that there is no cooperative relationship; the scale of the industry is fixed rather than constantly changing, and so on.
The strategic management schemes of enterprises are forward integration, backward integration, horizontal integration, market penetration, market development, product development, related diversification, unrelated diversification, contraction, stripping and liquidation, and each strategy has many subdivided subcategories. (Hamdan,2017) many enterprises choose two or more strategies at the same time, these two or more strategies are often similar or closely linked. Because of the combination of two different strategies, it is very dangerous for the development of enterprises. It is impossible for an enterprise to take into account all strategies in its own interest at the same time, so it is necessary to identify priority strategies that will Resources are concentrated on limited opportunities. Because different departments will use different strategies, some adopt offensive strategy, some use defensive strategy, so large diversified enterprises often get unexpected business results through strategic combination.






[bookmark: _Toc25725033]3 Advantages and Disadvantages of LIDL Competitive Strategy for LIDL
[bookmark: _Toc25725034]3.1 Advantages of LIDL Competitive Strategy for LIDL
LIDL, through the introduction and cultivation of a variety of ways, has created an excellent management team that can understand and manage, and is good at learning. The LIDL is a good management team that is good at learning. The LIDL can exercise a group of professional and experienced retail industry talents to guarantee the sustainable and healthy development of the enterprise. After graduation, the outstanding person can enter the LIDL work directly after graduation, and become a reliable talent pool behind the enterprise. The talent is the core of the development of the enterprise, the most important factor, has a large number of leading talent reserves, will inject fresh vitality and advanced idea for the enterprise, and provide the power for the transformation of the enterprise.
LIDL supermarket has been developed in Germany for nearly 20 years. It is the leader of German large-scale business superindustry and has certain first-mover advantages. The first-mover enterprise can obtain more and better tangible assets than the late-acting enterprise, such as the most valuable and potential market, a large number of excellent management talents, etc.; the first-mover enterprise can also obtain more abundant intangible assets, such as reputation, brand, corporate culture and industry experience, and so on. The first-mover enterprises take the lead in the industry, and the priority acquisition of resources is conducive to expanding their market share, increasing sales volume and reducing operating costs. LIDL supermarket continues to maintain brand influence and industry competition in Germany and Europe. Advantage. LIDL supermarket is trusted by local consumers, image, good word of mouth, with a considerable number of stable, high-quality customer groups.
LIDL Group Co., Ltd., to which LIDL supermarket belongs, deals in real estate development, commercial management, etc., owns its own shopping center, department store mall, large supermarket, implements integrated management, and there must be supporting large supermarkets where there are shopping centers. (Rassool,2017) Enterprises are guided by industry trends, adhere to the nature of commerce, and on the basis of the unique "department store supermarket" model formed in the early stage of expansion, Continue to build and expand one-stop family entertainment shopping center, in various districts and counties, multi-business format at the same time, continue to build a three-dimensional management network, forming a multi-business collaborative development pattern. Purchase Material center, department store management, experiential consumption environment, for LIDL supermarket to bring a sustained and stable passenger flow. At the same time, LIDL supermarket belongs to the European business group with strong financial resources and strong strength, which provides a strong support for the future transformation and upgrading of LIDL supermarket.
[bookmark: _Toc25725035]3.2 Disadvantages of LIDL Competitive Strategy for LIDL
In Germany, LIDL supermarket gives peers and citizens the same impression, that is, "middle and high grade." And the daily operation of LIDL supermarket is also rarely a big price war. In the early stage of enterprise development, the large supermarkets in Germany are less, the choice of consumers is small, even if LIDL supermarkets rarely carry out promotion, the price of goods is slightly higher, and its turnover is still growing year by year. (Wang,2019) but from the annual reports and semi-annual reports published in the past three years, the growth rate of turnover of LIDL supermarkets has declined year by year, of course, there is a huge impact of online shopping, the loss of consumers, and the decline of word of mouth. It's also indisputable. It's the truth.
With the opening of a number of fine-quality supermarkets and overseas commodity supermarkets, the LIDL supermarket has the same display mode for many years, with a slightly old-fashioned decoration style, a chaotic and noisy promotion personnel and the like, so that the consumers can not see the "Medium and High-end" positioning of the enterprise. (Elena,2019) The lack of high-grade goods, the lack of elegant shopping environment, the lack of perfect service facilities, the only high price, let the "Medium and High-end" of the LIDL supermarket be very reluctant.
The main force of the consumption group in the large-scale supermarket is the middle-aged and the elderly, and this part is very sensitive to the price, so the promotion activities of all kinds of supermarkets in Germany are mainly the price war. (Wang,2019) LIDL supermarket has also started to increase the sales promotion in recent years, but the price war of LIDL supermarket has no advantage due to the problems of location, cost and so on. Compared with the Grand Runfa of the main price war and the German Hualian, the sales promotion period of the Grand Runfa and the German Hualian is half a month, that is, the promotion commodity is rotated every two weeks, and a promotion poster is printed, and the national legal holidays and the extra drawing, voucher and other activities are also printed on the weekend. L IDL supermarket promotion efforts are small, there is no fixed promotion cycle, promotional posters are usually only a positive and negative A3 page size, the variety of promotional items is small. 










[bookmark: _Toc25725036]4 Suggestions on Competition Strategy of LIDL 
From the point of view of the basic competitive strategy of the enterprise, the leading strategy of LIDL supermarket should adopt the differentiation strategy, that is the products and services of the enterprise should form different characteristics, so that customers can feel that the experience of shopping in LIDL supermarket is better than that of other supermarkets.
[bookmark: _Toc25725037]4.1 Service differentiation
In addition to the decoration, the variety and price of the goods are not big, and they want to stand out in the fierce competition and rely mainly on the differentiation of the service. (Xia,2019) The service is not simply to give the customer the existing things, but to deeply tap the customer's needs and solve the customer's needs. First, the service member needs. The LIDL supermarket has an early membership system in the industry, and the customer base is expanded through the introduction of membership points. However, with the increasing number of members, the member-specific activity is less and less, and the membership name is not real. I'd like to go through the membership card The customer, usually has a certain loyalty to the enterprise, if the enterprise can utilize the member resources reasonably, realize the member's mouth-of-mouth marketing, can expand the customer's source, so the urgent task is to provide the personalized service for the existing member. (Zheng,2019) The enterprise can provide different activities for members of different levels, such as the sorority, the answer session, the gift matching service, the holiday home greeting, etc., Second, the service is intelligent. (Aung,2019) In addition to the introduction of all kinds of self-service equipment in the market, it will be more intelligent to continue to the outside of the market, and provide intelligent customer consultation and sales Post-service, so that consumers feel the continuity and integrity of the service, to meet customer needs in an all-round way.
[bookmark: _Toc25725038]4.2 Commodity differentiation
Because the location of the store is different, the composition of the customer group is different. (Howard,2019) The enterprise can optimize the commodity combination of the store according to the difference of the customer group and the demand difference for different goods. For example, It is located in the center of the city, close to the store of the commercial circle, the number of foreign tourists is large, the demand for the local specialty is large, the quantity of the commodity of the famous special product can be increased. Make use of data analysis as much as possible, The goal of reducing the upper-shelf of the same-quality commodity and realizing the differentiation strategy is achieved. (Saritha,2019)
[bookmark: _Toc25725039]4.3 Image differentiation
Image differentiation is a means adopted by department store retailing in recent years. After many years of starting a business, many enterprises have improved and upgraded their brands to appear in front of consumers with a new look, giving people a strong impact. Brand new brand image, closely following the trend of decoration style, can make consumers have a fresh sense of frequent patronage of supermarkets, thus increasing the number of consumers patronage. (Howard,2018) LIDL supermarket brand is composed of red and white, in the future store decoration, we should add decoration elements corresponding to brand color, strengthen brand impression.
[bookmark: _Toc25725040]5. Conclusion 
The successful experience of the leading leader in the large-scale supermarket chain in the comprehensive view will not be able to support the technology and data of the major Internet enterprises. When selecting an off-line partner, the enterprise, on the one hand, considers the hardware conditions such as geographical location, enterprise strength and city influence, and on the other hand, has made a thorough study on the internal situation of the enterprise and the development potential of the future of the enterprise. The innate short-board, prompting the LIDL supermarket to keep up with the new global retail pace, must strengthen close cooperation with the existing Internet giants. The LIDL supermarket is to strengthen the training of personnel, including the improvement of the soft power such as service concept, detail treatment, cultural quality, etc. To repair the basic work; to be actively engaged with the Internet enterprises, to attract the attention and investment of large enterprises, and to input financial, intellectual and energy from the outside through cooperation with the Internet giant, so as to stimulate the innovation ability of the enterprise, and drive the whole enterprise to move forward.
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