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Executive Summary
This report has discussed Lidl GB, a well-known discount supermarket chain in the UK that is known for promoting top products at low expenses. The company's strategy stresses that its mission is to provide value to customers while additionally meeting huge development goals. Lidl has a strong presence inside the market, due to a strong supply chain and easy operations. Using Porter's Five Forces to analyse the competitive environment, troubles like fierce opposition and changing client tastes are determined. An internal audit of the usage of the SWOT and VRIO models shows that the company is good at decreasing expenses but not so good at presenting a huge range of products. The report has indicated strategic alternatives, together with adding greater organic products to the line, making the customer enjoy better, and beginning advertising and marketing efforts in exclusive regions. By using these techniques, Lidl can toughen its area inside the marketplace, adapt to converting consumer needs, and make certain long-term growth within the competitive grocery store industry.
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[bookmark: _Toc179310932]Introduction
Strategic management is the method of figuring out an organization's path and allocating resources to accomplish that purpose (Caffrey et al., 2020). It involves organising long-term period targets, analysing internal and external environments, and taking activities which can be consistent with the enterprise's motive and vision. Strategic management is crucial for organisations because it allows them to conform to changing market situations, draw close possibilities, and decrease risks. It helps groups focus on their long-term goals while making sure that their daily methods aid these bigger desires. Strategic management lets agencies keep a competitive facet, utilise resources more correctly, and attain long-term development.
The goal of this report is to come up with a complete plan for Lidl GB, which is one of the UK's fastest-developing grocery shop manufacturers (Franjkovic et al., 2021). The report will deliver an in-depth analysis of Lidl's present strategic scenario, listing the most essential internal and external factors affecting the commercial enterprise's performance, and suggested approaches for Lidl to maintain succeeding inside the very competitive food retail market. The study will pick out both opportunities and limitations, making sure that the cautioned approach is consistent with Lidl's long-term targets of improvement, sustainability, and purchaser satisfaction.
The report will evaluate an outline of Lidl GB's operations and strategic cause, consisting of its vision, venture, and goals. This is followed by an overview of the organisation's modern performance and competitive landscape. Then, PESTEL, Porter's Five Forces, SWOT, and different beneficial tools could be used to do the external and internal environmental analysis. Finally, the report will discuss the diverse strategic options for Lidl and offer indicators for future development. Hence, the report will summarise the critical outcomes and provide practical recommendations for Lidl's strategic future.
[bookmark: _Toc179310933]Overview of the Organisation
Lidl GB is a subsidiary of Lidl Stiftung & Co. KG, a discount grocery shop group with its fundamental workplace in Germany. Lidl GB has grown fast because its first store opened in the UK in 1994. It has now over 960 shops and 14 local shipping centres all around the country. People realise the business for promoting numerous good food and non-food items at affordable prices (Caffrey et al., 2020). Lidl sells a wide range of goods, including fresh vegetables and fruits, baked goods, dairy, meat, home gadgets, and seasonal goods, to meet the needs of clients searching out top deals (Lidl GB , 2024).
The grocery retail business could be very competitive, but Lidl GB has emerged as a main participant by sticking to a low-value plan while focussing on great. More than two-thirds of the employer's goods come from British suppliers (Franjkovic et al., 2021). This shows that the business enterprise is dedicated to helping local agencies and making sure products are continually fresh. Lidl GB's success in the UK marketplace is due in element to its dedication to ecology, streamlined operations, and effective supply chain. Lidl maintains to draw budget-conscious customers by focusing on cost and quality (Pérez-Mesa et al., 2021). It has come to be a main player in the UK supermarket marketplace, standing alongside Tesco, Sainsbury's, and Aldi.


[bookmark: _Toc179310934]Strategic Intent
Lidl GB's strategic purpose is guided by a distinct vision, mission, and set of goals targeted at strengthening its function inside the competitive grocery retail enterprise.
Vision: Lidl aspires to be the United Kingdom's principal discount grocery store, acknowledged for presenting the best quality objects at the low charges (Caffrey et al., 2020). The company's goal is to provide an exquisite shopping experience that fits the changing needs of its consumers.
Mission: Lidl GB aims to offer clients superb goods at affordable charges, alongside super service and simplicity of use. Lidl is dedicated to sourcing items regionally wherever feasible, consequently assisting British farmers and manufacturers and promoting a sustainable delivery chain (Franjkovic et al., 2021).
Objectives: One of Lidl's essential objectives is to grow its market share by establishing new shops and regional delivery websites all around the UK. The business enterprise's goal is to enhance its market proportion while maintaining a robust emphasis on client happiness and loyalty (Lambie‐Mumford and Kennedy, 2024). Furthermore, Lidl is dedicated to enhancing its environmental measures, along with reducing its carbon footprint and minimising waste, to ensure long-term development whilst being socially responsible. With those strategic intents, Lidl GB is well-positioned to fulfil its targets and adapt to the changing retail region.


[bookmark: _Toc179310935]The Company’s Current Performance
Lidl GB has performed super growth and durability in the competitive UK grocery retail enterprise, owing to its super business approach and proper operational performance. As of 2024, Lidl has over 960 retailers in the UK and employs over 31,000 people. The organisation's cognizance of selling top-notch items at low charges has helped it get a huge share of the marketplace (Hellström and Danmyr, 2023). As of early 2024, it had a marketplace proportion of about 6.3%, which made it one of the largest discount shops in the nation.
Lidl's willpower to local sourcing is clear, on account that more than two-thirds of its objects are furnished by British companies. This method does not most effectively benefit local agencies; however, it additionally appeals to customers seeking out clear, sustainable solutions (Papanagnou et al., 2022). For example, Lidl's work with British farms has caused the addition of seasonal items and the usage of local food, each of which have made clients happier and extra loyal.
Based on how nicely they have got completed economically, Lidl's profits in the UK have grown over the years (Jones and Comfort, 2021). It is thought that they may make more than £10 billion in sales in 2023, that is a huge growth from the years earlier than. This increase might be because Lidl is looking ahead to open a hundred extra stores in the UK by 2025 as part of its competitive growth plans.
Lidl's dedication to environmental problems has also helped its brand image. The group has large goals, like reducing carbon emissions by 40% via 2025 and doing away with all single-use plastics from its products (Laari et al., 2021). This promise not only shows that Lidl cares about its clients, however it additionally makes the shop accountable. Overall, Lidl GB's present performance indicates that it is far focussing on growth, quality and sustainability as a part of its method to live competitively inside the food store market, which is usually changing.
[bookmark: _Toc179310936]Strategy Analysis
[bookmark: _Toc179310937]6. A. External Environmental Audit Using Porter's 5 Forces
According to Porter's Five Forces model, Lidl GB's competitive environment can be analysed to discover the forces that form its strategy within the UK grocery retail marketplace.
New Entrants: New companies getting into the United Kingdom shopping marketplace don't pose lots of a risk. Tesco, Sainsbury's, Asda, Aldi, and Lidl are some of the biggest names in the retail commercial enterprise (Hellström and Danmyr, 2023). New outlets have a hard time competing because they should pay a lot of money to get started, take advantage of economies of scale, and have robust brand loyalty from current retailers. Lidl is also included in new competition through its large quantity of stores, efficient supply chain, and low prices.
Bargaining Power of Suppliers: Lidl has a lot of power over its suppliers because it focuses on purchasing locally and building long-term ties with its suppliers. Lidl can get good deals because more than two-thirds of its products come from British suppliers. This allows the organisation to keep its prices low. When it comes to certain goods, like fresh fruit or speciality items, the grocery industry is predicated on a small group of providers (Jones and Comfort, 2021). This manner that those providers will have extra power.
Bargaining Power of Buyers: As there are such a lot of options, shoppers in the UK retail market have a lot of strength to deal with. It is easy for clients to compete between Lidl and competitors like Aldi, Tesco, and Morrisons. This makes Lidl work harder to keep their expenses low and their goods are high quality. "Everyday Low Price" is a key part of Lidl's plan to keep customers coming returned and reduce consumer power.
Threat of Substitutes: In the grocery shop, the risk of replacements is not very strong. Even though there are different methods to get food like online shops like Amazon Fresh, human beings inside the UK nonetheless like to shop at supermarkets. Because it has low costs, Lidl has a facet over different shops because it is less likely to get replaced by speciality or high-end stores (Laari et al., 2021).
Industry Rivalry: In the UK grocery market, huge names like Tesco, Aldi, and Asda are in hard competition over price, product choice, and purchaser satisfaction. Aldi, which is Lidl's principal competitor in the discount store market, is a robust rival (Hellström and Danmyr, 2023). But Lidl's developing marketplace share and persistent growth show that it can combat properly even with these other shops.
[bookmark: _Toc179310938]6.B. Internal Environmental Audit Using SWOT, VRIO, and Value Chain Analysis
SWOT Analysis
	Strengths
	Weaknesses

	Cost Leadership: Lidl's capability to offer splendid items at low-priced expenses is a massive benefit. This value management technique appeals to cost-sensitive clients, resulting in a growing market share. For instance, Lidl's pricing often decreases than those of its larger competitors, making it a famous option among finances-conscious customers (Mesa et al., 2020).
Efficient Supply Chain: Lidl's delivery chain is simplified, permitting quick restocking and inventory control at the same time decreasing overhead costs and assuring product availability. This efficiency leads to increased customer pleasure and loyalty.
	Limited Product Range: Lidl doesn't have as many goods as larger stores. While this presents for greater powerful inventory management, it can alienate customers who want a larger range of items, particularly in speciality regions (Jones and Comfort, 2021).
Brand image: Despite its success, Lidl continues to face image problems, with a few clients associating inexpensive goods with lesser exceptional. Overcoming this stigma is probably difficult in gaining a larger client base (Keiningham et al., 2020).

	Opportunities
	Threats

	Expansion ambitions: With targets to set up 100 extra shops by 2025, Lidl has a risk of going into formerly unexplored markets inside the UK. This growth might also bring about elevated marketplace proportion and brand publicity (Baumbach et al., 2020).
Sustainability Initiatives: The growing demand for sustainable and ethically sourced goods gives a possibility for Lidl to enhance its brand image. Investing in sustainable practices may also appeal to environmentally conscious clients (Purcărea et al., 2022).
	Intense opposition: Established corporations which include Tesco, Aldi, and Asda compete fiercely inside the UK grocery store sector (Penati, 2022). This opposition forces Lidl to keep costs low whilst assuring product quality.
Economic Factors: Economic fluctuations, together with inflation or adjustments in client purchasing behaviour, can also influence income and profits. Economic downturns may also result in lower discretionary expenditure on non-crucial products.



VRIO Analysis
Value: Lidl's low-price plan offers price-conscious customers numerous values, which offers them an edge over their competition.
Rarity: Lidl's approach is a piece particular because it combines low costs with a key point on quality, which is not frequently seen in discount price shops.
Imitability: Lidl's rivals can attempt to reproduce its business model, but it might be difficult for them to get to the same stage of supplier relationships and operational efficiency (Keiningham et al., 2020).
Organisation: Lidl's low-cost method is supported by the way the organisation is organised, which permits them to make quick choices and operate their business correctly.
Value Chain Analysis
Lidl's value chain is made of strong relationships with providers, sustainable logistics, and smart advertising techniques (Baumbach et al., 2020). The corporation focuses on maintaining expenses low alongside its value chain, which facilitates it to keep its charges low. As an example, its strategy for buying matters is to get them instantly from manufacturers, which cuts down on the costs of going through middlemen. Furthermore, Lidl spends cash on effective distribution networks to make sure that items get to its shops on time, which improves its operational efficiency even more.


[bookmark: _Toc179310939]Strategy Formulation
The grocery store marketplace in Great Britain is very competitive, and Lidl GB has to make smart selections to maintain developing and get a bigger share of the marketplace (Laari et al., 2021). The commercial enterprise has carried out a very good activity of positioning itself as a top discount supermarket, but to live competitive, it needs to keep changing its strategies to keep up with new market developments and consumer tastes.
Strategic Choices for Lidl GB
Adding greater products: Lidl should pick to feature more products, specifically inside the health and natural categories, as a smart move. People need more healthy food options and natural items more than ever (Achterberg, 2024). Lidl can take benefit of this model by supplying a wider range of natural and health-associated products. This action may want to carry in more customers, which includes people who care about their fitness and are inclined to pay more for remarkable items.
Enhancing Customer Experience: Improving the in-store customer enjoy is another smart preference that can be made. Even though Lidl's fundamental goal is to be the most inexpensive, making the shopping experience better by rearranging stores, including better signs and training employees can make clients happier and extra loyal (Keiningham et al., 2020). Having applications that praise clients for coming lower back can also assist construct organisation loyalty and get people to come back.
Sustainability Programs: Lidl can enhance its standing within the marketplace by putting in place strong sustainability applications. People have become extra privy to environmental problems, so Lidl can set itself aside by committing to green practices like reducing plastic packaging and getting goods in a manner that does not damage the environment (Baumbach et al., 2020). For instance, a corporation can entice eco-friendly clients by providing more organic items and highlighting these efforts in advertising and marketing.
Proposed New Strategy: Localised Marketing Campaigns
Using localised advertising and marketing campaigns which are special to different elements of the United Kingdom is a concept for a new approach for Lidl. Lidl can improve its relationship with local communities by using being attentive to flavour alternatives and buying local goods. This plan consists of:
Working collectively with local suppliers: Lidl can work with local farmers and producers to market foods which are particular to the location. For example, if a brand sells local goods and convey throughout certain times of the year, it could show that it helps small corporations and the surroundings (Achterberg, 2024).
Targeted Advertising: Ad campaigns that focus on local tastes and cultural events can assist build a more potent emotional link with clients. One way to do that is to assist local occasions or fairs, that could increase awareness of the brand and get human beings involved on network.
Feedback Mechanisms: Setting up feedback mechanisms, like focus corporations and customer polls, can help Lidl analyse extra about what human beings want. This knowledge can help entrepreneurs pick products and ensure their campaigns meet the wishes of customers.

[bookmark: _Toc179310940]Conclusion
The strategic overview of Lidl GB indicates that the company is an excellent discount supermarket in the UK offering proper items at low expenses. The organisation's development and growth desires are based on its strategic purpose, which is proven by using its clear vision and mission. Based on an in-depth competitive analysis the usage of Porter's Five Forces and internal assessment like SWOT and VRIO, the organisation's current performance indicates that it has a large share of the market and loyal customers. By making strategic choices like localised advertising campaigns and expanding its product line, Lidl can maintain its competitive aspect and adapt to converting customer desires, to ensure its long-term success inside the grocery retail sector.
[bookmark: _Toc179310941]Recommendations
It is usually recommended that Lidl GB works on the following techniques to improve its competitive position:
Expand Product Range: To meet the rising demand for healthier options from clients, offer a much broader range of organic and health-centred goods.
Local Sourcing Initiatives: Promoting regional goods through stronger partnerships with local providers is one manner to aid local sourcing projects. This may even assist the community and the environment (Achterberg, 2024).
Enhance the Customer Experience: Make the shop structure better and educate the group of workers to make it a better region to shop.
Localised Marketing Campaigns: Make advertisements and deals that suit the tastes of human beings in the area to make clients more unswerving and connect with the brand. 
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