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1.Introduction



1.1 The aim and objectives

      The aim of this report is to conduct an internal and external analysis of LIDL marketing strategies. The key objectives are to identify key forces that impact LIDL marketing along with positive approaches used within organisation and aspects that should be improved or avoided in LIDL operations to maintain the branding. Another key objective of this report is to evaluate the impact of Covid 19 on Lidl and weather the action plan taken is effective or it requires improvement.  


1.2 Report Structure

       The main body of the report is structured in four sections. In the first section, the internal analysis is conducted. The methods used to conduct the analysis is SWOT model. The second section comprises an external analysis of Lidl and the methods used to conduct this investigation is PESTLE model and Porter five forces. the next section next section evaluates the impact of COVID-19 on Lidl. The evaluation is focused on both positive and then get you aspects. Final part covers important recommendations for Lidl company to improve marketing approaches. To increase efficiency in operations and provide product's that will meet the consumers expectations. 



2.Internal Analysis of LIDL

         Marketing has an important role in every organisation it has multiple benefits first it can help in getting the word out by promoting the products or services the organisation provides besides that it helps increase the sales boost the company reputation and get a competitive advantage. LIDL started its operation in UK in 1994 and registered at considerable growth since then. The company pitch is to provide high quality products at a low price. nowadays the organisation has more than 800 stores operating in UK. Also, LIDL has thousands of stores all over the world. (LIDL, 2021)

2.1 SWOT model 

        The SWOT analysis can be used across various departments within organisation however, this report focuses on using it to identify and analyse internal aspects of organisation in terms of marketing. It is a good technique to gather information for strategic planning and to establish effective marketing strategies to meet the organisation objectives.  This is a good tool to have a better understanding off 4 aspects which are the strengths, weaknesses, opportunities, and threats. 
        Richter and Pahl argued that SWOT analysis is a crucial tool in gathering strategic basics of decision making from various sources. Also, the scholars suggested that this methodology helps to find strategic alternatives. (Richter &  Pahl, 2009) the strength are aspects that enables the firm to perform highly. The weaknesses on the other hand, refer to characteristics that imped the organisation to perform well. The opportunities can include forces, developments and even ideas that organisation can benefit from. And the last element is threats which refer to factors or potential events that can mitigate the company short term a long-term goals and objectives. 
         Some of the key strengths of The LIDL marketing include low price strategy which drives high customer satisfaction. Also, because of the low prices, and marketing efforts to promote its products via various channels it helped gain consumers loyalty. Another, strong aspect of LIDL marketing strategy is usage of various channels of promotion such as radio, magazines, website, LIDL App and creative marketing adds and communication.  Not only that, but also low-price positioning drive consumer flux in the store and help increase sales. The marketers are experienced, and the company is proud for offering regular trainings to its employees for them to be able to meet company objectives. Because of consumer loyalty and LIDL being strong brand, it makes the relationships between the company and clients more effective. 
        Some of LIDL weaknesses include pricing issues which means that its strategies may not be ethical due to some criticism towards that. Also, poor strategies to adapt to new trends, most of LIDL competitors in period of pandemic adapted strategies to move its operations online however LIDL hasn't applied innovative tactics to meet the needs of clients to order online and avoid contact with other people. another important limitation off LIDL marketing is low website traffic by other countries. (Table 1. SWOT Analysis on Marketing of LIDL. Source: Author) 
LIDL SWOT Analysis

	Strengths 
	Weaknesses 

	· Low price strategy drives high customer satisfaction 
· Customer loyalty 
· Strong promotion strategy (radio, magazines, LIDL APP)
· Low price positioning increases the costumer’s flux in the store 
· Encourages consumer collaboration and 
· Highly skilled employees 
· Strong branding 
· Diverse creative campaigns
	· Pricing issues 
· Poor strategies to adapt to new trends (LIDL does not provide home delivery)
· Low website traffic by other countries. (Siterchecker, 2021)
· Low websites visit duration (Siterchecker, 2021)
· Cost-efficiency

	Opportunities 
	Threats 

	· Reposition itself from low quality low price to high-quality, low-price provider.  
· Use technology as a tool for marketing development 
· Implement Societal Marketing Approach 
	· New competition and high threat of new entrants 
· Law and regulations in marketing (GDPR)
· High expectations, failure to adapt to change (Gynn, 2020)
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3. External Analysis of LIDL 

PESTLE analysis is widely used model to analyse macro-environment. This model helps in taking important decisions for the best interest of the firm. Using the model gives an insight into potential external factors that may impact the activities of the company. Also, it is one of the simplest tools that does not require mush investments. However, the data is mainly based on forecasting the factors which may not necessarily may happen in the future. Nevertheless, anticipating is a good starting point to prepare contingency plans in case any of any changes or occurrence of unfavourable events. This section will evaluate macro-environment of LIDL. Table 2. PESTLE Analysis. Adapted by author) 

3.1 PESTLE Analysis 

Political factor 

    The political factor influences marketing of LIDL. As the organisation operates on international level with stores across United States and Europe. (LIDL,2021) Therefore, changing politics or intra-state/inter-state conflict may lead to severe disruptions in operations. It does not necessary mean that political factors generate only negative aspects for LIDL, changes in Government policy may also be beneficial for organisation and have a positive effect on marketing. Political stability or instability in overseas markets determines business environment, the efficiency of activities and willingness to expand the business there. (Pathak,2020) 
       Another important aspect is the foreign trade policy which determine the expectations in term of import-export which helps in product management as well as impact upon pricing strategies. Similarly, to foreign trade policy, tax policy also influences the price of the products therefore the financial health of the firm. Labour laws impact upon employment. According to Chartered Institute of Personnel and Development” All labour markets are regulated in many ways and the UK is no exception. There are important protections against discrimination on the grounds of race, sex, disability, and age; all employees must receive the appropriate rate of the National Minimum Wage”. If these aspects are effectively implemented, it supports the strategic marketing function. (CIPD,2015) 
Economical factor 

       Economic factors have a significant impact upon economy and economic changes impact upon everyday life on both national and international levels. As one of the LIDL marketing objectives is promote low product price. (LIDL, 2021). This may change because of economic crisis or inflation process that may drive processes up. Exchange rates on the other hand, may also shift the price which therefore may require changes in promoting strategies to get a competitive advantage. The fluctuation of wage rates, working hours and unemployment rate influence consumer behaviour, priorities, and product preferences. It is why is very important for marketing department to conduct regular screening of these factors and prepare necessary solutions. Marketing research is one of most useful tools in decision making that must not be ignored. 

Socio-cultural factor 

      Social factors impact upon consumer choices and how they behave. These are effects that determine the relationship between providers and buyers, stakeholders, buyer to buyer. The influence comes through cultural norms, diversity, health measures, population growth, career behaviour etc. 
      Cultural norms influence marketing in various ways. Kolb argued that “the organisation must understand the current customers who purchases and why they purchase the products”. Also, the author suggested that aspects such as changing ages of population, immigration, and other characteristics such as status of the family. (Kolb, 2013). It can give a clear image of target consumers and may help better engage them and focus on what they need and want. 
       Population growth or reduction rate can shift the demand, therefore a much harder effort from marketing will be required to advertise the products to a wider range of audience from various locations. Also, because of Covid-19 pandemic many businesses implemented strategies to facilitate the growing preferences of costumers to purchase online the products. Lidl hasn’t changed its operations yet, however these transformations are required; therefore, the marketing may need to focus more digital marketing. 


Technological factor 

      The fast-growing pace pf technology can be seen in every industry, organisation and every aspect of our lives and marketing is no exception. Some of the factors that shape marketing activities include new software, artificial intelligence, advanced information resources, logistics, social media channels etc.  According to Ryan and Jones “Technological advances have punctuated the evolution of advertising throughout history, each fundamentally altering the way businesses could communicate with their customers”. (Ryan& Jones, 2009) New software that can be used in marketing for campaign management, collaboration, task management such as Coper, Mavenlink, Productive can significantly improve the procedure for LIDL. On the other hand, falling to adapt to new technology may not be time efficient, and may lead to lack of effective communication with consumers. Perhaps now more than ever the information can circulate very easily reaching thousands of people in seconds. The concept of “Marketing 2.0”. The continuous evolvement of ICT generates new phenomena in marketing. Consoli and Musso argued that “Nowadays standard approaches of 4Pmarkeing mix are overcomed. Not interested only the product but the emotions, the feelings, that the brand evokes in consumers”. (Consoli & Musso, 2010)  


Legal 

      Legal factors are affecting business environment in very similar way as political factors. Some of these include legislation changes, taxation, import/export etc.  mentioned that the problem for marketers is to conduct an evaluation of legal environment because the changes and decisions can be made frequently. It can be difficult to monitor these changes regularly, nevertheless failing to abide by the law may result in criminal law (fraud) or civil law (making reparations) punishment along with financial loss and image damage for the company. (Blythe & Megicks, 2011) 






Environment 

    The need for companies to take actions in using sustainable procedures is growing due to climate change. People are changing their preferences towards sustainable products and packaging. Therefore, businesses must take into account ecological issues while developing products, promoting them, and monitoring. Blythe and Megicks said that “Ecological awareness is patchy and disjointed - people are concerned, but opinion on what is and is not environmentally friendly is divided”. Some of the basic environmentalist forces   influencing decision making proposed by scholars include customers, green pressure groups, employees, legislation, media, and ethical investors. (Figure 1. Sources of environmental pressure. Source: (Blythe & Megicks, 2011) Besides the factors suggested another crucial force is Carroll’s Corporate Social Responsibility. It consists of four levels economic, legal, ethical, and philanthropic. Earlie studies suggested that stakeholders should be concerned with company level of social responsibility is because a low level can negatively affect the company value. (Aras & Crowther, 2010) 



                                        
Environment Forces
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LIDL PESTLE Analysis

	Political 
	Economical 

	· Government policy
· Political stability or instability in overseas markets
· Foreign trade policy
· Tax policy
· Labour law
· Trade restrictions

	· Economic growth or crisis 
· Interest rates 
· Inflation 
· Exchange rates 
· Disposable income of clients 
· Wage rates 
· Working hours 
· Employment /unemployment 

	Social 
	Technological 

	
· Cultural norms 
· Population growth or reduction rate 
· Career behaviour 
· Health measurer
· Age distribution 

	· Technological software
· Artificial intelligence 
· Advances in Information resources 
· Logistics 
· Technological advances lead to rapid growth 
· Social media 


	Legal 
	Environmental 

	
· Legislation changes 
· Import/ export 
· Taxation 
· Court decisions 



	· Sustainability requirements
· Climate Change 
· CSR 
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3.2    Porter’s five forces

        For the analysis of micro forces, Porter's Five Forces Model helps to project the bargaining power of supplier, customer bargaining power, threat of new entrants, threats of substitutes, competition. (Porter, 1990)
      If the bargaining power of suppliers is high than it can influence the competition and can manipulate the price. Also, it compromises the company ability to substitute products.  The power bargaining of buyers refers to number of customers, the size of consumer order, switching costs. The threat of new entrants’ analyses brand loyalty, cumulative experience, access to distribution channels etc. The threat of substitutes provides possibility to analyse the number of substitutes available, perceived level of product differentiation, price performance of substitutes. For example, if the price of Lidl competitors is lower, the demand for Lidl products is expected to decrease. Another aspect is rivalry among existing competitors. It discusses the number of competitors, quality differences, brand loyalty, industry growth. 
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Rivalry among competitors 

       Lidl faces intense competition in UK with rivalry supermarkets such as Tesco, Asda, Sainsbury. Based Statista the most popular supermarket chains is Morrison’s. On the second level is   M&S food, then Tesco and on the fourth level is Lidl following other big supermarkets such as Sainsbury’s, Aldi, Tesco Express, Asda etc. The competition is high; therefore, LIDL marketing strategies are focused on lowering the price. Nevertheless, the food prices for Morisons’s products are higher compared to other supermarkets. 


Most popular supermarket based on Statista Survey
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Customer bargaining power 

       The customer bargaining power is rather high because buyers have multiple options to choose from. In addition to that buyer can easily switch costs. For example, they can purchase similar products at a similar price from its competitors therefore marketing should focus on providing not only low-price adverts but also high-quality products and value. Another strategy is strong connexion with buyers to build consumer loyalty. 


Threats of new entrants 

       LIDL operates in oligopoly market which gives them the advantage of profiting from low level off threats from new entrants. To enter in this industry there is high need for capital. The oligopoly market itself has the characteristics off a high barrier to enter the market and exit. (Economides, 1982). Also, the products are homogeneous and there are a limited number of sellers which makes difficult for new companies to establish themselves on the market. 



Threats of substitutes 

        The existing substitutes of little products makes the competition challenging because of multiple options for the clients can choose from. The threat of substitutes for l Lidl products is high because customers can easily opt for products with the higher quality. At this extent the marketing can come up with offerings that will enhance their experience. 



4. The impact of Covid 19 on LIDL

          Covid -19 caused many disruptions in many industries. On the other hand, as people had to work from home or quarantine, they spend more money on groceries. Tighe mentioned that “Compared to the same period in the previous year sales in the 12-week period ending on the 22nd of March have increased by double digits for Aldi, Iceland, Ocado and Lidl”. Lidl demand for food increased substantial and to keep up with the demand was challenging. As the consumer behaviour are leaning towards ordering food online many companies have introduced possibility to deliver food at home. Despite the growing demand for online orders, Nazir mentioned that “Lidl has all the while remained staunchly opposed to selling groceries online”. (Nazir, 2021) Is this a good strategy to deal with these situations is rather questionable?  

Grocery sales due to Covid-19 Outbreak
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5. Recommendations


        For LIDL to be able to cope with challenges in this period of uncertainty and to increase efficiency in marketing activities. This section provides recommendations for improvement. 

        First, it is recommended to increase the product quality and prepare marketing strategy to increase awareness and products branding to get a competitive advantage.  
Next recommendation is for Lidl to invest in Digital Marketing. It will allow higher ranking along with higher efficiency in term of time and money. It will be easier to reach target audience. Furthermore, it will be beneficial to invest in knowing customers better, their preferences and purchasing behaviour. In addition to what has been mentioned previously, LIDL does not invest into making deliveries which may not be a good tactic as it seems that even if the demand increased it is still suffered loss.
     
  Last but not least, it is advisable to focus on marketing strategy by considering both internal and external factors that impact upon business environment and prepare a plan that will ensure that it covers relevant solutions for unexpected events.  

















6. Conclusion 

          In conclusion marketing among other departments has an important role for LIDL company. After conducting the research, the results show that the key strengths of LIDL marketing include low price strategy which drives high customer satisfaction, usage of various channels of promotion such as radio, magazines, website, LIDL App and creative marketing adds and communication.
 
          However, the weaknesses include pricing issues which means that its strategies may not be ethical due to some criticism towards that. Also, poor strategies to adapt to new trends.  Many LIDL competitors in period of pandemic adapted strategic operations such as online store but LIDL hasn't applied innovative tactics to meet the needs of clients instead the focus was centred on physical stores. 

         Marketing strategies are impacted by internal and external forces which must be considered while planning, designing, and adopting approaches.  PESTLE model gave an insight into political, economic, social, technological, legal, and environmental forces that impact LIDL organisation and marketing. Porter’s five forces on the other hand provided useful information on current rivalry among competitors and how these pressure the need to reinvent marketing tactics. 
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