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[bookmark: _Toc216880254]Chapter 1: Introduction

This chapter introduces the context and purpose of the research. It sets out the background of the topic and explains why it is both relevant and timely in the current business environment. The chapter also outlines the research problem, the aim and objectives, and the key questions that guide the project. Finally, it provides a brief overview of how the rest of the dissertation is structured.
1.1 [bookmark: _Toc216880255]Background of the Research Study

The UK grocery industry has become increasingly competitive in recent years. Rising inflation, changing consumer behaviour and supply chain pressures have created a business environment where traditional pricing models and customer loyalty can no longer be taken for granted. Within this context, discount retailers such as Lidl have emerged as key players, offering a distinct alternative to long established supermarkets by focusing on affordability and operational efficiency.
Lidl UK has experienced steady growth since entering the British market in 1994. Its strategy has been shaped by 2 core elements: cost leadership and focus. Cost leadership refers to a company`s ability to offer products at lower prices than its competitors through operational efficiency, supply chain control and limited overheads. Focus strategy, on the other hand, involves concentrating on a narrow market segment or product offering, often with the aim of serving that segment more effectively than broader competitors. Lidl combines these strategies by targeting price-sensitive customer with a limited but carefully managed range of products.
This combination has allowed Lidl to establish itself as a serious competitor in the UK grocery space, challenging larger players such as Tesco, Sainsbury`s and Asda. Lidl`s approach relies heavily on streamlined logistics, high levels of private-label product penetration and strict control over costs across its operations. Despite offering fewer product lines than its rivals, Lidl has managed to attract a growing customer base by focusing on perceived value, simplicity and efficiency.
The company`s success raises important questions about how these strategic choices contribute to long term competitive advantage. While Lidl`s pricing model clearly appeals to cost conscious consumers, it is less clear how sustainable the strategy is in a market where customer expectations are evolving, and rivals are constantly adapting. Moreover, the role of leadership in maintaining strategic focus and consistency across such a lean and rigid business model deserver close analysis.
This research explore Lidl UK`s competitive positioning through the lens of cost leadership and focus strategy. It uses existing academic theory and real world data to assess how these strategies have contributed to Lidl`s performance in the UK grocery industry. The study aims to understand not only what Lidl is doing but also how and why its approach may offer lasting competitive benefits or face potential risks in a rapidly changing sector.
1.2 [bookmark: _Toc216880256]Rationale and significance of the research

The UK grocery industry plays a central role in the national economy, serving millions of customers daily and contributing to employment, supply chain development and retail innovation. Within this environment, Lidl UK has become a notable case of disruption. Its rapid rise in market share has challenged traditional supermarkets and reshaped consumer expectations around price, quality and value. Understanding how Lidl has achieved this success is essential for business leaders, academics and policy makers interested in competitive strategy, market dynamics and retail leadership.
The rationale for this research lies in the clear strategic difference Lidl presents compared to its competitors. Its focus on low prices, operational simplicity and high private label penetration sets it apart in a market dominated by broad product offerings, loyalty programmes, and more conventional pricing models. Exploring Lidl`s approach through the lens of cost leadership and focus strategy helps shed light on how such models operate in a mature and highly saturated market like the UK.
From a practical perspective, this research offers insights into how discount retailers can maintain competitive advantage despite economic volatility and shifting consumer demands. As inflation and cos of living pressures continue to influence purchasing behaviour, Lidl`s model offers an example on how strategic clarity and cost control can become sources of strength. However, it also presents risks, particularly when customer preferences evolve or when competitors adopt similar tactics.
From an academic standpoint, this study contributes to the literature on competitive strategy, particularly in applying and testing Michael Porter`s theory in a real world context. While cost leadership and focus strategies are widely discussed in theory, there is less research exploring how these strategies are applied in the modern UK grocery environment, and how they relate to strategic leadership decisions within a rapidly expanding discount chain.
This research is important because it draws attention to the link between strategy and performance. It examines how organisational choices made at the leadership level can shape the pricing and product mix, as well as the long term perception and sustainability of a brand. In doing so, it adds to the body of knowledge on strategy execution and helps bridge the gap between theoretical models and actual business practice.
1.3 [bookmark: _Toc216880257]The research problem

The UK grocery industry has seen significant shifts in recent years. These include rising price sensitivity, changes in consumer loyalty, supply chain disruptions and stronger competition from discount retailers. Supermarkets like Tesco, Asda and Sainsbury`s are now being challenged by more cost focused players such as Lidl and Aldi. Among these, Lidl has positioned itself by following a combination of cost leadership and market focus. While this model has contributed to Lidl`s growth, the company now operates in a market that is more crowded and strategically complex than before.
Lidl`s approach is based on offering affordable prices through operational efficiency and a simplified business model. Its focus on private label goods, limited product ranges and consistent store formats reflects a deliberate strategy aimed at minimising waste and maximising value. These choices are shaped by leadership decisions that prioritise scale, consistency and efficiency in everyday operations. However, as more competitors adopt similar low cost tactics, Lidl`s strategy may no longer stand out in the same way, The brand`s ability to maintain a competitive advantage depends not only on pricing, but also on how it responds to changes in consumer expectations and competitive behaviour.
There is also a risk that Lidl`s cost focused model limits its appeal to certain customer segments. Some consumers may prefer more variety, stronger brand recognition, or in store services that Lidl does not currently provide. This creates a tension between cost control and customer satisfaction. Understanding how Lidl balances these priorities is important when considering the sustainability of its competitive position (Cooper and Schindler, 2014).
Previous research on discount retailers has often focused on general trends in the grocery sector or on customer satisfaction as a measure of performance. Less attention has been given to how specific strategic decisions, such as those linked to cost leadership or market focus, are implemented by leadership within individual companies. There is also limited analysis of how these strategies hold up in an industry that is rapidly changing in response to economic uncertainty and consumer behaviour.
The central issue this research addresses is whether Lidl`s cost leadership and market focus strategies are still effective in helping the brand compete in today`s UK grocery industry. It also considers how these strategies are shaped by leadership decisions and what impact they have on Lidl`s ability to stay competitive over time.
1.4 [bookmark: _Toc216880258]Research Aim and Objectives 

A clear research aim sets the foundation for a focused and coherent study. It provides direction, helps define the scope and ensures that the research stays relevant to the issue being examined. In business and management research, objectives must be specific, achievable and directly linked to both the research questions and the chosen methods of analysis (Walliman, 2004). This research adopts a deductive approach, meaning it starts with established theories around cost leadership and focus strategies and applies them to a real world case – Lidl UK. It also takes a pragmatic philosophical stance, allowing the study to explore both practical outcomes and theoretical implications.
Lidl UK operates in a competitive and mature retail sector, where even small shifts in pricing strategy, product range or customer service can influence consumer loyalty and brand performance. The company has grown rapidly in recent years, supported by a business model that focuses on low costs, limited product lines and a zero worry shopping experience. However, as competitors begin to mirror this approach, it is important to examine whether Lidl`s strategy continues to provide a distinct and sustainable advantage. This research aims to analyse how Lidl uses cost leadership and focus strategies to maintain its competitive edge, and how strategic leadership decisions affect the success of these strategies.
Research Aim:
To explore how cost leadership and focus strategies are applied by Lidl UK and to evaluate how these strategies contribute to its competitive advantage in the UK grocery sector.
Research Objectives:
1. To examine how Lidl UK applies cost leadership and focus strategies in its pricing, store format and product offering. 
This objective is essential to understanding the operational side of Lidl`s strategy. It allows for the analysis of how pricing decisions, store layout and product selection reflect the company`s commitment to efficiency and focus. These elements are key indicators of both strategy execution and customer targeting.
2. To evaluate how these strategies influence Lidl`s competitive performance in comparison with other grocery retailers in the UK.
Lidl does not operate in isolation. Its success is tied to how well it performs against competitors like Aldi, Tesco and Sainsbury`s for example. This objective allows for the investigation of Lidl`s market position and customer perception in relation to others in the same space. It helps measure the outcomes of Lidl`s strategic choices in real terms such as market share, pricing differentiation and consumer loyalty.
3. To provide strategic and evidence based recommendations for Lidl UK to enhance its competitive position over the next 12 months, based on the findings of the analysis and current market trends.
This objective aims to translate the research findings into actionable strategies that Lidl UK could adopt to reinforce its competitive position. By aligning insights from cost leadership and focus strategies with current retail dynamics, this objective ensures that the research has a practical impact and offers value to decision makers.
Together, these objective offer a balanced framework for exploring both the strategic mechanics of Lidl`s business model and the broader organisational thinking that supports it. They will guide the thematic of secondary data and ensure that the discussion remains grounded in both academic theory and practical application (Adams, 2014).
1.5 [bookmark: _Toc216880259]Research questions
A well structured set of research questions provides the foundation for a focused and meaningful investigation. Research questions guide the direction of data collection and analysis and they help ensure that the study remains aligned with its objectives. According to Adams (2014), strong research questions should be clear, specific and capable of being answered through the selected methodology. In this study, the questions aim to uncover how Lidl`s strategies operate in practice, how they compare with those of its competitors and how leadership decisions influence outcomes in a competitive market.
Research question 1:
How does Lidl UK implement cost leadership and focus strategies to achieve competitive advantage in the grocery retail industry?
This question is designed to explore the core components of Lidl`s business model and how these reflect key elements of cost leadership and strategic focus. It supports the first research objective and provides a foundation for further thematic analysis.
Research question 2:
What are the impacts of these strategies on Lidl UK`s market performance?
This question connects Lidl`s internal strategy with external outcomes, such as customer loyalty, market share and brand perception. It supports the 2nd objective by encouraging comparative analysis with competitors.
Research question 3:
[bookmark: _Hlk216883296]What strategic recommendations can be proposed to Lidl UK to strengthen its competitive advantage in the near future?
This question seeks to generate insights by evaluation the research findings in light of Lidl UK`s current competitive environment. It addresses the practical application of the study and ensured that the dissertation goes beyond analysis to provide meaningful guidance for future business strategy.
1.6 [bookmark: _Toc216880260]Structure of the Dissertation
This dissertation is structured across five chapters, each contributing to the development of the overall research aim. The structure follows a logical progression from context setting to data analysis and conclusions. This format allows the research to remain focused, while providing space for critical reflection and in depth discussion (Walliman, 2004).
Chapter 1 – Introduction
This chapter sets the foundation for the study by providing the background to the research topic, the rationale for its importance and the specific problem being addressed. It outlines the research aim, objective and questions that guide the investigation.
Chapter 2 – Literature review
The second chapter critically reviews existing literature on cost leadership, focus strategy, competitive advantage and strategic leadership within the retail and grocery sectors. It examines theoretical models and previous research and identifies the gap this study seeks to address.
Chapter 3 – Methodology
This chapter presents the research design and methodological choices using the Research Onion Model (Saunders et al., 2019). It explains the philosophical stance of pragmatism, the use of deductive reasoning and the decision to rely on secondary data. It also details the approach to data analysis, ethical consideration and limitations.
Chapter 4 – Thematic analysis and discussion
Chapter 4 presents the findings of the research through a thematic analysis of secondary sources. The discussion is organised around four main themes, each linked to the research questions. The chapter also includes a cross-theme analysis that connects the findings back to the literature.
Chapter 5 – Recommendations, conclusion and limitations
The final chapter summarises the key findings and discusses their implications for both theory and practice. It offers strategic recommendations for Lidl UK, outlines the limitations of the research and suggests directions for future studies.
[bookmark: _Toc216880261]Chapter 2: Literature review
[bookmark: _Toc216880262]2.1 Introduction
This chapter presents a critical review of the existing literature relevant to cost leadership, focus strategies and strategic leadership in competitive markets. The review examines established theories such as Porter`s Generic Strategies and the Value Chain Model, and explores how these have been applied in prior research across the retail sector. The chapter also identifies empirical studies that have tested these models in real world contexts, helping to uncover both patterns and limitation in the current body of knowledge. 
By defining and explaining key theoretical frameworks and methodological choices, the literature review supports the rationale for the research design presented later in this study. It also leads to the identification of a specific empirical gap, which the research seeks to address through the case of Lidl UK, discussed in chapter 4.
[bookmark: _Toc216880263]2.2 Cost Leadership strategy, concepts and evidence from UK retail
Porter`s Generic Strategies: 
Porter`s Generic Strategies model, developed by Michael Porter in 1980, identifies 3 core approaches organisations can adopt to gain a competitive advantage: cost leadership, differentiation and focus. Each strategy reflects a distinct route to outperform rivals by either minimising costs, offering unique value or targeting a narrow market segment (Porter, 1985). The framework helps companies understand how their strategic positioning affects performance in competitive environments.
Cost leadership is a competitive strategy in which a business aims to become the lowest cost producer in its industry while maintaining acceptable quality levels. According to Porter (1985), this strategy enables firms to reduce prices or improve margins, making it especially effective in price sensitive industries like grocery retail. Achieving cost leadership typically involves high operational efficiency, economies of scale, simplified processes and tight control over overhead costs.
In the UK retail context, several major supermarkets have adopted cost leadership strategies, most notably Aldi. Aldi has positioned itself as a discount retailer by minimising operational complexity, limiting its product lines and sourcing a high percentage of private label goods. According to Burt et al. (2015), this model allows Aldi to significantly reduce inventory costs and pass savings onto customers. Aldi`s success illustrates how leadership, when systematically applied, can reshape competitive dynamics in a mature market.
Tesco, while historically known for a broad differentiation strategy has also integrated cost focused practices in its operations, especially after 2014. After facing strong competition from discount retailers, Tesco introduced a range of cost cutting measures and operational reforms to regain competitiveness. Hughes and Loopstra (2020) explain that Tesco adopted a simplified product range, reduced waste and introduced loyalty driven pricing models to align with evolving consumer expectations in a value driven economy.
Sainsbury`s offers another example of partial cost leadership adaptation. While still perceived as a mid tier brand, it launched campaigns such as “Price Lock” and budget lines like “Stamford Street Co.” to compete with discounters on essential goods. Research by Smith and Sparks (2019) highlights that Sainsbury`s operational restructuring and pricing strategy aimed to balance cost efficiency with customer satisfaction.
Cost leadership in the UK retail sector often combines digital innovation, supply chain streamlining and employee productivity schemes. However, researchers caution that cost reduction strategies must not compromise service or product quality. As Parmenter (2016) notes, cost leadership may damage brand perception if customers associate low price with low value. Therefore, a key challenge in cost based strategies lies in aligning internal efficiency with external brand trust.
[bookmark: _Toc216880264]2.3 Focus Strategy: Strategic positioning in niche markets
Focus strategy, as introduced by Porter (1985), refers to a company`s decision to concentrate on a narrow segment. Instead of competing across the entire market, businesses pursuing a focus strategy tailor their offerings to the specific needs of a clearly defined group of customers. This can be achieved through either cost focus, where firms offer low prices within the niche or differentiation focus, where they emphasise unique product attributes or service quality.
In the UK grocery sector, the use of focus strategies is evident in discounters like Aldi which has carved out a distinctive position by concentrating on budget conscious consumers. Aldi`s approach reflects a cost focus by limiting product variety, favouring private label goods and maintaining a no frills shopping experience. This approach has enabled it to target a price sensitive demographic more efficiently than broader supermarkets such as Tesco or Asda (Burt, Johansson and Dawson, 2016).
Sainsbury`s, while traditionally positioned as a mid market player, has also introduced focus elements in recent years to counter discount competitors. For example, the introduction of limited range value brands such as Stamford Street Co. and tighter supply chain controls have been strategic responses aimed at selectively addressing budget oriented customer segments (Ryding and Campaniolo, 2014). Although Sainsbury`s maintains a broader product range and brand positioning, these adaptations indicate an attempt to introduce focus elements in parts of its portfolio.
While focus strategies can create competitive advantages through specialisation, the literature also warns of limitations. Obitz (2009) highlights that focused businesses may struggle to expand into adjacent segments without diluting their value proposition. Moreover, if the target niche evolves or shrinks due to economic shifts, the entire business model may become vulnerable. These risks make continuous environmental scanning and strategic agility essential when applying a focus strategy in dynamic markets like UK grocery retail.
The empirical evidence suggests that successful focus strategies in this sector are closely tied to consistent brand messaging, operational simplicity and a clear understanding of consumer values. This makes focus positioning a pricing mechanism and a holistic organisational choice that shapes product sourcing, marketing and customer experience design. 
[bookmark: _Toc216880265]2.4 Strategic Leadership and Competitive Advantage

Strategic leadership refers to the ability of senior managers and executives to influence organisational direction, implement vision led change and maintain competitiveness in a dynamic environment. According to Ireland and Hitt (2005), strategic leadership involves decision making at the top level, as well as aligning the entire organisation behind a common purpose. In the context of retail, where margins are often slim and competition is intense, effective leadership becomes crucial to sustaining market relevance.
Within the UK grocery industry, strategic leadership has played a significant role in shaping competitive advantage. Khan (2012) carried out a multi year empirical study examining how executives at leading UK retailers, including Tesco and Sainsbury`s, guided their business through pricing pressures, economic downturns and shifting customer behaviours. The research showed that successful leadership was closely tied to clear strategic planning, organisational culture and a capacity to adapt quickly to market conditions (Khan, 2012).
One of the key leadership challenges in retail is navigating between operational efficiency and long term innovation. Harris and Ogbonna (2001) observed that in competitive UK food retailing, leadership decisions regarding store layout, employee incentives and technological integration had a direct impact on market share and customer retention. This aligns with the view of Athanassopoulos (2003), who showed that companies with superior leadership and strategy alignment consistently outperformed their peers in frontier benchmarking models within the UK grocery sector.
Empirical evidence from Yadav (2015) supports the idea that leadership is most effective when it embraces long term performance metrics rather than short term gains. Yadav`s longitudinal study of the UK grocery industry found that companies that adopted stable yet forward thinking leadership approaches experienced greater resilience in times of market turbulence. These findings highlight the strategic importance of leadership in sustaining competitive advantage beyond product pricing or promotion alone.
Additionally, strategic leadership in the UK grocery context often entails guiding firms through structural change. For example, Curto (1998) found that Sainsbury`s leadership struggled with internal fragmentation during key strategic transitions, whereas Aldi`s focused leadership style enabled it to maintain consistency across markets. The ability to lead during periods of transformation emerged as a key differentiator in securing competitive outcomes.
While operational and tactical leadership is important, the literature consistently shows that strategic leadership, the alignment of long term vision with action, is central to developing and sustaining competitive advantage in a crowded retail environment.
[bookmark: _Toc216880266]2.5 Porter`s value chain in UK grocery retail

Porter`s value chain model, first introduced in Competitive Advantage (1985), provides a framework for analysing how value is added at each stage of a business`s internal operations. The model separates activities into primary functions such as inbound logistics, operations, marketing and service, and support activities like technology development and human resources. Its purpose is to help firms identify areas where cost can be reduced or value can be enhanced to improve competitive advantage (Porter, 1985).
In the context of the UK grocery sector, the value chain has been widely used to explain how discount retailers like Aldi have applied cost leadership within the value chain by simplifying product lines, centralising distribution and maintaining supplier relationships based on volume rather than brand diversity. This approach allows operational efficiency to drive down costs, particularly in inbound logistics and inventory control.
Emilian and Jonsson (2018) similarly explored the value chain across UK based discounters and noted that success in low margin environments depends heavily on integrated supply chain management. By optimising internal logistics and reducing the complexity of stock handling, these companies minimise waste and boost turnover rates. The study also observed that grocery retailers adopting this model often rely on private label goods to gain greater control over production, a tactic aligned with the procurement function in the value chain.
From a broader perspective, Obitz (2009) highlighted that UK supermarkets implement differentiation strategies within the value chain through services, store atmosphere and customer experience. Tesco, for instance, enhances its after sales value by offering flexible delivery, loyalty schemes and online services, while also investing in staff training. This suggests that while cost leadership dominates in the discount segment, larger retailers use differentiation along the value chain to remain competitive.
Keogh (2016) applied Porter`s model to analyse corporate social responsibility (CSR) practices within UK supermarkets. The research revealed that sustainability initiatives often sit within the procurement and operations stages of the value chain. For example, waste reduction, ethical sourcing and environmental packaging policies are framed as part of value added internal activities that also support the company`s strategic image.
These applications confirm the value chain as a robust tool for dissecting the strategic logic behind competitive positioning. Whether applied for cost efficiency or differentiation, it enables UK grocery retailers to align structure and strategy in an increasingly price sensitive market.
[bookmark: _Toc216880267]2.6 Summary of literature and link to research questions

This literature review has explored the key theoretical foundations of cost leadership and focus strategies, as originally proposed by Porter (1985), and their application across the UK grocery sector. The reviewed studies provide strong support for the idea that a competitive advantage can be achieved when companies align internal processes with a clear strategic direction (Orbitz, 2009). The role of the value chain in operationalising these strategies has also been shown to be significant, especially in cost sensitive industries such as grocery retail.
The discussion also highlighted the growing role of strategic leadership in supporting and sustaining these strategies, with empirical research suggesting that leadership vision, resource alignment and decision making significantly influence strategic performance outcomes (Khan, 2012). However, while the UK grocery sector is rich with research on competitive strategies and operational performance, most studies have either focused on major retailers such as Tesco or Sainsbury`s or on generic strategic practices across discount retailers. Few studies have specifically explored the combined impact of cost leadership and focus strategy on competitive advantage in the context of Lidl UK, a fast growing discount retailer with an unconventional market position.
This leads to the identification of a clear empirical gap: although Lidl`s business model is widely discussed in market commentary and practitioner reports, there is limited academic research that uses secondary data to systematically analyse Lidl`s strategic position in the UK through the lens of Porter`s frameworks. In particular, no existing study was found that examines how Lidl combines cost leadership with focus strategy to gain a competitive edge, while also considering the role of leadership in executing and sustaining this hybrid approach.
This dissertation contributes to filling that gap by offering a case based synthesis of Lidl UK`s strategic practices using only secondary data, guided by academic frameworks such as Porter`s generic strategies and value chain model. The analysis will be based on structured thematic interpretation of corporate reports, industry publications and academic commentary.
Accordingly, the research questions this study aims to answer are:
· How does Lidl UK implement cost leadership and focus strategies to create competitive advantage in the UK grocery market?
· What are the impacts of these strategies on Lidl UK`s market performance?
· What strategic recommendations can be proposed to Lidl UK to strengthen its competitive advantage in the near future?

These questions allow the study to remain within an academic framework while addressing a gap in the available literature through a case study approach that relies solely on publicly available secondary data.
[bookmark: _Toc216880268]2.7 Conceptual framework
A conceptual framework serves as a visual and analytical tool to guide the direction of this research. It maps out the theoretical relationships between the variables discussed in the literature review and the research questions posed in this study.
This conceptual framework brings together the key constructs explored throughout the literature review. It visually represents the relationships between Lidl UK`s strategic approaches and its ability to sustain competitive advantage in the UK grocery sector.
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Strategic leadership
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Focus strategy










Source: own creation
The framework is based on 3 central drivers:
1. Cost leadership strategy 
Lidl`s consistent effort to reduce operational costs through efficient sourcing, limited product range and simplified processes contributes directly to operational efficiency.
2. Focus strategy
Lidl targets a specific customer segment (value conscious consumers) and shapes its offerings to meet the preferences of that group. This influences how customers perceive the brand in terms of affordability, relevance and trust.
3. Strategic leadership
Leadership provides the decision making structure and organisational vision that aligns Lidl`s operations with its long term goals. It plays a dual role by supporting both internal efficiencies and shaping external brand perception.
These 3 components interact to influence 2 intermediate outcomes:
· Operational efficiency
· Customer perception
Both, in turn, contribute to the company`s Competitive Advantage, which is the outcome this dissertation seeks to better understand and evaluate.

[bookmark: _Toc216880269]Chapter 3: Methodology
3.1 [bookmark: _Toc216880270]Introduction
This chapter outlines the methodological approach taken to answer the research questions introduced in Chapter 1. The study investigates the impact of cost leadership and focus strategy on competitive advantage in the UK grocery industry, using Lidl UK as the case organisation. In line with the research aims, the chapter explains the research philosophy, approach, design, data collection method and analysis technique, as guided by the Research Onion framework developed by Saunders et al. (2019). The selection of these methods reflects the need to interpret existing data in a structured and critical way, without primary data collection.
3.1.1 [bookmark: _Toc216880271]The Research Onion Model
The Research Onion Model, developed by Saunders, Lewis and Thornhill (2019), offers a structured framework to guide the design of a research methodology. It presents a series of concentric layers, each representing a key component in the research process, from philosophical assumptions to data collection techniques. This layered approach allows researchers to make coherent and justified methodological decisions that align with the purpose of the study.





[image: ]

Source: https://15writers.com/research-onion/

The 6 layers of the research onion are:
1. Research philosophy: the outermost layer defines the researcher`s view of the world and knowledge (positivism, interpretivism, pragmatism).
2. Research approach: this refers to whether the research is deductive (theory testing) or inductive (theory building).
3. Methodological choice: this involves selecting between qualitative, quantitative or mixed methods.
4. Research strategy: this layer includes designs like case studies, experiments, surveys or ethnography.
5. Time horizon: researchers choose between cross-sectional (single point in time) or longitudinal (over a period).
6. Data collection and analysis: the innermost layer deals with the actual methods of gathering and analysing data.
This dissertation applies the Research onion to ensure that each methodological decision is interconnected, logical and consistent with the research aim.
3.2 [bookmark: _Toc216880272]Research philosophy
There are 3 philosophies:
Positivism assumes that knowledge is objective and measurable, often using quantitative tools and hypothesis testing (Cohen et al., 2018). It is best suited for natural sciences and structured social research.
Interpretivism, by contrast, views knowledge as subjective and socially constructed. This philosophy emphasises qualitative insights, often through interviews or observations (Crowther, 2008).
Pragmatism is more flexible. It recognises that both objectives and subjective knowledge can be useful, depending on the research question. Pragmatism values practical outcomes and problem solving, making it suitable for mixed or secondary data approaches (Saunders et al., 2019).
This research adopts a pragmatic philosophy, as it allows the combination of qualitative interpretation and structured secondary data without being bound by rigid epistemological boundaries. Given the practical nature of Lidl`s strategies and the goal to generate actionable recommendations, pragmatism is the most appropriate stance.
3.3 [bookmark: _Toc216880273]Research approach
There are 2 main reasoning approaches:
· Inductive reasoning develops theories from observations or patterns. It is commonly used in exploratory qualitative research.
· Deductive reasoning starts with existing theory and tests it against data to confirm or refine understanding.
This dissertation uses a deductive approach, beginning with Porter`s generic strategies and testing their relevance and application to Lidl UK through secondary data analysis. This method allows for theoretical alignment and systematic analysis based on real world strategic trends.
3.4 [bookmark: _Toc216880274]Methodological choice
Methodological choice refers to whether the research will be qualitative, quantitative or a combination of both (mixed methods).
· Qualitative research explores meaning, understanding and experience through non numerical data.
· Quantitative research focuses on numerical data and statistical analysis.
· Mixed methods combine bot approaches to gain a fuller understanding of the topic
This study adopts a qualitative dominant mixed method approach, using thematic analysis of textual secondary sources, supported by basic quantitative summaries (e.g. market share data, store numbers). This combination allows for both strategic insight and empirical support, aligning with the pragmatic philosophy and the case study design.
3.5 [bookmark: _Toc216880275]Data collection method
Primary data refers to information collected directly by the researcher, such as through interviews, surveys or focus groups. These methods allow for deep, contextual insight but can be time consuming and raise ethical considerations (Adams, 2014). Collection must follow strict protocols to protect participants and ensure credibility.
Secondary data, on the other hand, involves using existing information such as academic journals, company reports, industry data or media content. It is cost effective, easily accessible and particularly suitable for case study research when reliable public data is available (Walliman, 2004).
In this research, only secondary data was used for several reasons:
· High quality secondary data was available from Lidl`s corporate site, IGD, Statista and academic databases.
· The nature of the topic, which is based on business strategy and company performance, makes it appropriate to use structured, public facing sources rather than personal opinions.
Secondary data used in this study include:
· Lidl UK press releases
· Statista and Kantar market reports
· YouGov brand data
· Academic literature on strategic management and cost leadership
· Industry news articles
Also, secondary sources allow for triangulation, comparing insights from multiple perspectives, which strengthens the validity of the analysis (Walliman, 2004).
3.6 [bookmark: _Toc216880276]Data analysis technique: thematic analysis
A thematic analysis will be used to identify patterns across the data. This qualitative method involves coding data and grouping it under themes that align with the conceptual framework. For example, documents discussing Lidl`s pricing model, product focus or operational efficiency will be categorised under “cost leadership” or “focus strategy”. The results will be structured into 4 key themes and one cross theme discussion in chapter 4.
Some quantitative summaries, such as Lidl`s market share growth or cost comparisons may be integrated descriptively, although no formal statistical analysis will be conducted.
3.7 [bookmark: _Toc216880277]Sampling strategy
As this research uses only publicly available secondary data, it does not use traditional sampling methods like random or stratified sampling. However, purposive selection was applied in choosing only credible, relevant and recent sources. This includes Lidl UK corporate publications, government data, peer-reviewed academic work and reputable business press articles. Selection criteria involved data alignment with the research themes and consistency across multiple sources.
3.8 [bookmark: _Toc216880278]Research ethics
This study does not involve human participants, interviews or surveys. Therefore, ethical concerns related to informed consent, privacy or harm to individuals are avoided. All data sources are publicly accessible and properly cited to maintain academic integrity and avoid plagiarism. The project adheres to the ethical guidelines of secondary data use as recommended by institutional research standards and follows GDPR compliance.
3.9 [bookmark: _Toc216880279]Limitations of methodology
Despite its strengths, secondary data analysis has limitations. First, the researcher has no control over how the original data was collected, which may influence accuracy or relevance. Second, data on Lidl`s internal strategy may be limited or selectively disclosed. Finally, the absence of primary data prevents the gathering of current consumer perceptions or employee insights that might enrich the analysis. These limitations are acknowledged and mitigated by triangulating multiple credible sources and remaining critically aware of potential biases (Cooper and Schindler, 2014).
[bookmark: _Toc216880280]3.10 Summary
This chapter has outlined the methodological framework of the research using the research onion model. The study follows a pragmatic philosophy, a deductive approach and uses secondary data analysed through thematic analysis within a case study design. 
The next chapter will present the findings of the analysis based on the themes identified in the literature and conceptual framework.
[bookmark: _Toc216880281]Chapter 4: Results and Discussion
[bookmark: _Toc216880282]4.1 Introduction
This chapter presents and discusses the research findings relating to the strategic positioning of Lidl UK, with particular emphasis on the role of cost leadership and focus strategies in shaping its competitive advantage. The analysis is grounded in secondary data, which includes industry reports, market analytics, corporate press releases, customer sentiment data and existing academic literature. All findings were organised and interpreted through a thematic analysis framework to identify patterns and strategic insights.
To maintain methodological rigour, the thematic analysis was constructed according to Braun and Clarke`s (2006) six phase model. This model, originally developed for qualitative data, has also been adapted for use in secondary data research, especially when working with textual materials such as corporate reports and market studies. The 6 steps include familiarisation with the data, generation of initial codes, searching for themes, defining and naming themes and producing the final analysis.
The analysis began by reviewing multiple types of secondary sources, including Lidl`s official corporate communications, market analysis platforms such as Statista, IGD and Kantar, and public sentiment data from sources like YouGov and Trustpilot. These sources offered varied perspectives on Lidl`s operational approach, pricing model, market expansion and consumer reputation.
Initial coding was applied during the review of documents, where repeated strategic elements were identified, such as cost saving mechanisms, private label dominance, geographic targeting and value driven branding. Codes were clustered based on similarity and thematic relevance. As the review expanded, 4 overarching themes emerged across the data:
1. Cost efficiency and operational simplicity
2. Private label and pricing strategy
3. Market penetration and geographic reach
4. Brand perception and customer experience

	Theme
	Source examples
	Key findings

	1. Cost efficiency and operational simplicity
	Lidl Annual Reports, IGD retail analysis, Mintel reports
	Lidl`s direct sourcing and low overheads reduce operational costs, supporting its cost leadership position

	2. Private label and pricing strategy
	Kantar grocery market share reports, Lidl UK press centre
	Lidl relies heavily on private label products, offering quality at lower prices with fewer SKUs to control logistics costs

	3. Market penetration and geographic reach
	Statista store expansion data, Nielsen UK retail studies
	Lidl strategically opens stores in suburban and underserved locations to capture a price sensitive customer base

	4. Brand perception and customer experience
	YouGov Brand Index, Retail Gazette articles
	Lidl is increasingly associated with value and quality, appealing to middle income shoppers and gaining loyalty.



These themes were selected due to their recurrence across multiple datasets and their relevance to both theoretical models and real-world performance. Each theme reflects a strategic element central to Lidl UK`s positioning in the UK grocery market and directly relates to Porter`s cost leadership and focus strategies. The themes were reviewed to ensure conceptual clarity, mutual exclusivity and alignment with the research questions.
The following sections explore each theme individually, integrating qualitative insights with quantitative summaries. These are then critically discussed in relation to the academic literature and the strategic models presented earlier in the dissertation. The chapter concludes with a synthesis of key findings and a reflection on their implications.
4.2 [bookmark: _Toc216880283]Theme 1: Cost efficiency and operational simplicity 
One of the most prominent themes to emerge from the secondary data was Lidl`s strategic commitment to cost efficiency and operational simplicity. This approach is a defining component of Porter`s cost leadership strategy, where companies aim to achieve competitive advantage through minimal costs across the value chain while maintaining acceptable levels of quality (Porter, 1985). Lidl`s execution of this strategy is evident across its supply chain, store formats and internal logistics systems, allowing it to offer lower prices while protecting margins.
Lidl operates with a highly centralised and integrated supply chain that significantly reduces overhead costs. According to Helmold (2022), Lidl follows a performance driven approach to supply chain management, focusing on lean processes, vertical integration and automated inventory systems. These practices limit waste, reduce lead times and create economies of scale, particularly in procurement and distribution. Lidl`s emphasis on a “no frills” operational model, such as uniform store layouts, limited stock keeping units (SKUs) and reduced staffing levels, enables further cost containment (Zikos, 2021). This operational simplicity reduces complexity at every level, improving consistency and lowering training costs, which in turn supports fast scalability.
The retailer`s warehouse and logistics systems are also optimised for efficiency. Lidl leverages cross docking strategies and streamlined routing, allowing for quicker product turnover and lower storage costs. According to Stefanov (2006), the emphasis on internal distribution and minimising 3rd party dependencies contributes to the brand`s consistent supply efficiency. Lidl also benefits from strong supplier relationships based on volume commitments and long term contracts, further enabling predictable cost structures. These elements fit closely with Porter`s value chain model, particularly in the areas of inbound logistics and procurement, where Lidl creates substantial value by minimising cost leakages without compromising service delivery.
Secondary data reveals that Lidl consistently ranks among the most efficient UK grocery retailers in terms of cost structure. A comparative analysis by Yu and Ramanathan (2008) found that discount retailers like Lidl outperformed their full service competitors in terms of efficiency scores, primarily due to streamlined operations and limited product lines. This finding is reinforced by market insights from IGD (2023), which note that Lidl`s centralised buying system and simplified store infrastructure directly contribute to cost savings. These savings are passed on to customers through lower retail prices, which reinforces Lidl`s market position among price sensitive consumers.
Lidl`s choice to limit its product range to approximatively 2000 SKUs, significantly lower than competitors like Tesco or Sainsbury`s, which offer 20000 to 40000 SKUs, is a deliberate operational decision designed to reduce supply chain complexity. Emilian and Jonsson (2018) argue that such SKU rationalisation enhances forecasting accuracy, lowers inventory carrying costs and enables faster shelf replenishment. From a strategic perspective, this contributes to Lidl`s competitive advantage by ensuring consistent availability of core products at the lowest possible cost.
The cost efficiency strategy is also visible in Lidl`s in store practices. The layout is intentionally minimalistic, with pallet based product displays that save on shelving and labour costs. Automated checkout systems, minimal in store marketing and bulk merchandising further enhance cost reductions (Helmold, 2022). This lean store concept complements the back end efficiency of the supply chain, producing a tightly coordinated system aligned with Lidl`s low price market promise.
These operational efficiencies support Lidl`s ability to compete in a saturated and highly competitive UK grocery market. In recent years, the company has been able to increase its market share despite economic uncertainty and inflationary pressures, largely because its business model is designed to operate profitably at lower price points (Ozbun, 2025). This aligns closely with the cost leadership strategy described by Porter (1985), where businesses use structural advantages to outperform competitors on price. 
4.3 [bookmark: _Toc216880284]Theme 2: Private label and pricing strategy
A critical theme that emerged from the secondary data analysis is Lidl UK`s heavy reliance on private label products and low pricing tactics as central components of its strategic positioning. This approach strongly aligns with Porter`s cost leadership and focus strategies, where firms seek either to minimise costs across the board or to cater to specific market segments through a narrow and well defined product offering (Porter, 1985). Lidl leverages its private label dominance to sustain low prices, enhance brand control and differentiate itself in the highly competitive UK grocery market.
Private labels (also referred to as store brands or own label products) are products that are manufactured and sold under a retailer`s own brand name, rather than a manufacturer`s brand. These have become increasingly sophisticated over time, evolving from basic budget lines to premium, organic and niche product categories. according to Gielens et al. (2021), modern private label strategies are no longer based solely on price advantages but are also designed to build consumer trust, quality perception and retailer loyalty. Lidl`s UK operations reflect this evolution. The company offers an extensive range of private label products across multiple tiers, including entry level everyday items and higher end labels such as the “Deluxe” range.
By controlling its own product lines, Lidl is able to bypass the brand premiums associated with manufacturer branded goods, significantly lowering its cost base. This control extends to packaging, pricing, sourcing and supply chain coordination, enabling consistent delivery of value to consumer. Kumar (2017) argues that this level of vertical integration allows discounters to operate with higher margins despite offering lower retail prices. Lidl`s private label system thus supports both its cost leadership by reducing procurement and branding costs and its focus strategy by targeting value seeking and quality conscious consumers.
The pricing strategy adopted by Lidl is deliberately aggressive. The brand continually benchmarks its prices against major UK grocery retailers, using price comparison campaigns and tactical discounts to reinforce its value position. According to Franjkovic et al. (2018), Lidl applies psychological pricing, multi buy promotions and loss leader pricing to attract price sensitive shoppers and drive store traffic. This pricing approach is not random but part of a calculated strategic process. It ensures that Lidl`s pricing remains aligned with the expectations of its core demographic, customers who are highly responsive to perceived value and affordability.
Secondary data also shows that Lidl`s pricing model benefits from economies of scale achieved through standardised product assortments. With approximately 80-90  percent of its product offering composed of private label items, Lidl reduces reliance on external brad negotiations and avoids the overhead costs associated with maintaining a wide SKU range. Emilian and Jonsson (2018) found that Lidl`s simplified product mix allows for efficient shelf stocking, reduces labour time and improves supplier negotiations, which in turn translates into lower shelf prices. In a saturated grocery market where thin margins are the norm, this model provides Lidl with a significant competitive advantage.
Market data supports the effectiveness of Lidl`s private label and pricing strategy. According to a recent report by Kantar (2023), Lidl`s market share in the UK has steadily grown year on year, largely driven by consumer perception of value and consistent quality. Trustpilot reviews also frequently highlight the affordability and quality of Lidl`s own brand products, reinforcing the idea that its brand equity is closely tied to its private label strength.
4.4 [bookmark: _Toc216880285]Theme 3: Market penetration and geographic reach
The 3rd theme that emerged from the secondary data analysis is Lidl`s market penetration strategy in the UK grocery sector through focused regional expansion. This theme aligns with the broader implications of cost leadership and focus strategy, where Lidl has deliberately scaled its operations within the UK to increase accessibility and brand awareness, all while maintaining cost efficiency and operational consistency. Rather than seeking product diversification or major strategic alliances, Lidl`s growth strategy has been largely anchored in physical expansion with an emphasis on reaching under served areas and consolidating market share in existing regions.
The concept of market penetration, in the context of competitive strategy, involves increasing a company`s share within existing marks through tactics such as pricing, promotional activities or expansion of physical presence. In Lidl`s case, the expansion of store numbers, particularly into suburban and urban regions of the UK, represents a deliberate strategy to increase brand presence while benefiting from economies of scale. According to Wood and McCarthy (2014), discount retailers like Lidl have engaged in what is known as the “race for space”, rapidly acquiring store locations to maximise visibility and convenience for their target demographic.
Between 2015 and 2023, Lidl UK has opened over 300 new stores, with a strategic focus on major urban centres as well as regional market gaps where traditional grocers like Sainsbury`s or Tesco have weaker penetration. This method of expansion aligns with Thompson et al. (2012), who highlight the competitive advantage created by deep discount retailers when they target low income or underserved areas. By maintaining a highly standardised store model and tight supply chain integration, Lidl can roll out new locations without significant variation in operational cost, preserving the financial benefits of its cost leadership approach.
Lidl`s real estate strategy is a key component of this theme. The company invests in carefully selected store locations based on access to footfall, parking facilities and proximity to residential areas. These criteria allow Lidl to attract value conscious shoppers, particularly families and budget restricted households, who prioritise affordability and convenience. Colla (2003) notes that successful international discounters adapt their expansion tactics to local conditions without sacrificing brand coherence, a strategy Lidl has followed in its UK operations.
The expansion is also supported by consistent capital investment. According to corporate press releases from Lidl UK (2023), the company pledged to invest £1.3 billion in its UK operations over a 2 year period, focused largely on store expansion, warehouse capacity and logistical efficiency. This investment supports Lidl`s long term growth strategy and positions it to serve a broader segment of the population without deviating from its price focused value proposition. The growth in physical footprint contributes to greater purchasing power and logistical streamlining, allowing Lidl to negotiate better terms with suppliers and reduce per unit distribution costs.
4.5 [bookmark: _Toc216880286]Theme 4: Brand perception and customer experience
In the competitive grocery retail landscape, brand perception and customer experience have become increasingly pivotal in determining a firm`s market standing. For discount retailers like Lidl, establishing a positive customer experience is integral to maintaining customer loyalty and achieving differentiation through a focus strategy.
Secondary sources consistently highlight Lidl`s success in shaping consumer perceptions through brand focused initiatives. For instance, research has explored how the alignment between online and in store experiences influences brand equity, revealing that Lidl`s emphasis on consistency across platforms supports strong brand identification (Nawrot, 2021). Lidl`s ability to maintain a coherent customer journey enhances brand reliability and strengthens emotional connections with consumers.
A critical factor contributing to Lidl`s brand perception is its deliberate effort to shift away from the traditional image of a low cost, low quality discounter. Studies show that Lidl UK has invested heavily in customer focused strategies, including redesigned store formats, improved product presentation and promotional campaigns that highlight quality and value (Ryding and Campaniolo, 2014). These elements have redefined how consumers view the brand, resulting in elevated perceptions of value for money without compromising on perceived product quality.
Lidl has managed to generate brand loyalty by fostering trust and customer satisfaction through simplicity, efficiency and price transparency (Leite et al., 2024). These features are aligned with cost leadership and resonate with Lidl`s focus strategy by catering to specific segments who value functional excellence over indulgent experiences.
4.6 [bookmark: _Toc216880287]Cross-theme discussion and link to literature
The thematic analysis of secondary data revealed four interconnected themes that explain how Lidl UK sustains a competitive advantage in the grocery retail sector: cost efficiency and operational simplicity, private label and pricing strategy, market penetration and geographic reach, and brand perception and customer experience. When analysed together, these themes demonstrate how Lidl`s dual implementation of cost leadership and focus strategy reinforces its position as a prominent discount retailer in the UK. This section links the themes to the relevant academic literature discussed in chapter 2, supporting both the conceptual framework and research objectives.
The first theme, cost efficiency and operational simplicity, aligns closely with Michael Porter`s cost leadership strategy (Porter, 1985). Lidl reduces operational complexity by limiting its product range, optimising supply chain logistics and applying a no frills store design that maximises efficiency. The literature supports this approach as a reliable means of cost control in discount retail (Grewal et al., 2011), while the work of Fernie and Sparks (2009) highlights how operational simplicity, particularly in supply chain standardisation, enables retailers to maintain price competitiveness. This theme confirms that Lidl`s internal processes serve as strategic assets that reduce unnecessary costs while enhancing reliability.
The second theme, private label and pricing strategy, builds upon Lidl`s ability to control pricing without relying on manufacturer brands. The dominance of private labels allows Lidl to negotiate favourable supply contracts, manage quality and implement uniform pricing strategies across all stores. This is consistent with Gielens et al. (2021), who argue that private labels improve margins and foster brand loyalty when consistently aligned with consumer expectations. Academic studies such as Kumar (2007) further suggest that private labels support retailers ability to maintain pricing power while reinforcing brand identity, particularly in competitive low margin sectors like grocery retail.
The third theme, market penetration and geographic reach, reflects Lidl`s ongoing efforts to increase store density in both urban and semi urban regions of the UK. By targeting underserved locations and maintaining a consistent store model, Lidl leverages geographic expansion as a strategic growth tool. As noted by Thompson et al. (2012), physical expansion is a viable means of market penetration for discount retailers, enabling access to broader consumer bases without significantly increasing operational costs. Colla (2003) similarly emphasises the importance of controlled international expansion in reinforcing cost leadership, particularly  when new locations replicate a centralised supply chain and streamlined operations. Lidl`s store rollout strategy strengthens its national presence and contributes to economies of scale.
The fourth theme, brand perception and customer experience, provides a more nuanced dimension of Lidl`s strategy. Although cost is central to Lidl`s proposition, its recent initiatives have focused on improving store aesthetics, enhancing service delivery and aligning digital and in store experiences. These efforts are consistent with the findings of Nawrot (2021), who concluded that consistent brand experience across platforms significantly improves brand equity in discount retail. Shaikh et al. (2018) also identify that emotional engagement and perceived value influence customer retention, even among budget conscious consumers. Lidl`s investment in improving customer experience while retaining price competitiveness illustrates a strategic balance between operational rigour and emotional branding.
Collectively, the four themes reinforce Lidl`s commitment to maintaining competitive advantage through an integrated strategy. Cost efficiency provides the operational backbone; private labels ensure control over pricing and branding; geographic reach increases accessibility; customer experience fosters brand loyalty. This reflects a hybrid application of cost leadership and focus strategy, where Lidl targets a specific market segment but does so at scale, using uniform internal practices to ensure consistency and profitability.
The integration of these themes with established academic frameworks, including Porter`s generic strategies and retail branding models, confirms that Lidl`s competitive advantage is multifaceted. The themes were derived through a rigorous thematic analysis of credible secondary sources, including academic literature, industry reports, corporate disclosures and market reviews. Their recurrence across independent publications and contexts validates their relevance to Lidl`s performance and strategic positioning.
[bookmark: _Toc216880288]Chapter 5: Recommendations, Conclusion and Limitations
[bookmark: _Toc216880289]5.1 Introduction
This chapter synthesises the themes that emerged from the secondary data analysis with the theoretical models and literature reviewed in Chapter 2. The discussion revisits the research aim, to explore the impact of cost leadership and focus strategies on competitive advantage in the UK grocery sector with Lidl UK as a case study, and evaluates the extent to which the findings provide answers to the research questions.
[bookmark: _Toc216880290]5.2 Addressing the research objectives and questions
Objective 1: To examine how Lidl UK applies cost leadership and focus strategies in its pricing, store format and product offering.
This objective was addressed through thematic analysis, particularly within Themes 1 and 2. Lidl UK`s cost leadership strategy is evident in its simplified store layouts, lean staffing models, centralised supply chains, and limited product ranges. These operational choices enable cost savings that are passed onto customers. Furthermore, Lidl`s focus strategy is reflected in its commitment to catering for value oriented customers by providing essential products with consistent quality under its private label lines.
Research question 1: How does Lidl UK implement cost leadership and focus strategies to achieve competitive advantage in the grocery retail industry?
The research found that Lidl`s dual focus on operational efficiency and customer value positions it strongly within the UK grocery sector. By offering consistent quality at competitive prices and avoiding unnecessary frills, Lidl maintains a competitive cost base while appealing to a specific market segment.
Objective 2: To evaluate how these strategies influence Lidl`s competitive performance in comparison with other grocery retailers in the UK.
Themes 3 and 4 explored Lidl`s market performance through the lenses of market penetration and brand perception. Lidl`s consistent store expansion strategy and high customer satisfaction scores underline the effectiveness of its strategic approach. While competitors like Aldi and Tesco invest in wider assortments or loyalty schemes, Lidl remains disciplined in its cost and focus model, which has translated into rising market share and consumer trust in a highly saturated and competitive environment.
Research question 2 : What are the impacts of these strategies on Lidl UK`s market performance?
The secondary data showed Lidl has steadily increased market share and store presence across the UK while maintaining profitability. Its strategic alignment ensures cost efficiency is not achieved at the expense of customer experience. Lidl has positioned itself as a trusted discounter, reinforcing consumer loyalty and setting itself apart from both premium and mainstream competitors.
Objective 3: To provide strategic and evidence based recommendations for Lidl UK to enhance its competitive position over the next 12 months, based on the findings of the analysis and current market trends.
The third objective was approached through the synthesis of all four themes, identifying Lidl`s existing strengths and potential areas for refinement and enhancement. The recommendations are informed by Lidl`s present market position, brand strategy and operational model, as well as comparative insights from the broader grocery retail environment.
Research question 3: What strategic recommendations can be proposed to Lidl UK to strengthen its competitive advantage in the near future?
The findings point to several practical steps Lidl can take to further solidify its market presence. These are outline in the next section.
[bookmark: _Toc216880291]5.3 Strategic recommendations for Lidl UK
Based on the analysis, the following recommendations are made for Lidl UK to sustain and improve its competitive advantage over the next 12 months:
1. Expand product variety without compromising simplicity
While Lidl`s limited assortment supports operational simplicity, a slightly broader range, especially in high demand categories such as plant based, gluten free or sustainable good, could appeal to emerging customer needs without diluting the brand`s low cost position.
2. Enhance digital engagement and online visibility
Given the increasing consumer shift to digital platforms for information and engagement, Lidl should strengthen its mobile app, website and social media channels. Consistency between digital and in store brand experience will support customer satisfaction and brand equity.
3. Invest further in sustainability initiatives
Consumers are increasingly motivated by environmental values. Lidl`s existing sustainability efforts (recyclable packaging, energy efficient logistics) can be more prominently communicated to elevate brand perception and attract ethically conscious consumers.
4. Continue measure store expansion with local adaptation
Ongoing store rollouts should remain part of Lidl`s strategy, with careful location analysis to target underserved regions. Store designs could include minor local customisation to build community connection without increasing cost.
[bookmark: _Toc216880292]5.4 Conclusion
This study set out to examine how Lidl UK utilises cost leadership and focus strategies to secure competitive advantage in the saturated UK grocery sector. The findings confirmed that Lidl`s operational simplicity, emphasis on private labels, disciplined pricing strategies and consistent expansion have collectively positioned the brand as a high value, low cost alternative to traditional retailers.
The research demonstrated that Lidl`s dual strategy is effective in maintaining profitability and also in building customer trust and positive brand perception. Through a combination of internal efficiencies and a customer centric retail model, Lidl has differentiated itself in a market known for price sensitivity and high competition. The evidence gathered through secondary sources confirms Lidl`s strategic decisions are aligned with established theoretical frameworks such as Porter`s generic strategies and value chain model.
This dissertation contributes to existing knowledge by synthesising how cost leadership and focus strategies operate in practice within a discount grocery model in the UK. It also highlights the growing importance of brand perception and customer experience in strengthening competitive advantage, even for low cost retailers.
[bookmark: _Toc216880293]5.5 Limitations and suggestions for future research
While this study has contributed valuable insights into Lidl UK`s strategic use of cost leadership and focus strategies, several limitations should be acknowledged. These limitations primarily relate to the research design, data sources and scope of analysis.
Firstly, the research relied entirely on secondary data, which, while credible and sufficient for thematic analysis, limited access to first hand perspectives such as consumer opinions, employee insights, or strategic rationale from Lidl`s senior management. Primary data sources like interviews, surveys or focus groups could have added depth and helped triangulate findings from the literature.
Secondly, the study was focused solely on Lidl UK, meaning the findings may not be directly transferable to Lidl`s operations in other countries, or to other discount retailers operating under different market conditions or business models. Additionally, the use of publicly available data means some aspects of Lidl`s internal strategy or performance could not be fully explored or verified.
Thirdly, due to time constraints and access restrictions to certain academic databases, the volume of current peer reviewed empirical studies on Lidl UK was limited. This resulted in a heavier reliance on grey literature, corporate disclosures and reputable industry reports. While these were critically evaluated, future studies may benefit from deeper access to longitudinal data and academic case studies.
Future research could build on this study in several ways. A mixed methods approach incorporating primary data collection would be particularly beneficial. For example, conducting structured interviews with Lidl UK managers or focus groups with regular customers could uncover experiential insights related to brand perception and pricing strategy.
Moreover, future researchers could undertake comparative studies between Lidl and other discounters such as Aldi or emerging low cost entrants. This would allow for a  more nuanced understanding of how similar strategies produce varying results depending on brand identity, execution or market demographics.
Another avenue for research lies in the longitudinal tracking of Lidl UK`s strategy execution over time, particularly in response to dynamic external factors such as inflation, regulatory changes or post Brexit supply chain disruptions. This could provide practical and theoretical contributions on strategic resilience within the grocery retail sector.
Finally, studies focusing on customer experience and perception using survey based instruments or sentiment analysis could yield useful metrics on brand loyalty, emotional connection and service quality, which are increasingly relevant even within the discount segment.
In summary, while this study successfully examined Lidl UK`s strategic positioning through secondary data, future research using broader methods and comparative frameworks could provide even greater insight into the evolving dynamics of competitive advantage in grocery retail
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Reflective essay using Gibbs` Model
Description
Over the past 3 years at the University of Wales Trinity Saint David, I have been on an academic and personal journey that has been both challenging and rewarding. I have had the opportunity to study a variety of subjects related to leadership and management, develop valuable skills and grow both professionally and personally. The most intense and memorable experience, however, was working on my final research project, a dissertation exploring Lidl UK`s cost leadership and focus strategies. It was the first time I had undertaken such a large piece of independent work, and it demanded more than I initially anticipated.
Feelings
At the beginning of my degree, I was excited and eager to learn. I felt confident in my ability to manage academic work, but that confidence was truly tested during my final project. When the dissertation phase began, I started to feel overwhelmed. There were moments of self doubt, especially when collecting and analysing data. Many nights were spent reading, researching, rewriting and reflecting whether I was taking the right direction. At the same time, I felt proud that I had come this far and motivated to see it through. Completing this research gave me a deeper appreciation for the amount of work behind academic writing.
Evaluation
There were many positive aspects throughout my university experience. The lectures, assignments, group discussions and interaction with my lecturers helped me build a solid understanding of my field. The research project, although difficult, pushed me to develop time management skills, think critically and learn to work independently. On the other hand, the workload and pressure, particularly during the dissertation were extremely demanding. There were times where I wished I had started earlier or organised myself better to avoid the stress of deadlines.
Analysis
Through the process of completing my dissertation, I learned how to apply theory to real world contexts, evaluate academic sources and structure a long piece of writing in a logical and coherent way. I now better understand the research process, including methodology, data analysis and referencing. I realised that research is about finding  answers and formulating the right questions, identifying patterns and drawing conclusions based on evidence. This was a turning point in my academic development, as I gained knowledge and resilience and a sense of academic maturity.
Conclusion
In retrospect, I am proud of what I have achieved over the past 3 years. Despite the long nights, stress and uncertainty, I managed to complete a project that truly challenged me. The journey taught me discipline, perseverance and how to think analytically and independently. 
Action plan
Going forward, I plan to take the skills I have developed into my future career. I will aim to improve my organisation and time management by planning earlier and breaking larges tasks into smaller, more manageable parts, I will draw on the experience and insights gained from this dissertation and apply the same determination and structure.
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THE IMPACT OF COST LEADERSHIP AND FOCUS
STRATEGY ON COMPETITIVE ADVANTAGE IN THE UK
GROCERY SECTOR: A CASE STUDY OF LIDL UK

RESEARCH
CONTE

Introduction

This study investigates how cost
leadership and focus strategies, two of
Porter’s generic strategies, contribute to
competitive advantage in the UK grocery
retail industry. Using Lidl UK as a case
study, the research explores how Lidl
strategically positions itself through low
operational costs, targeted customer
segmentation, and efficient value chain
management.

Given the current economic climate and
high consumer price sensitivity,
understanding these strategies is critical
for businesses aiming to maintain
profitability while meeting evolving
consumer expectations.

Research Aim:

To assess how Lidl UK applies cost

leadership and focus strategies to achieve

a competitive advantage in the grocery
retail sector.
Research Questions:
1.How does Lidl UK implement cost
leadership and focus strategies?

2.What impact do these strategies have

on Lidl UK’s market performance?

Conclusion:

SERBAN ENACHE

2234520

METHODOLOGY

Methodology:
The research design follows Saunders et
al’s (2019) Research Onion model,
employing a pragmatic philosophical
stance and a deductive approach. This
choice allows for the integration of
theoretical frameworks with real-world
practices using secondary data only.
Data Collection:
Secondary sources including:

Annual reports

IGD and Kantar market data

Retail Gazette articles

YouGov Brandindex

Lidl UK press releases

Statista, McKinsey, and academic

journals
Analysis Method:
A thematic analysis of secondary data was
conducted to identify patterns related to
Lidl’s strategic positioning.

Philosophy
Pragmatism
Approach

Deduction
Methodological Ch
Seconﬁdary Data

Strateg)
Analysis

Saunders’ Research Onion

KEY FINDINGS

Key Findings:

1. Cost Efficiency & Supply Chain
Integration:

Lidls direct sourcing, centralised
distribution, and streamlined logistics
reduce operational costs significantly,
supporting its cost leadership model.

2. Private Label Strategy:

Over 80% of Lidls products are private
label. This lowers costs and improves
control over pricing, quality, and supply
chain operations.

3. Market Penetration:

Lidl targets cost-sensitive regions with
rapid store expansion. Store locations are
strategically selected based on
underserved areas with high growth
potential.

4. Changing Brand Perception:

Lidls evolving image, from budget retailer
to value-driven quality brand, reflects its
successful balance of cost and customer-
focused innovation.

Lidl UK’s consistent application of cost leadership and focus strategy enables it to maintain a strong competitive position in
a saturated market. The alignment between internal efficiencies and market positioning has enhanced customer perception
and market share. Future research could explore primary data from Lidl managers or compare Lidl’s strategy with Aldi’s for

deeper insight.
Recommendations:

Reference list

* Investin digital supply chain technologies

* Expand premium private label offerings

* Focus on urban micro-format store development
* Enhance omnichannel retail capabilities

Porter, M.E. (1985) Competitive advantage: creating and
sustaining superior performance, New York: Free Press.
Porter, M.E. (1980) Competitive strategy: techniques for
analysing industries and competitors, New York: Free Press
Saunders, M.N.K., Lewis, P. and Thornhill, A. (2019) Research
methods for business students, 8" ed., Pearson, New York
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APPLICATION FOR ETHICAL APPROVAL





		RESEARCH STUDENTS

This form is to be completed by the student within SIX months for full-time students and TWELVE months for part time students, after the commencement of the research degree or following progression to Part Two of your course. 



Once complete, submit this form via the MyTSD Doctoral College Portal at (https://mytsd.uwtsd.ac.uk).



This document is also available in Welsh.





		RESEARCH STAFF ONLY

All communications relating to this application during its processing must be in writing and emailed to pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.





		STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit this form (and receive the outcome) via systems explained to you by the supervisor/module leader.









In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. A researcher may not be covered by the University’s insurance if ethical approval has not been obtained prior to commencement.



The University follows the OECD Frascati manual definition of research activity: “creative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. As such this covers activities undertaken by members of staff, postgraduate research students, and both taught postgraduate and undergraduate students working on dissertations/projects.



The individual undertaking the research activity is known as the “principal researcher”.



Ethical approval is not required for routine audits, performance reviews, quality assurance studies, testing within normal educational requirements, and literary or artistic criticism.



Please read the notes for guidance before completing ALL sections of the form.



This form must be completed and approved prior to undertaking any research activity. Please see Checklist for details of process for different categories of application.  



SECTION A: About You (Principal Researcher)

		1

		Full Name:

		Serban Ionut Enache



		2

		Tick all boxes that apply:

		Member of staff:

		☐

		Honorary research fellow:

		☐



		

		Undergraduate Student

		☒		Taught Postgraduate Student

		☐		Postgraduate Research Student

		☐





		3

		Institute/Academic Discipline/Centre:

		

IICL UWTSD



		4

		Campus:

		

London



		5

		E-mail address:

		

2234520@student.uwtsd.ac.uk



		6

		Contact Telephone Number:

		

07961640579



		

		For students:



		7

		Student Number:

		2234520



		8

		Programme of Study:

		Ba (Hons) Leadership and Management Skills in the Workplace



		9

		Director of Studies/Supervisor:

		Md Kalam











SECTION B: Approval for Research Activity

		1

		Has the research activity received approval in principle?

(please check the Guidance Notes as to the appropriate approval process for different levels of research by different categories of individual)

		YES

		☒		NO

		☐

		

		

		Date



		2

		If Yes, please indicate source of approval (and date where known): Approval in principle must be obtained from the relevant source prior to seeking ethical approval

		Research Degrees Committee

		☐		



		

		

		Institute Research Committee

		☒		



		

		

		Other (write in)



		☐		







SECTION C:  Internal and External Ethical Guidance Materials

		

		Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, location-specific codes of research ethics, and also any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines. You may add rows to this table if needed.



		1

		UWTSD Research Ethics & Integrity Code of Practice

		☒

		2

		UWTSD Research Data Management Policy

		☒



		3

		[List any other relevant documents here]

		☐







SECTION D: External Collaborative Research Activity

If there are external collaborators then you should gain consent from the contact persons to share their personal data with the university. If there are no external collaborators then leave this section blank and continue to section E.

		1

		Institution

		





		2

		Contact person name

		





		3

		Contact person e-mail address



		



		4

		Is your research externally funded?

		YES

		☐

		NO

		☐



		5

		Are you in receipt of a KESS scholarship?

		YES

		☐

		NO

		☐



		6

		Are you specifically employed to undertake this research in either a paid or voluntary capacity?

		Voluntary

		YES

		☐

		NO

		☐



		7

		

		Employed

		YES

		☐

		NO

		☐



		8

		Is the research being undertaken within an existing UWTSD Athrofa Professional Learning Partnership (APLP)?

		If YES then the permission question below does not need to be answered.

		YES

		☐

		NO

		☐



		9

		Has permission to undertake the research has been provided by the partner organisation?

		(If YES attach copy)

If NO the application cannot continue

		YES

		☐

		NO

		☐









Where research activity is carried out in collaboration with an external organisation

		10

		Does this organisation have its own ethics approval system?

		YES

		☐

		NO

		☐



		

		

If Yes, please attach a copy of any final approval (or interim approval) from the organisation (this may be a copy of an email if appropriate).









SECTION E: Details of Research Activity

		1

		Indicative title:

		The impact of Cost Leadership and Focus Strategy on Competitive Advantage in the UK Grocery industry: A Case study of Lidl UK



		2

		Proposed start date:

		06/10/2025

		Proposed end date:

		19/12/2025



		

		Introduction to the Research (maximum 300 words per section)

Ensure that you write for a Non-Specialist Audience when outlining your response to the points below:

· Purpose of Research Activity

· Proposed Research Question

· Aims of Research Activity

· Objectives of Research Activity

Demonstrate, briefly, how Existing Research has informed the proposed activity and explain

· What the research activity will add to the body of knowledge 

· How it addresses an area of importance. 



		3

		Purpose of Research Activity

This research explores how Lidl UK uses cost leadership and focus strategy to compete in the UK grocery sector, and to evaluate how these strategies contribute to its long term competitive advantage compared to other supermarket chains.





(this box should expand as you type)



		4

		Research Question



1. How does Lidl UK implement cost leadership and focus strategies to achieve competitive advantage in the grocery retail industry? 

2. What are the impacts of these strategies on Lidl UK`s market performance? 

3. What strategic recommendations can be proposed to Lidl UK to strengthen its competitive advantage in the near future? 

4. (this box should expand as you type)



		5

		Aims of Research Activity



The main aim is to examine the strategic application of cost leadership and focus strategies by Lidl UK and assess how these influence its competitive advantage in the UK grocery market.

(this box should expand as you type)



		6

		Objectives of Research Activity



1. To examine how Lidl UK applies cost leadership and focus strategies in its pricing, store format and product offering. 

2. To evaluate how these strategies influence Lidl`s competitive performance in comparison with other grocery retailers in the UK.

3. To provide strategic and evidence based recommendations for Lidl UK to enhance its competitive position over the next 12 months, based on the findings of the analysis and current market trends.

(this box should expand as you type)



		

		Proposed methods (maximum 600 words)

Provide a brief summary of all the methods that may be used in the research activity, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed. You do not need to justify the methods here, but should instead describe how you intend to collect the data necessary for you to complete your project.



		7

		This research will be conducted using secondary data analysis only, which means no new data will be collected from individuals. Instead, the study will rely on publicly available sources such as industry reports, academic literature, company statements, financial and market performance data, consumer insights and strategic publications related to competitive strategy and leadership in the grocery retail sector.

The analysis will involve structured content analysis and thematic analysis of these secondary sources to identify key patterns in Lidl`s strategic behaviour. This will be supported by qualitative interpretation and basic quantitative summaries where relevant, such as market share comparisons, customer loyalty metrics and pricing strategies. All sources will be properly cited, and no personal or sensitive data will be used at any stage.





(this box should expand as you type)



		


		Location of research activity

Identify all locations where research activity will take place.



		8

		

London, United Kingdom

(this box should expand as you type)



		

		Research activity outside of the UK

If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, particular cultural and/or legal sensitivities or vulnerabilities of participants. If you live in the country where you will do the research then please state this.



		9

		

N/A



(this box should expand as you type)







		10

		Use of documentation not in the public domain: Are any documents NOT publicly available? 



		NO

		☒



		

		

		YES

		☐



		11

		If Yes, please provide details here of how you will gain access to specific documentation that is not in the public domain and that this is in accordance with the current data protection law of the country in question and that of England and Wales.







(this box should expand as you type)







		

		Does your research relate to one or more of the seven aims of the Well-being of Future Generations (Wales) Act 2015?

		

YES

		

NO



		12

		A prosperous Wales

		☐

		☒



		13

		A resilient Wales

		☐

		☒



		14

		A healthier Wales

		☐

		☒



		15

		A more equal Wales

		☐

		☒



		16

		A Wales of cohesive communities

		☐

		☒



		17

		A Wales of vibrant culture and thriving Welsh language

		☐

		☒



		18

		A globally responsible Wales

		☐

		☒



		19

		If YES to any of the above, please give details:



		

		





(this box should expand as you type)







SECTION F: Scope of Research Activity

		

		Will the research activity include:

		YES

		NO



		1

		Use of a questionnaire or similar research instrument?

		☐

		☒



		2

		Use of interviews?

		☐

		☒



		3

		Use of focus groups?

		☐

		☒



		4

		Use of participant diaries? 

		☐

		☒



		5

		Use of video or audio recording?

		☐

		☒



		6

		Use of computer-generated log files?

		☐

		☒



		7

		Participant observation with their knowledge?

		☐

		☒



		8

		Participant observation without their knowledge?

		☐

		☒



		9

		Access to personal or confidential information without the participants’ specific consent?

		☐

		☒



		10

		Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?

		☐

		☒



		11

		Performance of any acts which may cause embarrassment or affect self-esteem?

		☐

		☒



		12

		Investigation of participants involved in illegal activities?

		☐

		☒



		13

		Use of procedures that involve deception?

		☐

		☒



		14

		Administration of any substance, agent or placebo?

		☐

		☒



		15

		Working with live vertebrate animals?

		☐

		☒



		16

		Procedures that may have a negative impact on the environment?

		☐

		☒



		17

		Other primary data collection methods. Please indicate the type of data collection method(s) below.

		☐

		☒



		

		Details of any other primary data collection method:







(this box should expand as you type)

		

		





If NO to every question, then the research activity is (ethically) low risk and may be exempt from some of the following sections (please refer to Guidance Notes).



If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 



SECTION G: Intended Participants

If there are no participants then do not complete this section, but go directly to section H.



		

		Who are the intended participants:

		

YES

		

NO



		1

		Students or staff at the University?

		☐

		☒



		2

		Adults (over the age of 18 and competent to give consent)?

		☐

		☒



		3

		Vulnerable adults?

		☐

		☒



		4

		Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)

		☐

		☒



		5

		Prisoners?

		☐

		☒



		6

		Young offenders?

		☐

		☒



		7

		Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?

		☐

		☒



		8

		People engaged in illegal activities?

		☐

		☒



		9

		Others. Please indicate the participants below, and specifically any group who may be unable to give consent.



		☐

		☒



		

		Details of any other participant groups:







(this box should expand as you type)

		

		







		

		Participant numbers and source

Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 



		10

		How many participants are expected?



		





(this box should expand as you type)



		11

		Who will the participants be?



		





(this box should expand as you type)



		12

		How will you identify the participants?

		





(this box should expand as you type)









		

		Information for participants:

		

YES

		NO

		

N/A



		13

		Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?

		☐

		☐

		☒



		14

		Will you tell participants that their participation is voluntary?

		☐

		☐

		☒



		15

		Will you obtain written consent for participation?

		☐

		☐

		☒



		16

		Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?

		☐

		☐

		☒



		17

		If the research is observational, will you ask participants for their consent to being observed?

		☐

		☐

		☒



		18

		Will you tell participants that they may withdraw from the research at any time and for any reason?

		☐

		☐

		☒



		19

		With questionnaires, will you give participants the option of omitting questions they do not want to answer?

		☐

		☐

		☒



		20

		Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?

		☐

		☐

		☒



		21

		Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?

		☐

		☐

		☒



		22

		If NO to any of above questions, please give an explanation 



		

		





(this box should expand as you type)







		

		Information for participants:

		

YES

		NO

		

N/A



		24

		Will participants be paid?

		☐

		☐

		☒



		25

		Is specialist electrical or other equipment to be used with participants?

		☐

		☐

		☒



		26

		Are there any financial or other interests to the investigator or University arising from this study?

		☐

		☐

		☒



		27

		Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?

		☐

		☐

		☒



		28

		If YES to any question, please provide full details 



		

		





(this box should expand as you type)







SECTION H: Anticipated Risks



		

		
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them. 



If you have completed a full risk assessment (for example as required by a laboratory, or external research collaborator) you may append that to this form.  



		1

		Full risk assessment completed and appended? 

		Yes 

		☐



		

		

		No

		☐



		2

		Risks to participants

For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information



		

		Risk to participants:





(this box should expand as you type)

		How you will mitigate the risk to participants:







(this box should expand as you type)



		3

		If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities



		

		





(this box should expand as you type)



		4

		Risks to the investigator

For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest



		

		Risk to the investigator:







(this box should expand as you type)

		How you will mitigate the risk to the investigator:







(this box should expand as you type)



		5

		University/institutional risks

For example: adverse publicity, financial loss, data protection



		

		Risk to the University:







(this box should expand as you type)

		How you will mitigate the risk to the University:







(this box should expand as you type)



		6

		Environmental risks

For example: accidental spillage of pollutants, damage to local ecosystems



		

		Risk to the environment:







(this box should expand as you type)

		How you will mitigate the risk to environment:







(this box should expand as you type)







		

		Disclosure and Barring Service



		

		If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.

		YES



		NO



		N/A





		7

		Does your research require you to hold a current DBS Certificate?

		☐

		☐

		☒



		8

		If YES, please give the certificate number. If the certificate number is not available please write “Pending”; in this case any ethical approval will be subject to providing the appropriate certificate number.

		







SECTION I: Feedback, Consent and Confidentiality



		1

		Feedback

What de-briefing and feedback will be provided to participants, how will this be done and when? 



		

		





(this box should expand as you type)



		2

		Informed consent

Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.



		

		





(this box should expand as you type)



		3

		Confidentiality / Anonymity

Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 



		

		





(this box should expand as you type)







SECTION J: Data Protection and Storage



		

		Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?

		YES

		NO



		1

		“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.

		☐

		☐x



		

		If YES, provide a description of the data and explain why this data needs to be collected:



		2

		





(this box should expand as you type)



		

		Does it involve special category data (as defined by the GDPR)?

		YES

		NO



		3

		“Special category data” means sensitive personal data consisting of information as to the data subjects’ –

(a) racial or ethnic origin,

(b) political opinions,

(c ) religious beliefs or other beliefs of a similar nature,

(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),

(e) physical or mental health or condition,

(f) sexual life,

(g) genetics,

(h) biometric data (as used for ID purposes),

		☐

		☐x



		

		If YES, provide a description of the special category data and explain why this data needs to be collected:



		4

		





(this box should expand as you type)







		

		
Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?

		YES

		NO



		5

		Manual files (i.e. in paper form)?

		☐

		☒



		6

		University computers?

		☐

		☒



		7

		Private company computers?

		☐

		☒



		8

		Home or other personal computers?

		☒

		☐



		9

		Laptop computers/ CDs/ Portable disk-drives/ memory sticks?

		☐

		☒



		10

		“Cloud” storage or websites?

		☐

		☒



		11

		Other – specify:



		☐

		☐



		12

		For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymisation:



		

		

I will store data on encrypted devices, with access limited to me.

(this box should expand as you type)







		

		Data Protection



		

		Will the research activity involve any of the following activities:

		YES

		NO



		13

		Electronic transfer of data in any form?

		☐

		☒



		14

		Sharing of data with others at the University outside of the immediate research team?

		☐

		☒



		15

		Sharing of data with other organisations?

		☐

		☒



		16

		Export of data outside the UK or importing of data from outside the UK?

		☐

		☒



		17

		Use of personal addresses, postcodes, faxes, emails or telephone numbers?

		☐

		☒



		18

		Publication of data that might allow identification of individuals?

		☐

		☒



		19

		Use of data management system?

		☐

		☒



		20

		Data archiving?

		☐

		☒



		21

		If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and any international equivalents, where appropriate):



		

		





(this box should expand as you type)



		22

		List all who will have access to the data generated by the research activity:



		

		





(this box should expand as you type)



		23

		List who will have control of, and act as custodian(s) for, data generated by the research activity:



		

		





(this box should expand as you type)



		24

		Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. Will data be archived – if so how and if not why not.  



		

		





(this box should expand as you type)



		25

		Please indicate if your data will be stored in the UWTSD Research Data Repository (see https://researchdata.uwtsd.ac.uk/ ).   If so please explain. (Most relevant to academic staff) 



		

		





(this box should expand as you type)



		26

		Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)

		YES

		☒



		27

		Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding

		YES

		☒










SECTION K: Declaration

		

		The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.



In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 



		1

		Signature of applicant:

		Enache Serban

		Date:22/10/2025









For STUDENT Submissions:

		2

		Director of Studies/Supervisor:

		

		Date:



		3

		Signature:

		



		







For STAFF Submissions:

		4

		Academic Director/ Assistant Dean:

		

		Date:



		5

		Signature:

		



		







Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:

		☒

		I have read the guidance notes supplied before completing the form.



		☒

		I have completed ALL RELEVANT sections of the form in full.



		☐

		I confirm that the research activity has received approval in principle



		☐

		I have attached a copy of final/interim approval from external organisation (where appropriate)



		☐

		I have attached a full risk assessment (where appropriate)  ONLY TICK IF YOU HAVE ATTACHED A FULL RISK ASSESSMENT



		☒

		I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice.



		☒

		I understand that before commencing data collection all documents aimed at respondents (including information sheets, consent forms, questionnaires, interview schedules etc.) must be confirmed by the DoS/Supervisor, module tutor or Academic Director.







		RESEARCH STUDENTS ONLY

Once complete, submit this form via the MyTSD Doctoral College Portal at (https://mytsd.uwtsd.ac.uk).





		RESEARCH STAFF ONLY

All communications relating to this application during its processing must be in writing and emailed to pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.





		STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit this form (and receive the outcome) via systems explained to you by the supervisor/module leader.
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