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INTRODUCTION
Many changes have happened in the UK's retail industry in the last few years, especially for High Street stores. As online shopping grows, consumer habits change, and the world economy stays unstable, many businesses continue to face problems. This report is mostly about looking at the outside factors that affect UK high street stores. It uses Lidl as an example to show how an international discount store handles these challenges. The report will look at how changes in the economy, new technologies, social and cultural norms, and environmental issues affect stores on the High Street (Dawson and Freeman, 2020). To find and evaluate these outside factors, different methods and tools will be used, including the 5 Whys analysis and SWOT (Strengths, Weaknesses, Opportunities, and Threats) analysis. Finally, the report will give suggestions on how High Street stores like Lidl can adapt strategically to the changing retail environment based on the results (Wrigley and Lambiri, 2015).
FINDINGS
External Factors Impacting High Street Retailers
ECONOMY
The economy is one of the most important things for any business to think about. In the UK, High Street stores have been especially affected by changes in the economy. These past few years have been hard on the UK's economy because of inflation, rising living costs, and the fallout from the Brexit vote (Parker et al., 2017). When the country left the European Union, it caused problems with trade, supply chains, and tariffs. These problems have affected retailers, especially those who depend on imports (Bloom et al., 2019).
A lot of the things that Lidl sells come from other countries, mostly the European Union. Because of this, the company has had to deal with rising operational costs caused by higher import tariffs, changes in currency, and problems with logistics. Lidl's business model, which is based on saving money and getting the most for your money, lets it
handle some of these costs without having to raise prices by a lot (Sheridan, 2025). This is especially helpful when the economy is bad.
The rising cost of living has also changed how people buy things. People may be more price conscious when the economy is bad, but Lidl's low-cost strategy has helped it adapt to these changes (Hudson, 2020).
TECHNOLOGY
How people shop and interact with stores has changed a lot because of advances in technology. For High Street stores, this has meant adjusting to new technology trends, such as omnichannel retailing, which means customers expect a smooth experience when they shop online and in-store. If you want to buy things online, Lidl has started to grow its online presence, but it is still not as good as Tesco and Sainsbury's. Because people want things to be easier, the company has focused on a limited online offering, mostly through delivery services. But Lidl needs to keep changing its digital strategy to meet customer needs for speed, ease of use, and customization if it wants to stay competitive (Nazir, 2021).
The fast growth of online shopping is a big problem for other stores on the High Street, especially those that have been slow to adapt to digital change. They could lose customers who like the convenience of shopping from home if they don't figure out how to use e-commerce well in their businesses (Sheridan, 2025).

SOCIAL
In the past few years, consumer behaviour and expectations have changed a lot. A big trend that affects retailers is the rise of the ethical consumer, who cares more about things like fairness, sustainability, and the environment (Reyneke, Sorokáčová and Pitt, 2011). People are more likely to buy from brands that share their values, especially ones that are committed to sourcing products in an ethical way, cutting down on waste, and fighting climate change. Lidl has responded well to these changes by putting more emphasis on environmentally friendly practices (Briggs, 2023). For example, it has promised to use less plastic packaging, give away more food, and buy goods from suppliers who are honest.
But not all stores on the High Street have been able to adapt to this change as well as Lidl. Many people still find it hard to find the right balance between sustainability and low cost. To stay in business, these stores will have to put money into long-term products and methods to meet customer needs for moral and eco-friendly choices (Shastri, 2021).
ENVIRONMENTAL
Sustainability in the environment is becoming more and more important to both consumers and regulators. As people learn more about climate change and the need to cut down on carbon emissions, retailers are under more pressure to start doing things that are better for the environment. This means cutting down on waste, using eco-friendly materials, and encouraging stores to use technologies that use less energy (Sheridan, 2025).
Lidl has taken steps to be better for the environment. For example, it has cut down on plastic packaging and made its stores use more renewable energy. These efforts are in line with what more and more people want: sustainable products. But as pressure from regulators and customers grows, stores that don't take action to protect the environment may find it hard to stay in business (Louis, 2024).
To keep appealing to shoppers who care about the environment and to follow future rules, high street stores will have to use more environmentally friendly methods. If you don't, you could hurt your reputation and lose market share.
POLITICAL
The retail sector is affected by political unrest and changes in government policy in a big way. For example, Brexit has had a big impact on UK retailers, especially when it comes to supply chains, tariffs, and a lack of workers. Now that the rules have changed, retailers have had to adapt, which has made their work more difficult and cost more (Dawson and Freeman, 2020).
Lidl has tried to lessen the effects of Brexit by making its supply chains stronger and focusing more on getting its goods from local sources (Allen, 2019). Other High Street stores, especially those that depend on imports, have had it worse, though. UK retailers, especially those with international supply chains, may still be at risk because of the ongoing uncertainty surrounding trade deals, tariffs, and rules.
SWOT ANALYSIS
The SWOT analysis framework helps to identify Lidl’s internal strengths and weaknesses, as well as external opportunities and threats in the UK retail market.
Strengths: Lidl's main strengths are its well-known brand as a leader in low prices, its efficient supply chain, and its dedication to being environmentally friendly. It does well in times of economic uncertainty because it can offer affordable products while still focusing on quality (Sweeney and Swait, 2008).
Weaknesses: Lidl's main weaknesses are its limited online presence and small selection of products. It does a great job of selling basic items, but it might have trouble attracting people with more money or who want more high-end options (Bhasin, 2019).
Opportunities: Lidl has a lot of chances to grow its market share because e-commerce is still growing, and more people want to buy eco-friendly products. There is also room for growth in UK areas that aren't well served, both in terms of physical stores and online services.
Threats: There is a big threat from discount stores like Aldi and bigger supermarket chains working together to compete. Lidl's ability to make money is also constantly threatened by things like an unstable economy, rising prices, and political unpredictability (HowandWhat.net and Rahman, 2018).
THE 5 WHYS ANALYSIS
If you want to find out why problems are happening in your organisation, the 5 Whys analysis can help. For example, if we investigate why fewer people are walking down High Street, we might find the following:
1. Why is less foot traffic happening?
· Because more people are shopping online.
2. Why are people choosing to shop online?
· E-commerce platforms are popular because they are easy to use and offer good prices.
3. Why is convenience important to consumers?
· People are busier these days, so they like being able to shop online at any time without having to go to a store.
4. Why are people’s lives becoming busier?
· Services that save time are more valuable now that work hours are changing, and digital technology is becoming more popular.
5. Why is digital technology affecting shopping habits?
· E-commerce has grown very quickly because new technologies have made it easier for people to shop from home.
This study shows that shopping stores on the high street need to change with the times by making their online presence stronger and making shopping easier for customers.
CONCLUSION
Some of the outside factors that make the UK's retail sector very difficult are unstable economies, new technologies, changing consumer tastes, and concerns about the environment. Lidl has been able to deal with many of these problems by using a cost-effective business model, caring about the environment, and slowly moving into online shopping. To stay competitive, though, the company needs to keep changing, especially since there is more competition and customers' needs are changing.

RECOMMANDATIONS
Increase Focus on Premium and Sustainable Products:
Lidl is known for having low prices but adding more high-end or specialised items to its selection could help it attract customers with more money. Lidl can also improve it’s ethical sourcing and sustainability efforts because more people want products that are good for the environment. This could mean adding more vegan, organic, and locally sourced products to meet the needs of customers who want healthy and environmentally friendly choices. If Lidl and other High Street stores follow these suggestions, they will be better prepared to do well in the changing retail environment.
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