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Introduction

The purpose of this article is to demonstrate the overall strategic development of

multinational companies in the UK. Lidl from the UK was selected for the study and the
company is a retailer and has been chosen as the most lucrative target market for vari
products. The first part gives a brief overview of the company and its internati
The following sections describe the potential markets of the company w
for their selection. The last two chapters describe possible difficulti
sed on the

conditions of subsidiaries in selected markets and provide ap

problems that have been reported.

Company Overview

Lidl is the largest grocery store i pened in Ludwigshafen, Germany in

1973. Initially, there were only 3 peopl types of food. Lidl planned to leave

Germany after 1990, but opened urope (Tomasevic and Spasojevic, 2018). After 1990,

the company enjoyed its test suc for many years when it opened its own store in the UK

(Tsene and Brian , their market in the UK had become established. After that,
Lidl did not ha nd the company is popular in Europe and the UK. Lidl opened its

first s t ates in 2017 with the slogan “Quality, low price”.
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Lidl continued to be the best-selli S with 12.5% growth and a market

I

share of 6.1% (Smigielska, 2018). One idl’sfmain concerns is the competitive market. There
are other companies in the world in the grocery store. Aldi, Walmart, Carrefour
are Lidl’s competitors i rocer rket. Lidl has recently expanded to the United States.
However, there are a ifficulties in this area due to poor policy-making. Lidl

operates 53 sto

growt I
itical nvir
% e by making appropriate strategic management decisions.

States but did not achieve its goal due to a lack of productivity
if it considers its business strategy and how it competes. Lidl faces

mental challenges while doing business in Pakistan. These difficulties can
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Figure 2 Landscape of the UK supermarket

Source: (Syed, 2020)

Expanding internationally

There are now local retailers in the UK as there a tk’onal retailers than in
other sectors. In this context, companies need different o o thrive globally in profitable

new areas: The first advantage of global exp

y be that new markets are affected by
different business variables (Schmid et/al., 2018). rease its business, Lidl has the

opportunity to form new consu Entering a new market will help companies in
their industry increase their global re. In addition, companies can quickly enter open

borders into non-co
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benefit of global expansion is local talent in target markets.

‘ Figure 3 Pak vs Lidl market
Source:% 01

i
Co cann d qualified and professional employees in their country who are available

'\get ket (Lidl, 2020). These employees can add value to the company and help it gain

$ ve edge in the market. Another advantage of a multinational outreach company is that
mpany continues to grow. By entering foreign markets, the company can expand its global
reach to new consumers. This increases the company’s brand awareness and its international

appeal. Goodwill is an important intangible asset that a company can easily acquire through



global growth.

There could be competition in the same industry, another reason for global growth.

Research shows that retailers manufacturing and distributing household appliances have not
experienced significant growth in international markets (Cantaragiu, 2019). In this ca
be able to gain a leading position in the market thanks to international growth. P
and convenient service to foreign customers can be another important rea rin
offers

expansion. Trading abroad reduces operating costs. This is because th etm

cheap labour, infrastructure and capital.
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v Figure 4 Trend of customer index of Lidl
So Cantaragiu, 2019)

pany availability of strategic choices

Before choosing a target market for growth, companies can consider two main aspects of
the target market through the expansion process. The two requirements that Bartlett and Ghoshal

propose in their evolutionary theories may include international integration and local response.
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According to Domanski (2018), companies with strong international integration seek to reduce

costs with economies of scale. In all countries, these companies offer one product. On the other

hand, local companies adapt their products and services to the tastes and wishes of local
consumers. In the light of Lidl’s global development, four approaches can be applied:

international, transnational, global, and multi-international.

International
This approach works well when companies decide to exp I eting'strategy. The
company manufactures and exports products to consumers i . Subsidiaries
often act as a local way to sell products to end users.

This approach works when com al integration and responsiveness.
They respond to the wishes and negeds of local umers and adapt their products accordingly.

These companies hardly need to s heir products because their subsidiaries operate

independently and have ower ( old and Terry, 2021). Nestlé’s operations have their

own sales and m I each country and are an example of international growth.
The company h iary around the world, an approach that has made great strides

inter Iy
Transnational

h this approach, companies are often very integrated and responsive. International
is a fusion of international trade and international trade (Palea, 2020). These companies
create flexible value chains and adaptable local sales and marketing practices for example,

Unilever.
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Global

This approach is suitable for companies that need strong international integration and a

weak local market response. In all countries, these companies produce goods. Merge all

subsidiaries to achieve common goals. The activities of each subsidiary are centrali

The pharmaceutical company Pfizer is a great example of this approach

With all of the above options, the company’s potential mar
Pakistan, the United States, Norway, the Netherlands and Chi
multinational corporations with other corporations beca
These countries are very lucrative for retailers, especial er goods and other similar
products. The strategic decision to enter the ends on individual country variables.

Based on current market research, Paki pro e most lucrative target market due to

favourable trade variables (Ahm pany chooses an international strategy to

enter the Pakistani food market an s favourite products locally. As a result, the

company will be abledo be competitive in the local Pakistani market and increase its local

market share.
Target le

n is @ growing market for Lidl and retail in Pakistan has been one of the fastest
industries, accounting for almost 20% of Pakistan’s GDP. It is the third largest industry
econd largest employer in the country, with 15% of the population (Steenkamp and
loot, 2018). There are approximately 2 million merchants in Pakistan, including 800,000
modern FMCG and general retail chains, including Kiryana stores, supermarkets, medical stores,

supermarkets, grocery stores and so on. The market potential is great, in fifth place in the world.
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As consumption continues to grow, the world’s population will reach 220 million (Pelto and

Karhu, 2021). Retail sales in Pakistan have almost doubled in the last decade. This continued

development has given Pakistan the opportunity to attract foreign brands and investors, and t
acquisition of the Dutch giant Royal Friesland Campina from Engro Foods in 2016 h
the confidence of stakeholders.

The importance of young people in the country is one of the key

f int
development of the retail industry in Pakistan. It is estimated that 359 ild der the age
Ka

of 15 in Pakistan are among the youngest children in the world @, to and

Hékkinen, 2018). The economy is doing well due to the technology and the

introduction of the internet. In Pakistan, with 27.5% o e total number of
broadband users is 46.4%, the lowest in Sou a{Shaikh, Karjaluoto and Hakkinen, 2018).
However, the current foundation has a ntial and the growing popularity of
smartphones ensure that the econ st k. The data show that mobile phone

production in the first two months s 1.2 million, 2.1 million units in 2020 and 119,639

units in 2019 (Danescu a

&
&

tei, 20
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PESTLE Analysis

Technological

Source: (Hardaker, 2018)

Political

Figure 5 PES@

Pakistan's foreign trade p as this could be an opportunity for Lidl to do

isac

business in Pakistan. Pa y with many terrorist organisations. Pakistan’s foreign

trade policy is flexib

Economic %
ista nomic situation is very fragile. Unemployment is 3.14% and this is because
t eto

es not support Lidl. But Pakistan is a land of opportunity. The applicable general

i0
% rate is 10.09%. The Pakistani government encourages foreign companies to do business in

be an opportunity for Lidl to operate in Pakistan.

y countries (Saudi Arabia, United States). As a result, Pakistan's economic

akistan by lowering tariffs. It is therefore an opportunity for Lidl to do business there.

According to the World Bank, Pakistan’s GDP in 2019 was 320 billion euros. Pakistan
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wants to be one of the 25 largest economies in the world by 2025 and one of the 10 highest-

income countries by 2047 (Hardaker, 2018). It is a long way to go and it should be noted that

Pakistan has made incredible economic progress over the years as too many countries are hea
indebted. The economic situation in Pakistan is therefore not intended to support Lidl
Pakistan is a disaster-stricken country. The Pakistani government is encouragin
corporations to do business in Pakistan by lowering tariffs. Lidl therefore

establish a company.
Social

Nothing that conflicts with Pakistani Islamic ¢ arketed. Those responsible

for Lidl's policy should take this into account befere takin akistanis do not accept

alcohol and food like beer. Muslims in Pakis erything made from pork. Lidl stores

should therefore only offer non-alcoholie prod stan is the fifth most populous country in

the world. The total population i approximately 219 million (Pohludka,

Stverkova and Slusarczy inreligions are Islam, where a minority profess

Christianity and Hi ain languages are English, Urdu, Punjabi, Sindhi, Pashto and

Balochi. There i inst Islamic culture in Pakistan. Before a policy is adopted, Lidl’s
policy ne view it. Pakistanis are not allowed to accept drinks such as alcohol
a refo idl may only sell non-alcoholic products.

h ical

% Technology in Pakistan is evolving very fast. It has developed very well in the computer

sector. Almost 70% of Pakistani citizens use smartphones and this is an opportunity for Lidl to

maintain an automated supply chain in Pakistan (Constantin et al., 2021). Lidl operates online by
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creating a dedicated website for Pakistan.

Environment

Pakistan has several desert areas and these places are not suitable for business. P
also lacks drinking water as this concerns Lidl. Pakistan has not suffered any majo
disasters. Lidl has the opportunity to work in Pakistan without risk. Manager:

this approach when making decisions (Joo, 2018).
Legal

Pakistan’s labour and consumer protection laws a ver, it is slightly

milder than in the UK and Lidl will not face any lega e Government of Pakistan

IS a prosperous government. Tariffs and dutie akistan have'been steadily reduced to

encourage international investment
Entry methods and possible str

Given the particular econo n, companies can expand the Pakistani market in

irst way and the second is joint venture or partnering.
Joint Venture/Partnering

ethod by which a company can partner with a local retailer engaged in
ra ies in"Pakistan. Partnership, such as a complex strategic partnership or a marketing
ip, can take many forms (Shaw and Shaw, 2019). In this case, companies can form a
ive strategic alliance in which local and international companies share production
ctivities. This approach could have helped Lidl as the cultures of Britain and Pakistan are very
different. The company is able to understand the tastes and preferences of Pakistani consumers

and produce products suitable for different countries. The company will be able to focus more on



16

local responses and ensure the independence of subsidiaries within the framework of the system.

Direct exporting

This allows Lidl to export directly to Pakistani buyers through domestic manufa
agents. This is useful if the company does not need much international integration
customer feedback. Thus, the company acts as a distribution channel for the

. Th

sells the product to end consumers through the retail channel (Ansoff e proach
refers to exporters as export producers and direct exports refer to ivered'in bulk. This
approach is very favourable for the parent company becaus ch less.
Businesses should also not go through litigation to us gy:

In order to use this method effectively, t contact an agent. Lidl chose to
export directly because exports are a small s sk that the company considers attractive for
various reasons (Chen et al., 2020). Fir atur ts in the local market can open up new
development opportunities abro , of creating new products, some companies

believe that exporting existing pro ss risky and more profitable.

Subsidiaries proble anagerial and potential organisational

Various

\&
can choose the wrong business partners and solve business management problems.
iates can take advantage of affiliates because affiliates are new to the market and do not

%understand the fundamentals of the business (Chen et al., 2020). Therefore, it is very important

to choose the right partner to do business abroad.

ountered by the subsidiaries are summarised below.
Choosing the right partners

ding abroad, the parent company faces very important tasks. Sometimes
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Employee management

Another challenge that subsidiaries face is the efficient management of employees

through different training methods (Stanciu et al., 2019). This is important to increase
productivity and reduce risk. As the employees are Pakistani, the management of th
should treat them positively. The company faces a unified work culture that b ish

Pakistani workers.
Talent acquisition

For companies operating internationally, this can be alented staff are

hired by independent subsidiaries to work in the gro ector. It can be very difficult

The concept of transactio ortant theory that can be put forward in

tion of

connection with the glo panies. The idea is to do business with third parties or

companies. The theo ing should be logical and risk-free (Shaikh, Karjaluoto and
Hékkinen, 201 s, management arrangements, costs and capabilities of all the
idiary and the parent company must be interconnected. Sometimes

iC features add cost, such as accuracy, unreliability, and transaction frequency.
essful in the market, these factors need to be eliminated.

nother important theory related to this context is the idea of globalisation that focuses
n'the strategic goals of the company. According to this theory, companies are more likely to

invest directly in intangible assets as part of the globalisation process (Pelto and Karhu, 2021).

After acquiring a foreign company, other companies without knowledge and experience will



18

profit zero or abnormally. First, the company needs to participate in the local market, that is, to

gain fame in the local market before entering the international market. Once introduced, the

globalisation process enables companies to reduce costs (Schmid et al., 2018). This type of
thinking is often considered dangerous and common in globalisation. This approach i
managing time and attracting resources. The concept of globalisation applies to

such as Lidl, who want to enter markets other than their own.
Market expansion strategy

Companies can enter foreign markets using four met ent, licensing,

franchising and joint ventures. Lidl's strategy manage strategy to ensure and
maintain a successful marketing campaign. The nding its operations abroad with
direct investment. One must meet all govern irements to do business but this policy is
dangerous for Lidl. There are several ratail stores,t er almost the same services as Lidl.
Therefore, if the company does e ing market share in Pakistan, Lidl will suffer
a huge loss. A foreign co

any op a concession operation by granting a license to parties

who want to use its d logo. Bright & Beautiful UK is a UK-based franchise

company. Lidl es to interested concessionaires for a limited time. Compared to
direct i relatively less risky policy. Lidl pays no taxes or duties when one
st ise ness in Pakistan.

ompanies issue licenses by paying a fixed amount to the government of the country they

to. Lidl could issue a permit to the Pakistani government to open a new store in
stan. However, licensing is a risky policy for Lidl. As this is a new company in Pakistan, one
will not be able to get the profit one wants and theycould fail. All payments to the Pakistani state

then go into a loss account. Joint venture is the safest way to do business in another country. This
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is the company's policy in doing business with companies in the countries it wishes to visit.

Government regulations are very flexible on common obligations. Here, the two companies share

the profits. This is a great opportunity for Lidl to establish a joint venture in Pakistan. Manag

should choose a reputable Pakistani company for the joint venture.
Recommendations for overcoming these problems

Lidl had to find solutions to the above problems and challenges eit

international business successfully through its subsidiaries. The c to suitable

employees for its subsidiary in Pakistan (Lidl, 2020). The ¢ to solve problems
in the establishment and management of foreign subsidi 00Se a good partner for the
company.
Pakistani companies follow the polic g employees from universities and various
vocational schools and this method is nas. graduated employment”. The company,
as a subsidiary of Pakistan, has t y (Domanski, 2018). New trainees are ready

to join the company and be hire a special selection process. The selection process

can include steps su exams and individual exams. The Pakistani partner can assist in

this process as iliar with the recruitment process in Pakistan. Before using one,
the recrui be able to understand the applicant’s potential.

ires more and more training and management of partners to solve their
lems. Some employees may be ambitious or learn quickly and their workout time
ious (Domanski, 2018). Companies must provide these employees with professional
traming. Another typical departure culture is found in Pakistani companies where employees are

often transferred from one department to another. Subsidiaries use this method, which allows

employees to work from home.
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It is very important to choose the right partner to run a subsidiary abroad. A key factor is

the ability of partners to provide the parent company with increased capital and opportunities.

These resources may include technical knowledge and other similar factors (Tomasevic and
Spasojevic, 2018). The company needs to prepare a few talented people and then cho
partner. Companies can analyse their skills and compare them with the capabiliti
partners in relation to the strategic goals of the organisation. Local marketdnfermat

distribution channels, after-sales support networks, brand awareness a ula information

are all important factors in choosing a partner.
Conclusion

Lidl is a well-known British retailer as i of the UK market. From this

discussion, it can be concluded that Lidl can s market in Pakistan for profit. As a home
appliance retailer, Pakistan can be a lu the entire company. In fact, consumers
are willing to pay for very cheap . The company is expanding internationally in

Pakistan and producing preducts to tastes. It is exported directly to the market through

exporters or agents i i market. In this way, Lidl’s strategic leaders can make

positive decisi e eir business in Pakistan. Challenges in the international market

that sub" i ac e solved with recommended solutions.




21

References

Ahmed, M., 2021. An analysis of the Impact of Brand Image on Consumer Purchase Behavior:

The case of Lidl, Sweden.

Ansoff, H.1., Kipley, D., Lewis, A.O., Helm-Stevens, R. and Ansoff, R., 2019. Strategic

o»H

dimensions of internationalization. In Implanting strategic management (pp. 311-336).

Palgrave Macmillan, Cham.

a

Cantaragiu, R., 2019, May. Corporate social entrepreneurship initiatives against food waste—The

case of Lidl in Romania. In Proceedings of the International Conference on Business
Excellence (Vol. 13, No. 1, pp. 505-514).

Chen, T., Zhang, X.P., Wang, J., Li, J., Wu, C., Hu, M. and Bian, H., 2020. A review on electric

4

vehicle charging infrastructure development in the UK. Journal of Modern Power

A
Systems and Clean Energy, 8(2), pp.193-205.
W 4

Constantin, M., Radulescu, I.D., Vasi¢, M., Andrei, J.V. and Pistalu, M., 2021. Modern forms of
. 4

value creation in the global agri-food chain—Perspectives from the facebook ads market.

In Proceedings of the International Conference on Business Excellence (Vol. 15, No. 1,

pp. 811-8537.'

A

Danescu, T. and Matei, R.B., 2021. Sustainable development: beyond appearances. In MATEC

N

eb of Conferences (Vol. 342). EDP Sciences.

a4 o 7

Domanski, T., 2018. Sustainable Development in the Internet Corporate Communications of
Leading Retailers in Poland. In Food Retailing and Sustainable Development. Emerald
Publishing Limited.

Hardaker, S., 2018. Retail format competition: The case of grocery discount stores and why they

haven’t conquered the Chinese market (yet). Moravian Geographical Reports, 26(3),



22

Pp.220-227.

Helmold, M. and Terry, B., 2021. Global Supply Chain and Logistics. In Operations and Supply

Management 4.0 (pp. 107-114). Springer, Cham.

Joo, Y.M., 2018. Megacity Seoul: Urbanization and the development of modern South Korea.

Routledge. 6
A PN

Lidl, V., 2020. Transformations of the Central Asian Regional Energy Security Complex after

1991: The Case of the Turkmenistan-China Gas Pipeline. \
A

Palea, A., 2020. Glocalization Practices of Supermarket Chaﬁ Case Study: @od Retailers in
Romania. Journal of Mediation & Social Welfare, 2(1), pp.22-43. I

aH
Pelto, E. and Karhu, A., 2021. Stakeholder Responses and the Interplay Between MNE Post-

A

entry Behavior and Host Country Informal Institutions. In The Multiple Dimensions of

- -
Institutional Complexity in International Business Research. Emerald Publishing

Limited. .

Pohludka, M., Stverkova, H. and Slusarczyk, B., 2018. Implementation and unification of the

A
ERP system in a global company as a strategic decision for sustainable

entrepreneurship. Sustainability, 10(8), p.2916.
) N

Schmid, S., Dauth, T., Kotulla, T. and Orban, F., 2018. Aldi and Lidl: from Germany to the rest

A al

of the world. In Internationalization of Business (pp. 81-98). Springer, Cham.

PN
Shaikh, A.A.&arjaluoto, H. and Hékkinen, J., 2018. Understanding moderating effects in

i@reasing share-of-wallet and word-of-mouth: A case study of Lidl grocery

retailer. Journal of Retailing and Consumer Services, 44, pp.45-53.
Shaw, H.J. and Shaw, J.J., 2019. Corporate Social Responsibility, Social Justice and the Global

Food Supply Chain: Towards an Ethical Food Policy for Sustainable Supermarkets.



23

Routledge.

Smigielska, G., 2018. Benchmarking in Development Retailers’ Competitive Advantage on

Global Market. Przedsigbiorczos¢ i Zarzgdzanie, 19(2.1), pp.97-105.

A

Stanciu, S., Virlanuta, F.O., Vochin, O.A., Ionescu, R.V. and Antohi, V.M., 2019. Fast Moving

Consumer Goods (Fmcg) Market In Romania Features And Trends. Amfiteatru

Economic, 21(13), pp.778-794. ‘

Steenkamp, J.B. and Sloot, L., 2018. Retail disruptors: The spectacular rise and |mpact of the

hard discounters. Kogan Page Publishers. m

Syed, A.B., 2020. The Power of Pricing Strategy LIDL. WHD Publlshlng House.

AN
Tomasevic, N. and Spasojevic, M., 2018. LIDL'S MODERN BUSINESS OPERATIONS IN

A WA

THE DOMESTIC AND INTERNATIONAL MARKETS. Economic and Social

Development: Book of Proceeding?pp.346-353.

-
Tsene, L. and Briana, M., 2019. CSR Wave: Social Impact as a Spillover Effect of a Brand's

\ . 4

Crisis Communication Strategy—The Case of Lidl Hellas. In Cases on Corporate Social

A
Responsibility and Contemporary Issues in Organizations (pp. 299-312). 1GI Global.

&




Appendix

VRIO Model
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Strengthz Weakneszez

*  Sironz business stucture #*  Dipesz not quite have the market
allows thern to sell their share of the othar big
products at an meradibly supermarkets m the Pakistan. Has
cheap prica. not bean abla to spread their

*  Wida range of private operations cutside of Europe very
lzhals grvas them smecessfilly.
echuzivity and security. ®  Ac ther products are zo chaap

*  Haza huze amount of consimears can often think that
stores across the whela of the quality iz not good anough.
tha Pakistan and Eurcpe
giving Lidl graat exposura.

*  Omline presence that
showeases the products
thay have and any deals
they may be nmning.

Opportunities S0: Maxi-Maxi WO Mini-Maxi

»  Potential to expand in the Funnel revenue back into the Cooperate with firms cperating in the TI8
Pakastan and acquire 2 Pakistan markat by creatmg more  or Asia to expand operations. Increazed

higher share of the stores across Pakistan, revenue could then be funnelled into
Palkastan grocery market. Pakistan development.
*  Bpocessfully expandmg  Introduction of new product ranges
zbroad can provide more  fhat cater to an upper-class Provide more infonmation on their website
fimds to imvast in Pakistan. demographic. about product details m order to enforce
*  Expand their website to quality.
actually accept orders and {2z stronz online presence and
zall products. staff training to expand their
wabsite with click & collect or
delivery sarvices.
Threats ET: Maxi-Mini WT: Mini-Nfini

»  IfLidl wers to engage with Lidl’s own range of private brands  Avoid engaging n price wars and
a price war with other can bauzad to dater price warz and  competitrva with major grocery retailars
major grocery refailers COmIpArEons. on a direct bazis.
than thay could force
competitor's prices down.  Utiliza the significant amount of  Utiliza extensive network in of operations
*  International expansion of exposurs zeross the Pekistn and  in other Europ=an countries to bring naw
other global brands would Europe to construct barmiers of products to the TE.
r_'ausemlecnmpehtm entry for other low-cost groceny
*  Aldi syrpaszing ther retailars.
market share and becoming
the demmant discount
grocery retailsr.
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Figure 8 Recommendations for Lidl




