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Award Designation and Category:  
GOLD Retail & Restaurants 
GOLD Best New or Emerging Brand 
SILVER Food & Beverage 
SILVER Best Brand Transformation 
 
Campaign Title: Suspiciously Low-Priced Groceries  
Year the campaign took place: 2021 

 
 

Brand: LIDL 
Creative Agency: VMLY&R 
Media Company/Agency: Novus 
Research Company: VMLY&R 
Additional Affiliated Companies: n/a 
 
Summary of the marketing challenge, methodology, insight 
discovered, creative execution and business impact. 
 
Lidl is a beloved European supermarket, known for its highest possible 
quality at absolute lowest prices. But with half the awareness of competitors, 
as it entered the US 4 years ago, it needed to make people aware of its 
existence, because once people knew, they’d love it.  
   
The grocery category is well-established but often lacks excitement – it’s all 
about price. Instead of the boring and expected functional role of low prices, 
we wanted to provoke a different, honest conversation about our unexpected 
quality in a surprising way. We came to this insight by using a multi-phased 
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research approach – inclusive of proprietary models, surveys, concept 
resonance, syndicated data analysis and effectiveness tracking to unearth 
the DNA of the Lidl way and optimize it in a way that is relevant to people.    
   
This resulted in “Suspiciously Low-Priced Groceries,” which centers around 
Lidl prices being ‘suspiciously low’ but without compromising on high-quality 
standards. It’s as Lidl as it gets - refreshingly relatable, unique and overly 
honest—with a differentiating low-price promise that sets Lidl apart. We’ve 
seen success around awareness and differentiation, and even increased 
consideration with 74% of people being more likely to shop at Lidl because 
of the ads.   
 
 
Consumer Insight  
 
Sometimes the most effective way to counter low-price/high-quality 
skepticism, is with a disarmingly humorous hyperbole.   
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Methodology 
 
We used a multi-phased research approach - inclusive of proprietary models, 
surveys, concept resonance, syndicated data analysis and effectiveness 
tracking - to develop and optimize the strategy and creative around the 
“Suspiciously Low-Priced Groceries” campaign. Based on Lidl’s challenge 
around differentiation, the research plan was customized to unearth the DNA 
of the Lidl way and bring it to life in a relevant way.   
  

1. Identify the issue and opportunity   
o The first part was BAV – Brand Asset Valuator – to 
measure brand equity based on audience perceptions and 
quantifiable brand drivers. BAV is the largest and longest 
running study of brands globally with over 75 consistent 
metrics, measuring brand equity. We used this model to 
uncover the true business opportunity for Lidl in the US by 
conducting a quantitative custom study among Primary 
Grocery Shoppers who live within Lidl’s current or planned 
geographic footprint, assuring data relevance. Through this 
project, we understood the potential Lidl had as a niche brand 
to break through if it cracked the price differentiation 
challenge.   

  
2. Uncover brand DNA from internal stakeholders  

o With a solid problem to solve from an equity perspective, 
we used qualitative research via 1:1 deep dive interviews – 
from store managers to company leaders - to better 
understand internal perception and challenges to truly 
incorporate the Lidl differentiation across every piece of 
creative. Through these, we uncovered the internal goal to 
democratize high-quality groceries and were obsessed in 
achieving so for their customers.   

  
3. Unlock the white space by looking at the competition and Lidl 
history  

o The internal and competitive creative audit identified 
strengths and opportunities in activating the Lidl brand in the 
U.S. in order to shape future creative more effectively. This 
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part of the research allowed us to understand the nuances in 
price and quality messaging from the category in order to find 
the white space. We learned that while everyone spoke the 
“low price” language, no competitor did it in non-boring, 
unexpected way that still evoked quality.   

  
4. Optimize creative campaign for breakthrough  

o Building upon previous research inputs, the 1:1 concept 
resonance approach confirmed differentiation while also 
highlighting some concerns around the skepticism message. 
The risk was minimized through creative optimizations, but 
ultimately the clients welcomed the risk based on the 
potential that the unique campaign could have for Lidl. This 
was a new campaign for a newish US player, so message 
relevance, differentiation and overall appeal were of the 
upmost importance for this project. We were also able to find the 
right balance of “expectedly functional” with “surprising high-quality" 
message.   

  
5. Validating the impact through campaign effectiveness tracking  

o Once the campaigned aired, we measured impact on 
advertising awareness and its impact on consideration and 
visitation, including perceptions of Lidl. This was done via 
quantitative survey of 1,500+ respondents who were both 
existing shoppers and Lidl newbies in 7 key markets. Through 
this part of the research, we saw an increase in Lidl Shoppers 
who are more likely to shop at Lidl due to the content of the 
ads from an intention perspective - 74% cite being more 
likely to shop at Lidl because of the ads. We also saw the 
behavioral impact - 36% of people made an unplanned visit 
to Lidl as a result of seeing the campaign.   
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Marketing Challenge 
 
Lidl is a beloved supermarket in Europe that entered the US market 4 years 
ago. It’s fun, cheeky and truly different. Known for not only standing for 
price and quality, but actually obsessing about it. Its whole business model 
works to deliver against transparent prices at the highest quality - no 
warehouses, freight boxes display, every employee can do every job – you 
know, the Lidl way. It’s different because it pushed back against a category 
whose inefficient and shady system doesn’t work hard enough for the 
people.   
  
The problem in the US? People don’t know about Lidl so they don’t 
understand what makes it special and why they should care – it has half the 
awareness of Aldi, Walmart and Costco.  
 
But when people try it, they freaking love it, as one employee said “It’s like 
they found a gem… a winning lottery ticket, and they want to wave it around 
in the air and be proud of what they found because they’re able to be 
smarter every single week.” So, it’s not surprising that it has a higher 
customer rating that competitors. Don’t believe us? The good folks at USA 
Today confirmed it when Lidl’s became a Top 3 supermarket.   
 
Lidl is positioned among other brands in culture with a unique point of view, 
while maintaining strong growth potential like Lululemon and Halo Top. It’s 
easy to be different and be niche, what’s hard is being differentiating while 
attempting to reach mass level. The brand wanted to expand without losing 
its personality. It needed to show those unfamiliar with the Lidl way, that 
while their way is different, different is better. Different means more honest 
and transparent pricing.  
 
Lastly, the grocery category is well established but it lacks passion and 
excitement - price and convenience remain dominant factors. Differentiation 
in a price story was the key challenge. Lidl is an everyday radical that keeps 
prices low for everyday people. But if Lidl wasn’t radical about everyday low 
prices, it’d sound like everyone else. It needed to do it differently. As a  
 
cheeky brand that obsesses about quality and prices, there’s room to talk 
about price differently, in a way that might get people’s attention. So 
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basically, we have a cult-following grocery that no one knows about, and it 
stands for functional things everyone wants from the category, yet it has to 
do it differently.    
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Creative Execution 
 
MLY&R was brought on as Lidl’s agency in 2020 and after a thorough 
research and optimization process, the “Suspiciously Low-Priced Groceries” 
campaign was born. Each of the elements is an ode to a brand that seeks to 
reintroduce itself to the American public in a differentiating way.   

  
The intention behind the ads was to show customers that while Lidl prices are 
‘suspiciously low,’ Lidl does not compromise on its high-quality standards. 
And that price doesn’t have to be boringly expected. This was achieved by 
simply acknowledging the natural tendency humans have to question 
anything they’re not familiar with, a mechanism that is particularly relevant 
culturally these days as many of us question the new context we live in. The 
final result is as Lidl as it gets - refreshingly relatable, welcoming of 
skepticism and maybe a little too honest. But most importantly with a 
differentiating low-price promise that sets Lidl apart from the competition.  
  
The idea was supported with OOH, Digital, Social, OLV and Flyers around the 
100 U.S. locations in the East Coast and Southeast, reminding potential 
customers why they should reconsider their grocery and spotlighting the 
reasons Lidl is different. Additionally, we included the launch with a print ad 
on the Washington Post to start to pique curiosity. The good news is that Lidl 
is already seeing early results, early testing shows increased top of mind 
awareness and overall recall, and even increased consideration as people 
want to know what makes the brand have suspiciously low-priced groceries.   
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Business Results/Lessons Learned  
 

“European Grocer Lidl Challenges U.S. Brands in New Campaign” 
- AdAge …and challenge them we did, giving them a run for their money.   
  
The campaign has only run for three months but so far it’s already making an 
impact in top of mind awareness with a +1.2 point increase (equating to an 
83% chance of brand lift), due to its differentiating message, strengthening 
the brand and setting it up as a strong contender to go beyond a nice 
supermarket. (Source: Facebook Brand Lift Study).   
  
Additionally, from effectiveness tracking, we saw improvement in perception, 
as well as intention and behavioral metrics:  

• Perception   
o 6% increase in awareness  
o 10% increase in purchase intent  
o 10% increase in ad recall  
o 3% increase in quality metrics  
o 2% increase in offering something special for the money  
o 5% increase in inspiring people to try new things  

• Intention to be converted   
o 74%of people site being more likely to shop at Lidl 
because of the ads  
o 60% of non-shoppers indicate they want to try Lidl but 
have not made the trip yet  

• Behavioral   
o 36% of people made an unplanned visit to Lidl as a result 
of seeing the campaign  

  
All in all, the brand is on a path to achieve mass status with its 50-store 
expansion, creating a unique space in the category with its unique and 
differentiating promise of the highest quality possible at suspiciously low 
prices.   
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 Sources:  

• https://adage.com/article/cmo-strategy/european-grocer-lidl-
challenges-us-brands-new-campaign/2315066  
• https://www.lbbonline.com/news/lidl-customers-question-
reality-in-three-new-ads-showcasing-suspiciously-low-priced-
groceries  
• https://reel360.com/article/lidl-debunks-suspiciously-low-prices-
conspiracy/   
• https://www.mediapost.com/publications/article/360760/vmlyrs-
first-work-for-lidl-timed-to-brands-us.html   
• Inmar Willard Bishop Analytics  
• Top 3 USA Today Readers’ Choice Award  
• https://frequent-ads.com/lidl/lidl-weekly-ad-eStwohoKue-0   
• Facebook Brand Lift Study  

 
  
  
 


