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The old notions of aspirationalism established by brands are 
being broken down, opening us up to new ways of seeing the 
world, in a more ironic, contradictory and critical way. 
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Mass consumption brand strategies need to be reinterpreted to connect with the values 
of the new generations, and drops are a key resource for most categories. 

THE GREAT STRATEGIC TAKEOUT
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Because actions and active stances are needed to generate real 
change and connect brands with the new generations.  

WHY SHOULD I READ THIS?
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WHY IT IS INTERESTING?
The way we consume is evolving alongside the growth and 
the establishment of new generations: 

What is the point of consumption for generations that have 
grown up between periods of constant economic, social 
and environmental crises? Or, what do the younger 
generations think about brands when they have universal 
access to information and opinions about them?  

We have chosen the case of Lidl as an example of a brand 
that, from an understanding of the emerging contemporary 
consumer, has been able to connect with the new 
generations without losing its long-standing targets. 

It is all interesting, right from the start: in April 2020, the 
Lidl supermarket chain in Germany announced that it 
would be launching a collection of clothing and accessories 
branded with its logo, as if it were an iconic fashion brand. 
Lidl's social media followers did not suspect that, in fact, it 
was an April Fools' joke.

Such was the public's response that, once it was revealed that 
the information was false, customers began to request the 
collection, making it viral before it even existed. And so, Lidl 
dropped red, yellow and blue sneakers, sandals, t-shirts and 
socks in some markets, which became iconic items. 

What can we learn from this? 

The drop is a resource that has a different meaning 
depending on the reader: for those who have been Lidl 
customers all their lives, it is transparent. And for the new 
generations, who connect with values like irony, it will attract 
their attention.  

The drop as a contradictory resource coming from a 
supermarket: it is about using actions that connect 100% with 
targets who would not be the ones looking for that type of 
thing from brands like Lidl.
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WHY IT IS INTERESTING?
The drop as a critical resource: irony and mockery 
constitute the universal language of this generation and 
its native land of the internet, and it has been 
transferred to all consumption. Lidl has captured the 
insight that "fashion bought in supermarkets is tacky", 
and it has made this a strategy that connects completely 
to young people, who consider anything that is seen as 
tacky or ugly by others to be stylish and fashionable for 
them. 

The drop as an expression of the ephemeral: while its 
contribution to brand power is incremental (if it is done 
well), the very existence of the drop is ephemeral, so the 
brand can move on to new objectives and actions 
without having to "carry" this edition or proposal 
permanently. 

This strategy has helped Lidl to become the sixth largest 
company in terms of number of shoppers in the fashion 
category in Spain in 2020, according to a study published by 
Kantar. And it shows us that it is a brand that is fully 
contemporary and aware of the environment in which it 
operates. 
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WHAT TO FOCUS ON

• Launching loss leaders capable of mobilising people towards the 
point of sale.  

• Determining fixed launch days. 
• Generating a community of fans and a committee of young people 

that advises the creative team from behind the scenes. 
• Logo obsession: the huge relevance and impact of logos for new 

generations. 
• Low prices and quality. 
• Very 'Generation Z' in tone and style: irony, ugliness, mockery, 

memes and making fun of yourself! 
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Constant search for proposals 
that differentiate us and help us 
to construct/strengthen/nuance 
identity in a singular and unique 
way, without following the 
established norms or rules.

This strategy responds to various 
tensions: on the one hand, an 
escapist, "fun" and disruptive 
proposal in the face of the 2020 crisis, 
built on the basis of a joke; and on 
the other, a proposal that responds to 
the need to consume and be 
entertained in a different way.  

Lidl is also part of the landscape of 
the more "advanced" consumers, who 
see Lidl as brand that helps them 
express their ironic and complicit 
vision of the most common clichés of 
fashion and luxury brands.

An opportunity for retail in 
general to encourage this 
magnetism towards the point of 
sale. 

An opportunity to connect with 
new consumers without risking 
too much through limited editions, 
capsule collections, limited print 
runs and collaborations.  

An opportunity to rethink brands 
and products for these generations 
that understand that the product 
is also the experience.

Any brand in any industry, 
especially in mass 
consumption, that wants to 
connect with the new 
generations.

WHAT IS THE UNDERLYING NEED? WHAT TENSION DOES IT RELIEVE? STRATEGIC OPPORTUNITIES: WHO MIGHT BE INTERESTED?
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KEY CONCEPTS

Lidl, Gen Z, Luxury, Basic, 
Millennials, Sneakers.
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I'M INTERESTED IN IT FOR MY BRAND. TELL ME MORE!

This content comes from The Hunter's strategic 
inspiration tank. If you would like to know how over 15 
years of research and mapping enable us to make 
strategic recommendations that are innovative and 
culturally relevant, please get in touch with us.

I WANT TO KNOW MORE
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Strategic Inspiration

The Catch is The Hunter's strategic think tank, via which the 
inspiration needed to take the best strategic decisions is shared in 

the form of resources, content and original ideas, which can be 
understood easily and applied immediately.
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