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Methodology
The Neticle system finds the 

hits mentioning pre-set 

keywords (brands) on the 

Hungarian web and main social 

media sites. 

SEARCH

ANALYSIS

QUANTIFICATION

Neticle does automatic sentiment analysis on the content found, results are 

available instantly from a browser. The system automatically recognizes the 

positive and negative meaning of the phrases in texts. Every hit is given a 

score, so-called polarity index that represents the value of the positive or 

negative opinion about the given keyword.

The basis of the scoring is one the most precise sentiment analysis algorithm 

created by Neticle which works with nearly 80% precision.

By summarizing continuously the scores the system creates the Web Opinion 

Index. The WOI is the Neticle system's own indicator which can express the 

web’s opinion in only one dynamically changing index number.

With polarity index, users can easily quote the gathered and summarized 

opponent or supporting mentions with gives much more information about 

your company and/or brands than just counting positive and negative texts.

Articles

Comments on news portals and blogs

Blog posts

Forum contents

Public Facebook mentions

X contents, tweets

Videos

Reviews

Front page contents

Instagram

Pinterest

TikTok

Messenger (needs 

special setup)

Huawei APP Gallery

Google locations

App store Play Store

LinkedIn (needs 

special setup)
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Methodology of keyword creation

Undistorted client insights

Public opinion instead of controlled data collection

M E NT I ON:

P OS IT IV E

SYNO NYM S:

L idl DE, 

li dl de, etc.

+3.0

Polarity index for phrases, on scale from -3 to +3

Integrated administration of synonyms

Neticle evaluates keyword-related terms 

between -3 and +3, even cumulating 

simultaneously the polarized terms.

„In Germany, the selection of products at Lidl is much wider than in other stores.”

FACEBOOK

HE LYSZ ÍN
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Executive Summary I.

Overview:
Social media dominated Lidl’s online mentions, accounting for 67% of all content (Facebook, Instagram, TikTok). Online 

press was also significant, contributing nearly 20% of content. Owned content made up 27%, while earned content 

represented 73%, showing strong brand visibility across external channels. Most owned content appeared on social 

media. This demonstrates Lidl’s strong direct communication, yet earned media coverage amplifies the brand’s visibility 

and engagement in everyday discussions. Positive mentions led at 28.2%, while negative opinions were lower at 18.6%, 

indicating an overall favorable online perception.

Engagement on owned social platforms: 
Giveaways drove the highest interactions and positively impacted the Web Opinion Index. Official sponsorships, such as 

the 2025 UEFA Women’s European Championship, contributed to high-performing content, though some posts also 

attracted negative comments about team performance. Top Facebook posts promoted user engagement, product 

interaction, and partnerships with sporting events. Humorous Instagram videos, giveaways, and creative seasonal posts 

were particularly effective, with celebrity collaborations amplifying reach and engagement. Lidl’s owned social media 

successfully combined humour, promotions, lifestyle content, and event partnerships to maximize interactions and 

enhance brand perception.

Engagement on earned social platforms: 
TikTok dominates earned content, accounting for nearly half of mentions (46%), followed by Instagram and Facebook. 

Humorous short videos, particularly by familie_kublik, caused spikes in earned TikTok mentions and drove the highest 

daily interactions. These videos were also successfully shared on YouTube. Videos highlighting everyday situations (e.g., 

checkout struggles) received positive reception. Negative sentiment appeared mainly on earned Facebook, triggered by 

investigative reports on Kaufland hygiene issues and automation fears linked to new checkout machines. These posts 

negatively impacted Lidl’s perception due to the association with the Schwarz Group.



Executive Summary II.

Key takeaways: 
• Lidl’s most engaging owned posts were those that actively encouraged user interaction, such as voting with reactions, 

participating in giveaways, or commenting on humorous content.

• Successful posts combined humour, lifestyle, and promotional content. Highlights included: Humorous posts about 

the store’s name pronunciation. Creative seasonal greetings (Mother’s Day). Videos linking popular artists (Sarah 

Connor, Linkin Park) to the brand through themes like saving money. Engaging recipes (vegan paella) and visually 

appealing presentations of fruits and vegetables, including child-friendly content. Promotional posts highlighting 

discounted products or low prices across Germany.

• Lidl’s earned media presence is strongly driven by humour and influencer activity. While the majority of engagement is 

positive, some negative discussions on Facebook highlight the reputational risks associated with operational issues 

and consumer concerns. Influencer-driven content can outperform the brand’s own channels, emphasizing the 

importance of monitoring and engaging with earned media.

Brand image:
Nearly half of Lidl Germany’s app reviews were negative (47%), with usability issues, login problems, checkout 

difficulties, and data privacy concerns cited as the main complaints, while 36% were positive, highlighting ease of use, 

discounts, and good value for money. Technical problems such as crashes, confusing UI, disorganized updates, and 

issues with coupons and offers further contributed to user frustration, despite appreciation for the app’s design and 

convenience. Overall, one- and two-star ratings dominated (nearly 55%), while five-star feedback represented most of 

the positive reviews, reflecting a polarized user experience.



I. Quantitative 

overview



The Lidl in Germany is characterized by outstanding social 
media activity, nevertheless, the share of positive-polarity 
mentions is stronger than that of negative ones
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• We examined Lidl’s German-

language public online mentions 

between 1 September 2024 and 31 

August 2025.

• In Lidl brand’s online media 

mentions from the analyzed year, 

social media was the most 

significant platform: 67% of the 

content appeared on Facebook, 

Instagram, and TikTok. In addition to 

these platforms, online press was 

also notable, accounting for nearly 

20% of the content.

• Despite the high proportion of social 

media mentions, positive mentions 

(28,19%) about the Lidl brand were 

in the majority, while negative 

opinions (18,57%) appeared at a 

much lower rate.

Share of platforms Share of sentiment



Number of daily mentions by source type
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1. The TikTok video by familie_kublik about the New 

Year’s Eve fireworks generated high interaction.

2. Dubai chocolate remains in the product range, 

despite generating considerable debate over the 

fact that it does not actually originate from 

Dubai.

3. The Instagram advertising video by 

femily.hashtagt about outdoor children’s toys 

was successful.

4. The highest daily number of social media 

mentions was generated by a video on the ZDF 

heute-show YouTube channel, which attracted a 

high volume of comments. The video discussed 

Trump’s trade policy and addressed how it 

affects the availability of products on Lidl’s 

shelves in Germany.

5. Due to hygiene deficiencies, two Kaufland stores 

were temporarily closed. Articles mentioning 

these stores also referred to other Schwarz 

Group retailers, including Lidl, negatively 

affecting the perception of the Schwarz Group, 

despite the fact that Kaufland and Lidl operate 

as competitors in the market.

6. Lidl’s own YouTube video about the major price 

reduction, referring to it as the biggest price 

reduction ever.

7. Lidl has been sued over its Lidl Plus app for 

violating consumer protection regulations: users 

effectively pay for discounts and coupons with 

their personal data. Consumer protection groups 

have also filed a lawsuit, and the case is now 

before the Stuttgart Higher Regional Court.

2

3

4

5

6

7

1

https://www.tiktok.com/@familie_kublik/video/7453422623079370006
https://www.spiegel.de/wirtschaft/service/lidl-discounter-darf-dubai-schokolade-vorerst-weiter-verkaufen-a-7fb31b62-7cd3-45ad-b6fd-49a217559028
https://www.spiegel.de/wirtschaft/service/lidl-discounter-darf-dubai-schokolade-vorerst-weiter-verkaufen-a-7fb31b62-7cd3-45ad-b6fd-49a217559028
https://www.welt.de/newsticker/dpa_nt/infoline_nt/wirtschaft_nt/article255209568/Gericht-Lidl-darf-seine-Dubai-Schokolade-weiter-verkaufen.html
https://www.welt.de/newsticker/dpa_nt/infoline_nt/wirtschaft_nt/article255209568/Gericht-Lidl-darf-seine-Dubai-Schokolade-weiter-verkaufen.html
https://www.instagram.com/p/DHIc18bM0Bn
https://www.youtube.com/watch?v=OV6CQUyUklo
https://www.youtube.com/watch?v=OV6CQUyUklo
https://www.youtube.com/watch?v=OV6CQUyUklo
https://www.youtube.com/watch?v=OV6CQUyUklo
https://www.prosieben.de/serien/newstime/news/wegen-hygiene-maengel-zwei-kaufland-filialen-voruebergehend-geschlossen-519924
https://www.spiegel.de/wirtschaft/kaufland-tauscht-nach-hygiene-skandal-filialleitungen-aus-schwere-vorwuerfe-a-6463c414-bc03-4ca6-99fa-51c164d919cc
https://www.youtube.com/watch?v=-AQ2r4icqyU
https://www.tagesschau.de/wirtschaft/verbraucher/lidl-app-datenschutz-klage-100.html
https://www.welt.de/newsticker/dpa_nt/infoline_nt/wirtschaft_nt/article687eff8d6696f36098c32f57/Treue-Apps-von-Lidl-Co-was-bringen-sie-fuer-Vorteile.html
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Share of owned and earned media
Owned content made up 27%, while content outside (earned) the brand’s channels accounted for 
73%. Most of the owned content was published on social media platforms (Facebook, Instagram, 
TikTok). Additionally, reviews accounted for nearly 11% of the owned content. This illustrates that 
Lidl’s own communication is strong, primarily on social media platforms, but the brand receives even 
greater attention on earned channels, reflecting its frequent presence in everyday discussions.

105,285 283,435

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Lidl DE

Owned (pcs) Earned (pcs)



II. Engagement on 

owned social 

platforms



Lidl’s online perception on owned social media channels
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1. The giveaway run on Lidl’s Instagram

generated a high number of mentions 

and also had a positive impact on the 

Web Opinion Index.

2. Lidl shared a humorous photo about 

the different ways people pronounce 

the store’s name.

3. Lidl shared a vegan paella recipe on 

its Instagram and Facebook pages, 

which became very successful.

4. Instagram giveaway offering tickets to 

the Final4. This positively influenced 

Lidl’s perception.

5. Lidl launched a giveaway on Instagram 

that generated numerous comments 

and boosted the brand’s opinion 

index.

6. Lidl was an official partner of the 

2025 UEFA Women’s European 

Championship and promoted the 

quarterfinals as well. However, several 

negative comments appeared, 

evaluating the performance of the 

German team.

7. Humorous Instagram post praised as 

strong marketing.

1

2
3

4

4

1

5

5
6

6

7

https://www.instagram.com/p/C_sTg4CtBBv
https://www.facebook.com/lidlde/posts/1048265293996158
https://www.instagram.com/p/DHIxamSJpFC
https://www.facebook.com/278565202257_1057974053025282
https://www.instagram.com/p/DHtJt9Qvyob
https://www.instagram.com/p/DHtJt9Qvyob
https://www.instagram.com/p/DJ_zt0gyV-w
https://www.facebook.com/lidlde/posts/1156760439813309
https://www.facebook.com/lidlde/posts/1156760439813309
https://www.instagram.com/p/DNQiq_9tb14
https://www.instagram.com/p/DNQiq_9tb14


Daily interactions on owned Facebook and Instagram 
channels
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1. On both Facebook and Instagram, 

the Emily in Paris-inspired giveaway 

generated the highest interactions, 

offering a trip to Paris as the prize.

2. Most successful Instagram post: 

Lidl’s creative New Year’s greeting.

3. Mother’s Day Instagram video widely 

praised.

4. Facebook post about 500 

permanently discounted products.

5. In their humorous video, they aim to 

highlight that they offer the lowest 

prices across Germany. Video 

praised as an excellent marketing 

tool.

6. As an official partner of the 2025 

Women’s EURO, Lidl featured the 

event in this top-performing post.

1
3

4

2

5

6

https://www.facebook.com/lidlde/posts/920483010107721
https://www.instagram.com/p/C_sTg4CtBBv
https://www.instagram.com/p/DENco9nMJAu
https://www.instagram.com/p/DJZuPKBKkKf
https://www.facebook.com/lidlde/posts/1121513830004637
https://www.facebook.com/lidlde/posts/1121513830004637
https://www.instagram.com/p/DLuh0YyqDPK
https://www.facebook.com/lidlde/posts/1162536782569008
https://www.facebook.com/lidlde/posts/1162536782569008
https://www.facebook.com/lidlde/posts/1162536782569008
https://www.facebook.com/lidlde/posts/1162536782569008
https://www.facebook.com/lidlde/posts/1162536782569008
https://www.instagram.com/p/C_sTg4CtBBv
https://www.instagram.com/p/DENco9nMJAu
https://www.instagram.com/p/DLuh0YyqDPK
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Most engaging posts on owned Facebook – On Lidl’s own Facebook page, successful posts were those that 

encouraged user engagement, such as voting with reactions. These posts were used to promote products (#1, #3, #5, #9 ). Lidl was 
an official partner of the 2025 UEFA Women’s European Championship, and this sporting event appeared in several highly 
successful posts (#2, #8). The 2025 World Men’s Handball Championship was also mentioned in their successful posts (#7), 
including a tribute to the German national team following their exit in the quarterfinals (#6). Posts showcasing appealing fruit and 
vegetable presentations — including for children — were also successful for Lidl (#4, #10).

Facebook share

Facebook like Facebook comment

Facebook reaction 

(haha, wow, love, angry, 

sad)

Click on the images to open the posts

https://www.facebook.com/lidlde/posts/1192277912928228
https://www.facebook.com/lidlde/posts/1067313925424628
https://www.facebook.com/lidlde/posts/1071337351688952
https://www.facebook.com/lidlde/posts/1170555338433819
https://www.facebook.com/lidlde/posts/1162536782569008
https://www.facebook.com/lidlde/posts/1165879212234765
https://www.facebook.com/lidlde/posts/1020556133433741
https://www.facebook.com/lidlde/posts/1027932809362740
https://www.facebook.com/lidlde/posts/1180429237446429
https://www.facebook.com/lidlde/posts/1174561534699866
https://www.facebook.com/lidlde/posts/1192277912928228
https://www.facebook.com/lidlde/posts/1162536782569008
https://www.facebook.com/lidlde/posts/1067313925424628
https://www.facebook.com/lidlde/posts/1180429237446429
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Most engaging posts on owned Instagram – Lidl’s creative New Year’s greeting post was the most successful 

on Instagram (#1). Their Mother’s Day post ranked second. The video featuring Sarah Connor aimed to associate the concept of 
saving with the brand (#3), as did the Linkin Park video, which also ranked second on the list (#7). Humorous contents 
performed especially well on Instagram (#4, #5, #6, #8). A post about the German national team exiting in the quarterfinals of 
the 2025 World Men’s Handball Championship (#9), as well as the collaboration with Stefano Zarrella (#10), also made it onto 
the list.

Instagram comment

Instagram like Click on the images to open the posts

https://www.instagram.com/p/DENco9nMJAu
https://www.instagram.com/p/DJZuPKBKkKf
https://www.instagram.com/p/DKC5EHPOt0Q
https://www.instagram.com/p/DL8UkIqqbL8
https://www.instagram.com/p/DFyCup7uDR4
https://www.instagram.com/p/DLuh0YyqDPK
https://www.instagram.com/p/DNQiq_9tb14
https://www.instagram.com/p/C_ksNOXCySm
https://www.instagram.com/p/DFbM8bVunJo
https://www.instagram.com/p/DJYfCzKCcZY
https://www.instagram.com/p/DENco9nMJAu
https://www.instagram.com/p/DJZuPKBKkKf
https://www.instagram.com/p/DKC5EHPOt0Q
https://www.instagram.com/p/DFyCup7uDR4


III. Engagement on 

earned social 

platforms



Share of platforms – earned social media
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• TikTok is the most significant 

platform in earned content, as nearly 

half of the content appears there

(46%p). 

• It is followed by Instagram and 

Facebook, which together (33,9%p) 

do not reach TikTok’s high share. 

• All comments were made on 

mydealz.de, where users shared 

their opinions on various Lidl 

products.

• The Lidl keyword also appears 

prominently in video content and 

forums.



Lidl’s online perception on earned channels
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1. Humorous TikTok videos by 

familie_kublik caused spikes in Lidl’s 

earned TikTok mentions. Many viewers 

found the videos funny and received 

them positively, thereby positively 

influencing Lidl’s TikTok mentions.

2. Among the social media platforms 

analyzed, only Facebook mentions on 

earned channels fell into the negative 

range. The most negative impact came 

from an investigative report published on 

April 3, 2025, which highlighted 

questionable daily operations at 

Kaufland, particularly regarding hygiene. 

Posts on Facebook linked Kaufland to 

Lidl, as both stores belong to the 

Schwarz Group. Comments were 

extremely negative, leading to a 

significant drop in Lidl’s perception 

within earned Facebook mentions.

3. A Facebook post reported that Lidl is 

introducing new checkout machines, 

allowing customers to not only pay but 

also withdraw cash during shopping. 

Comments turned negative as many 

users expressed fears about automation, 

linking it to the potential displacement of 

cashier jobs.

1

1

2
3

1

https://www.tiktok.com/@familie_kublik/video/7436800900934487329
https://www.tiktok.com/@familie_kublik/video/7475401156987047190
https://www.tiktok.com/@familie_kublik/video/7453422623079370006
https://www.facebook.com/watch/?v=28777232235257954
https://www.facebook.com/punkt12/posts/1096902752481088
https://www.facebook.com/focus.de/posts/1160081599481060


Daily interactions on earned Facebook, Instagram and 
TikTok channels
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1. In its Instagram post, Tagesschau 

shared the results of a Manager 

Magazin study on German billionaires, 

which reported that the richest 

German is Dieter Schwarz, owner of 

the Schwarz Group, which includes the 

Lidl and Kaufland supermarket chains. 

This is the most successful Instagram 

post among earned content.

2. Humorous video by familie_kublik 

about the daily struggles of checkout 

staff.

3. The highest daily interactions were 

also generated by a video from 

familie_kublik, which received over 

300 000 likes and more than 6 000 

comments.

4. familie_kublik’s short videos were also 

uploaded to YouTube and were highly 

successful.

5. Many viewers found familie_kublik’s 

trend video funny.

6. Under tantejollie’s short cooking tip 

video, several supermarkets were 

mentioned using hashtags, including 

Lidl.

1

2

3

4

5
6

https://www.instagram.com/p/DAoLBEXNCVP
https://www.tiktok.com/@familie_kublik/video/7436428354686815520
https://www.tiktok.com/@familie_kublik/video/7450530938183748886
https://www.youtube.com/watch?v=J2o91QsiQUQ
https://www.youtube.com/watch?v=5KCNdH5k0FY
https://www.youtube.com/watch?v=dhN4SoeoxEw
https://www.tiktok.com/@familie_kublik/video/7459438075983187222
https://www.tiktok.com/@tantejollie/video/7532163523170815254
https://www.tiktok.com/@tantejollie/video/7532163523170815254
https://www.instagram.com/p/DAoLBEXNCVP
https://www.tiktok.com/@familie_kublik/video/7459438075983187222
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Most engaging posts on earned Facebook and Instagram – Among the top Facebook posts, 

shared articles are dominant (#1, #2, #3), generating a high number of comments and reactions, while 
humorous videos appear less frequently (#7). On Instagram, short cooking videos (#2, #3) featuring Lidl 
ingredients are prominent (successful advertising opportunity: #6, #8), and the rapid sell-out of New Year’s 
fireworks also became a notable post (#10).

Facebook share

Facebook like Facebook comment

Facebook reaction 

(haha, wow, love, angry, 

sad)

Instagram comment

Instagram like

Facebook Instagram

https://www.facebook.com/DerPostillon/posts/1078685600954210
https://www.facebook.com/DerPostillon/posts/1079201157569321
https://www.facebook.com/bild/posts/1099781245515443
https://www.facebook.com/watch/?v=2131261984003167
https://www.instagram.com/p/DNGWF7lonLI
https://www.instagram.com/p/DArHRFLCgMo
https://www.instagram.com/p/DJoTvuRikA_
https://www.instagram.com/p/DFM9hq_IVnu
https://www.instagram.com/p/DEHVvvWswsE
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Most engaging posts on earned TikTok and YouTube – On TikTok and YouTube, short, humorous 

videos generated the highest interactions. familie_kublik’s TikTok videos dominated among the most successful 
TikTok contents in the earned social media analysis (#1, #2, #3). Apart from familie_kublik, only three other videos 
made it to the list from different creators. One featured making a pizza with Lidl products, which also became 
successful on Instagram. On YouTube, videos by Familie Kublik (#1, #3), Douglas Stahl (#2), and derlurks (#5) were 
particularly successful.

YouTube like

YouTube comment
Tiktok comment

Tiktok like

Tiktok share

YouTubeTikTok

https://www.tiktok.com/@familie_kublik/video/7450530938183748886
https://www.tiktok.com/@familie_kublik/video/7459438075983187222
https://www.tiktok.com/@familie_kublik/video/7436428354686815520
https://www.tiktok.com/@gennaroformoso4/video/7536239067332087062
https://www.youtube.com/watch?v=3YYM_FJ7V2Q
https://www.youtube.com/watch?v=J2o91QsiQUQ
https://www.youtube.com/watch?v=qugFp9BMfOQ
https://www.youtube.com/watch?v=NqRHf-lsETg
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Example mentions of earned social media content mentioning Lidl

Click on the images to open the posts

https://www.instagram.com/p/DAoLBEXNCVP
https://www.instagram.com/p/DNGWF7lonLI
https://www.youtube.com/watch?v=qugFp9BMfOQ
https://www.tiktok.com/@familie_kublik/video/7450530938183748886
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Influencers on owned and earned social media platforms – familie_kublik’s TikTok activity and the 

interactions generated by his short videos exceeded the activity on Lidl’s own channels, including Instagram, TikTok, 
and Facebook. As a result, these were pushed to second and third place. familie_kublik’s humorous videos were 
also uploaded to YouTube, which closely followed Lidl’s own channels. kamal0masood reached fifth place with his 
TikTok videos, which humorously highlight how expensive life in Germany is. mrsgeizhals presents the best weekly 
deals from German stores in the form of TikTok videos.

YouTube like

YouTube comment
Tiktok comment

Tiktok like

Tiktok share

Facebook share

Facebook like Facebook comment

Facebook reaction 

(haha, wow, love, angry, 

sad)

Instagram comment

Instagram like

https://www.tiktok.com/@kamal0masood/video/7539067532053990678
https://www.tiktok.com/@mrsgeizhals/video/7481228209162308886
https://www.tiktok.com/@mrsgeizhals/video/7481228209162308886


IV. Brand image
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Image-related topics and synonyms in Lidl App user experience



Sentiment distribution of reviews and the most active 
topics

26

• Of the text reviews related to Lidl 

Germany, 47% (5 696 pcs) were 

negative, while slightly fewer were 

positive at 36% (4 350 pcs).

• Positive feedback highlighted the 

app’s ease of use, various 

discounts, and the good value for 

money of shopping at Lidl. However, 

updates received criticism, as they 

caused usability issues and login 

problems. Checkout-related 

problems were similarly rated 

negatively. 

• Data privacy concerns also arose, 

creating user doubts. App 

functionality is the most negatively 

perceived topic.

• Customer support fell into a 

relatively neutral range, with both 

positive and negative experiences 

reported.

Topic map chart

Distribution of mentions



Distribution of brand image factors in reviews
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• Many users express satisfaction with the app's 

design and simplicity, finding it convenient and 

functional. They appreciate features like 

discounts and coupons, which are often cited 

as a major draw. The supermarket's in-store 

offers, product quality, and friendly service also 

receive positive feedback, suggesting a strong 

customer experience on the ground.

• Despite the positive feedback on its design, the 

app faces significant criticism regarding its 

performance.

• The analysis reveals significant shortcomings in 

the app's usability across multiple areas. The 

user interface (UI) is often confusing and hard 

to navigate, leading to user frustration. This is 

compounded by difficulties in the registration 

and login process, which creates obstacles for 

users from their very first interaction.

• The app also faces numerous technical issues. 

Frequent crashes or failures to open 

significantly degrade the user experience. The 

disorganization after updates are also a 

recurring complaint. 

• The system for coupons and offers doesn't run 

smoothly either, which is not only annoying but 

also discourages them from using the app.

• Privacy concerns seriously jeopardize user 

trust. The app collects and shares personal 

data without consent, and the amount of data 

collected is excessive. Frequent, intrusive push 

notifications further reinforce the impression 

that the app does not respect user privacy. The 

intrusive advertising within the app negatively 

impacts the user experience. 

https://itunes.apple.com/de/app/id1238611143
https://play.google.com/store/apps/details?id=com.lidl.eci.lidlplus&aid=114032411675128260111
https://play.google.com/store/apps/details?id=de.sec.mobile&aid=114554712193679314153
https://play.google.com/store/apps/details?id=com.lidl.eci.lidlplus&aid=113525264013515829109
https://itunes.apple.com/de/app/id1238611143
https://play.google.com/store/apps/details?id=com.lidl.eci.lidlplus&aid=112721523372194887009
https://itunes.apple.com/de/app/id1238611143
https://play.google.com/store/apps/details?id=com.lidl.eci.lidlplus&aid=109217669011372061262
https://itunes.apple.com/de/app/id1238611143
https://play.google.com/store/apps/details?id=com.lidl.eci.lidlplus&aid=111473467879078739333
https://play.google.com/store/apps/details?id=com.lidl.eci.lidlplus&aid=111473467879078739333
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User ratings in app reviews – One-star reviews accounted for the largest share 

(44%), and together with the also negative two-star reviews, they made up nearly 55% 
of all ratings. Three- and four-star reviews were rare, while among the positive ratings, 
five-star feedback was the most frequent (25%).
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Example mentions of user feedback from app reviews – The dominant opinion 

is that using the app is becoming less worthwhile, as updates have degraded its quality 
and it offers few attractive deals.

Click on the images to open the posts

https://play.google.com/store/apps/details?id=com.lidl.eci.lidlplus&aid=111473467879078739333
https://itunes.apple.com/de/app/id1238611143
https://itunes.apple.com/de/app/id1238611143
https://play.google.com/store/apps/details?id=com.lidl.eci.lidlplus&aid=112721523372194887009
https://play.google.com/store/apps/details?id=com.lidl.eci.lidlplus&aid=113525264013515829109
https://play.google.com/store/apps/details?id=com.lidl.eci.lidlplus&aid=101638715619883324868


Lidl’s perception in forums and user comments – Overall, 
the customer experience is positive within its price range, 
which is why many people choose Lidl products
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• Forum discussions and comment-

type content related to Lidl show a 

positive picture of its products. Many 

users praise the quality of Lidl items 

and recommend them to others. 

• One of the most frequently 

mentioned issues, however, is that 

certain promotional products sell out 

very quickly in stores.

• Durability issues were raised in 

relation to plastic components. 

• In addition, many commenters 

pointed out the lack of high-end 

features in the more expensive 

models.

• The most common product-related 

issues mentioned on mydealz.de 

were battery problems with scooters, 

inaccurate DIY tools, and returns due 

to sizing issues.

https://www.mydealz.de/deals/e-scooter-99eur-2617635
https://www.mydealz.de/deals/ab-0109-bei-lidl-parkside-messschieber-winkelmesser-digital-schieblehre-2623512
https://www.mydealz.de/deals/parkside-forstschutzhelm-mit-abnehmbarem-metall-klappvisier-2620600
https://www.mydealz.de/deals/parkside-forstschutzhelm-mit-abnehmbarem-metall-klappvisier-2620600


Key topics in social media
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• The most prominent topics revolve around 

the shopping journey. "Kaufen" (buy), 

"Einkäufer" (shopper), and "Kauf" 

(purchase) are all keywords that directly 

address the act of shopping at Lidl. A 

significant portion of the social media 

conversation is driven by consumer 

behavior and the purchase process itself. 

• The keyword "App" indicates that Lidl's 

mobile application is a key touchpoint,

used for digital coupons or offers, and is a 

major topic of discussion among users.

• The keywords "Rezept" (recipe) and 

"Kochen" (cooking) highlight a focus on 

food and lifestyle content. This is a 

common strategy for Lidl, as it goes 

beyond simply selling products and 

positions the brand as a source of 

inspiration for meals and healthy eating. It 

also encourages user-generated content, 

with people sharing recipes and creations 

made with Lidl ingredients.

• Finally, "Geld" (money) is a core theme. 

Lidl's brand identity is strongly tied to 

offering value for money. This keyword 

confirms that the price of products, 

savings, and overall affordability are 

central to the social media dialogue, 

reinforcing the brand's core value 

proposition.
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Engaging hashtags and hashtag cloud – #lidl and #lidldeutschland indirectly identify the brand and the 

country. This tactic is great for creating a personal, community-based connection with followers. #fyp and #fürdich are used to boost 
visibility and get content onto the "For You" page of users, which is crucial for maximizing organic reach and discovery on TikTok. 
#lidllohntsich (Lidl is worth it) is a key marketing slogan. It's a direct message to consumers, promoting the idea that shopping at 
Lidl offers value for money. These showed a positive polarity. The appearance of hashtags such as #aldi or #rewe — which are linked 
to competitors — indicates that users compare the retailers, mostly in terms of price and quality. Neutral polarity is associated with 
various brands available in Lidl’s assortment. Negative polarity is connected to coupon-related expressions, as customers are 
increasingly dissatisfied with the options offered by Lidl.



V. Online press



Daily reach of online press
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1. In October 2024, a key news story 

reported that Lidl’s owner, Dieter 

Schwarz, was once again among the 10 

richest Germans.

2. From a consumer protection perspective, 

Lidl was sued because its app advertised 

promotional products in violation of the 

law, without displaying their original 

prices.

3. The price drop of butter was a key news 

item for readers.

4. Due to hygiene deficiencies, two 

Kaufland stores were temporarily closed. 

Articles mentioning these stores also 

referred to other Schwarz Group 

retailers, including Lidl, negatively 

affecting the perception of the Schwarz 

Group, despite the fact that Kaufland 

and Lidl operate as competitors in the 

market.

5. Lidl has been sued over its Lidl Plus app 

for violating consumer protection 

regulations: users effectively pay for 

advertised discounts and coupons with 

their personal data. The consumer 

protection authority accuses Lidl of this 

practice. Consumer protection groups 

have also filed a lawsuit, and the case is 

now before the Stuttgart Higher Regional 

Court.

Pages with largest reach (potential reach)

derwesten.de (175 042 320 people)

n-tv.de (125 462 148 people)

infranken.de (86 965 410 people)

thueringen24.de (85 027 052 people)

bild.de (41 566 364 people)

bildderfrau.de (36 338 715 people)

stern.de (33 455 590 people)

fr.de (28 725 758 people)

gofeminin.de (26 039 510 people)

welt.de (22 362 230 people)

1

2

3 4

5

https://www.prosieben.de/serien/newstime/news/liste-der-reichsten-deutschen2024-kuehne-rutscht-ab-440085
https://www.spiegel.de/wirtschaft/unternehmen/verbraucherschuetzer-klagen-gegen-lidl-und-penny-a-87d47b18-ea6c-4aa5-8228-ab772e5d0502
https://www.tagesschau.de/wirtschaft/verbraucher/butterpreis-sinkt-billiger-100.html
https://www.spiegel.de/wirtschaft/hygiene-skandal-kaufland-tauscht-fuehrung-zweier-filialen-aus-a-6463c414-bc03-4ca6-99fa-51c164d919cc
https://www.berliner-zeitung.de/news/schimmel-maeusebefall-manipulation-kaufland-will-jetzt-schaden-begrenzen-li.2313524
https://www.tagesschau.de/wirtschaft/verbraucher/lidl-app-datenschutz-klage-100.html
https://www.tagesschau.de/wirtschaft/verbraucher/lidl-app-datenschutz-klage-100.html


Key topics in online press
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1. The most dominant topic is Lidl's focus 

on low prices and special deals. 

Keywords like "Discount", "Discounter", 

"Günstigkeit" (affordability), "Rabatt" 

(discount), and "Reduzierung" (reduction) 

all point to media coverage centered on 

Lidl's reputation as a low-cost 

supermarket. This includes articles about 

price comparisons, weekly specials, and 

sales that are central to its business 

model.

2. The terms "Kaufen" (to buy), "Produkte" 

(products), and "Verkauf" (sale) indicate 

a focus on the transaction process and 

the goods themselves. Online media 

often highlights new or popular products, 

as well as the overall shopping 

experience. 

3. Finally, the keywords "Filiale" 

(branch/store) and "Einkäufer" (shopper) 

show that articles also cover the physical 

aspects of the business and the people 

who shop there. Topics include news 

about new store openings, renovations, 

or customer shopping habits and 

experiences. This provides a more 

tangible, on-the-ground perspective of 

the company's retail footprint.

https://www.infranken.de/ratgeber/karriere-geld/was-verdient-man-wirklich-bei-lidl-zahl-ueberrascht-art-6255403
https://www.karlsruhe-insider.de/verbraucher/grosser-ansturm-bei-lidl-war-in-wenigen-minuten-alles-weg-262717
https://www.echo24.de/heilbronn/lidl-kundin-wut-aktionsprodukt-ausverkaufz-discounter-brackenheim-verbraucherzentrale-lockangebot-93908976.html
https://etf.capital/lidl-startet-online-lebensmittelabonnement-plattform/
https://etf.capital/lidl-startet-online-lebensmittelabonnement-plattform/
https://www.news38.de/panorama/vermischtes/article300591802/lidl-obst-preis-kasse-lebensmittel.html
https://www.volksfreund.de/region/mosel-wittlich-hunsrueck/aldi-lidl-netto-oder-norma-welcher-discounter-willl-innerhalb-wittlichs-umziehen_aid-133233281
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Example mentions of the top-reaching news – Online press coverage was dominated by 

news related to the Schwarz Group (Dieter Schwarz being among the 10 richest Germans again, the 
butter price drop, and Kaufland store closures due to hygiene issues) and the legal case concerning the 
Lidl app.

Click on the images to open the 

posts and articles 

https://www.prosieben.de/serien/newstime/news/liste-der-reichsten-deutschen2024-kuehne-rutscht-ab-440085
https://www.tagesschau.de/wirtschaft/verbraucher/butterpreis-sinkt-billiger-100.html
https://www.spiegel.de/wirtschaft/kaufland-tauscht-nach-hygiene-skandal-filialleitungen-aus-schwere-vorwuerfe-a-6463c414-bc03-4ca6-99fa-51c164d919cc
https://www.tagesschau.de/wirtschaft/verbraucher/lidl-app-datenschutz-klage-100.html
https://www.spiegel.de/wirtschaft/unternehmen/verbraucherschuetzer-klagen-gegen-lidl-und-penny-a-87d47b18-ea6c-4aa5-8228-ab772e5d0502
https://www.prosieben.de/serien/newstime/news/liste-der-reichsten-deutschen2024-kuehne-rutscht-ab-440085
https://www.spiegel.de/wirtschaft/unternehmen/verbraucherschuetzer-klagen-gegen-lidl-und-penny-a-87d47b18-ea6c-4aa5-8228-ab772e5d0502
https://www.tagesschau.de/wirtschaft/verbraucher/butterpreis-sinkt-billiger-100.html
https://www.spiegel.de/wirtschaft/kaufland-tauscht-nach-hygiene-skandal-filialleitungen-aus-schwere-vorwuerfe-a-6463c414-bc03-4ca6-99fa-51c164d919cc
https://www.tagesschau.de/wirtschaft/verbraucher/lidl-app-datenschutz-klage-100.html
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