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Research  What initiatives does Lidl Sweden implement in the area of environmental 

sustainability? 

Question   

       

Purpose   The purpose of this research is to investigate what initiatives Lidl has developed and 

how the company implemented its corporate social responsibility in the direction of 

environmental sustainability. The purpose is also to compare the company’s activities 

with the guidelines of the EU Environment Commission and theoretical frameworks 

developed by previous research, and, as the result, to provide recommendations to the 

Lidl management. As well the purpose is to review the general improvement patterns 

within the food retail industry.  

Method     The research is made by using a qualitative method with a deductive approach. In 

order to present quality information in the study, a case design was chosen. The 

empirical analysis includes four interview transcriptions, secondary data and 

documentation, as well as a comparison to the theoretical concepts in the descriptive 

analysis.  

Conclusion   The responsibility and awareness of the improvement of the environmental 

sustainability is vital in the food retail industry. Indeed, it was found that aspects such 

as product and supplier’s control, the use of resources, transportation and distribution, 

as well as waste management and information communication to the employees and 

customers are considered as important aspects of the contribution for the 

environmental impact reduction. Lidl Sweden has developed and implemented some 

initiatives towards environmental sustainability, as well regarding the corporate social 

responsibility. However, there are some suggested actions that can be taken in order to 

excel the development. 
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1. Introduction 
This chapter presents information on the research background, general facts about corporate social 

responsibility, and the formulation of the research problem, its question and the purpose.  

1.1 Background 
The trade has grown dramatically in the past few decades due to innovation in technology and infrastructure 

modernization. Social changes increased the number of women in the labor market, subsequently raised 

household purchasing ability. These changes and higher demand forced retailers to expand production. 

Nowadays more goods are produced and delivered; grocery store shelves are wider and richer than ever. 

Massive production and consumption have left a footprint on the environment. (Jones, 2002) 

 

Corporate social responsibility (CSR) concepts have a long history. Hopkins and Crowe (2003) emphasize that 

there has always been a link between businesses and social representatives, from Middle Ages to the 19th 

century, when power was changing from the slave trade to improvement in living and working standards. 

Whilst Sadler (2004) specify that CSR as the relationship between corporation and social and ethical 

responsibility took place in the late 19th century, together with the capitalism development. According to 

Lindgreen and Swaen (2010), CSR is more as an obligation for companies in order to protect the interests of 

the society at large. CSR has gone from being an idea, to becoming a practice; this transformation is a result of 

the discussions ‘not only the right thing to do, but also to do it better’ (ibid.). CSR can also refer to sustainable 

growth and companies’ development. It provides a balance between economic growth, environmental and 

society equity (Wilson, 2003). The authors define CSR as the continuous environmental, society and economy 

improvement process that surrounds companies. The responsibility is also to communicate the importance of 

these activities to all stakeholders and, therefore, increase awareness among them. Individuals and 

organizations should take into consideration their social responsibility areas as well.  

 

According to the countries sustainability ranking study; Sweden is the most sustainable out of 59 countries 

included in the research (Robecosam, 2013). From the highest score of nine, Swedish total sustainability score 

reached mark of 8.25, from which environmental sustainability has gained the score of 1.20. This ranking was 

provided by smart solutions in energy use and source, emissions and biodiversity, and the environmental risk 

explorer and its mitigation. To reach such high score, the whole society should be embedded in sustainability 

development, including retail industry representatives.(Ibid.) Sustainability projects are used in different 

business types, in a mixture with advertisements in order to gain customer’s attention by showing ‘corporate 

citizen’ commitment (Maignan and Ferrell, 2004). Some industries are required to implement CSR projects by 

customers’ and governments’: Beyond simply being “the right thing to do”, a number of factors will drive 

retailers and customers to focus more attention on the non-financial risks facing their organizations in the 

years ahead. Legislative requirements for companies to disclose environmental sustainability performance are 

increasing. Social and environmental performance is becoming the significant aspect of mainstream 

investment decisions. There is mounting pressure from customers, communities and vested interest groups for 

enhanced corporate social and environmental responsibility to change unsustainable consumption and 

production patterns’ (Deloitte, 2006, p. 38). Indeed, the food retailers showed the greater mark of corporate 

responsibility implementation than any other business industry (Lerner and Fryxell, 1988). It was suggested 

that retailers could influence the CSR development significantly due to their close relationship with the end 

customer (Swindley, 1990). As retailers play an important role in the chain between production and 

consumption, the European Commission of Environment (2010) emphasized that retailers should implement 
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sustainability from the core of the company’s roots and to try to reduce the footprint on the environment. This 

concerns food retailers at most, as transportation, waste and resource management has enormous consequences 

on the environment. 

1.2 Research Problem 
The food retail industry is one of the areas where the environmental sustainability concept is a common 

occurrence. This business type inputs a lot of contribution in economic growth and infrastructure development 

in the cities (Mcgoldrick, 2002). According to the EU confederation of the food and drink market, the 

development trend is in general towards hypermarkets and huge stores, regardless the experience and market 

size in different EU countries (CIAA, 2008). For instance, according to Timmer (2009), Sweden has one of the 

most consolidated markets, with 90 percent of all stores are shared between four to five main players in the 

industry. The food retailing system is nowadays customers driven, besides the fact that there are several actors 

in the industry. Mcgoldrick (2002) explains that the food retailers have a good position between end-

consumers and manufacturers, ability to influence the supply chain and shaping customer behaviors. Scholar 

also mentions that the grocery stores are an important part of the program to reduce the environmental impacts 

and the resources usage. 

 

In Sweden, 20 percent of total household incomes were spent on the food and beverages in 2009. The food 

industry accounted for 33 percent of all retail transactions in the same year (Swedish Chambers, 2011). It 

means that a third of all retail production is food and beverages that need to be transported from the 

manufacturer to the end-consumer, stored in between and recycled in the case of sales failure. All of these 

actions have consequences on the environment, and the food retailer’s responsibility is to try to reduce this 

footprint by implementing different projects and become more sustainable and environmentally friendly. 

Companies should be innovative enough to develop their activities, taking into consideration the surrounding 

nature and the effect on it. 

 

There is relatively new player in Swedish food market - German retailer Lidl, with 10 years experience. It is 

one of the most recognized store chains in the country due to its discount and low price strategy (Global 

Agriculture Information Network, 2012). A few years after entering the market, Lidl has undergone different 

criticisms from Swedish governmental controllers and customers themselves for the environmental 

sustainability standard absence (Sydsvenskan, 2005; Aftonbladet, 2007). These facts are the reason for the 

authors to take a deeper look and examine what efforts have been done by Lidl in order to be recognized as 

environmental sustainable company. 

1.3 Research question 
What initiatives does Lidl Sweden implement in the area of environmental sustainability? 

1.4 The purpose 

The purpose of this research is to investigate what initiatives Lidl has developed and how the 

company implemented its corporate social responsibility in the direction of environmental 

sustainability. The purpose is also to compare a company’s activities with the guidelines of the EU 

Environment Commission and theoretical frameworks developed by previous research, and, as a 

result, to provide recommendations to the Lidl management. As well the purpose is to review the 

general improvement patterns within the food retail industry. 
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2. Theories and concepts 
This chapter introduces the theoretical framework of previous concepts of corporate social responsibility and 

literature in environmental sustainability related areas. The theories are divided into base and main concepts. 

The base concepts present the simple understanding of CSR, as well as how and why companies are 

implementing it in their business. The main concepts are the theoretical core for this research; it provides a 

deeper understanding of environmental sustainability and what parts it consists of 

2.1 Corporate social responsibility 
According to the Caroll (1991), the corporate social responsibility history is very long and varying. At the 

beginning of the CSR, the focus was mostly about SR - Social Responsibility. The reason was that the 

corporate dominance in the business sector has not occurred yet. In the 90s, the CSR concept reached new 

heights such as “stakeholder theory” and “business ethics theory”. 

 

The use of CSR has increased rapidly in the past years, more companies are using it nowadays, even though 

there is no precise definition of what CSR is (Grankvist, 2009). However, according to Dahlsrud (2006), CSR 

might be defined as the integration of operations and values in the business. All the stakeholders such as 

investors, customers and employees should be involved and reflected in the company´s policies and 

interactions. The European Commission (2013) explains that companies should have a process to integrate 

social, environmental, ethical and human right concerns into their core business and operations. It can also be 

a matter of commitment in the business that might contribute to sustainable economic growth, by developing 

relationships with employees, local community and society at large. The commitment can also be shown by 

the continuous work on the improvements of CSR initiatives in the businesses (World business Council for 

sustainable Development, 1999, 2000). 

2.1.1 Reasons to apply CSR 

Cox (2005) stated that companies choose to work with CSR for different reasons. The CSR implementation 

depends on companies themselves and how they choose to handle social issues. For some companies, the 

reason may be a long term investment to reach a sustainable success, or the balance in the economy by 

reducing the costs. Scholar was continuous that usually when companies are recognized as ethical, it is mostly 

referred to the organizational behavior; that is a purport to be more moral or work in a fair way. Caroll (1991) 

adds that the ethical responsibility is a response from companies to the expectations from society. These 

expectations are ethical issues rather than a written law. Thereby, Seuring (2008) suggests that companies 

should manage and improve its product supply chain. 

 

According to Prentice (2003), in the food industry, companies have to deal with many risks regarding public 

critique. As ethics merges are exposed, the focus is increasing on the attention from both customers and 

government on CSR practices in supply chain. Carter (2004) explains that the customers´ criticism of the 

perceived CSR failure can cause a remarkable loss in the corporate profitability. Among food customers, there 

is a general trend that awareness is increased even in regards to the intangible factors which are; animals’ 

rights, fair trade and the production process (Phan-Huy and Fawaz, 2003).  

2.1.2 The concepts of CSR 

CSR is an obligation for companies to respond to the externalities that the market action has created (Sethi, 

1990). Thus, the externalities can impact in positive or negative way on companies. The positive externality is 

created by environmental conquests that provide with sustainability factor (Keim, 1978). The negative is 
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created when companies negatively affect the society (Sethi, 1990).  According to Grankvist (2009), the CSR 

concept may be divided into three groups: 

 

Environment - directed to strive for a sustainable development, and not to affect the environment negatively 

(Grankvist, 2009). The environmental factors may be pollution of water, packaging, global warming and waste 

disposal (Maloni and Brown, 2006).   

 

Society – companies are responsible for the society to provide a better living for people in general (Grankvist, 

2009). According to Maloni and Brown (2006), in this aspect, the CSR represents a wide range of activities in 

order to support the local community. These activities might be an educational support, development in 

economy in large scale and job. Carter (2004) adds that other examples of CSR in society are employees 

volunteering, culture and childcare. Another important CSR aspect in the retailers is the issues of labor and 

human rights. 

 

Economy - companies are responsible for their investors in order to maximize profit (Carter, 2004). Beyond of 

gaining profitability, challenges might be raised from the increased public awareness concerning macro-

economic factors, such as “fair trade” (ibid.). Jones (2002) explains that by introducing fair trade companies 

support suppliers in the developing countries in order to avoid poverty and also to sustain the durability of 

their business.  

 

2.2 Environmental responsibility 
According to Fluentes (2011), in the retail industry, environmental sustainability development is usually 

demanded by customers. Retailers can make both consumption and production more ecologically friendly by 

raising awareness among suppliers and customers. Anselmsson and Johansson (2007) add that groceries have 

gained the largest attention in this section as they have a considerable effect on the environment due to 

production and consumption. According to Phan-Huy and Fawaz (2003), retailers should offer ecologically 

friendly products and show responsible environmental care in supply chain. 

 

According to Grankvist (2009), there are three main groups - environment, society and economy which were 

presented in the previous chapter. The European Commission is focused on the environmental sustainability 

issue in the retail industry. The Retail Forum for Sustainability, established in 2010, has introduced the 

voluntary code of conduct, which is aiming to promote the sustainable production and consumption. The 

Retail Environment Sustainability code’s objectives are product source, resource efficiency, transport and 

distribution, waste management, as well as internal and external communication (European Commission, 

2010). These concepts were used to classify the environmental sustainability aspect for the purpose of this 

research. Initiatives that retailers should implement in their operations in order to improve the environmental 

footprint are explained further in the concepts. Figure 1 demonstrates the connection between different parts of 

CSR. 
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Figure 1. The structure of the concepts. Source, Own 

 

2.2.1 Products and suppliers 

The food industry has received a lot of attention regarding the food safety, national security due to growing 

food imports, health consequences due to poor diet, and the ecological implications of industrialized 

agriculture. Customers, environmental communities and even food producers themselves are focusing on food 

sourcing and production method. (Jones, 2002) Maloni and Brown (2006) explain that both retailers and 

producers interest is to create differentiation from the competitors. In order to generate this differentiation, 

they should input effort in product quality, organic farming and animal welfare. Nilsson et. al. (2004) adds that 

retailers should control their suppliers and in the case of failure, customers may lose trust in retailers and limit 

their visits to the stores. 

 

Instead of filling shelves with different brands, Piacentini et. al. (2000) suggests that retailers should expand 

the certified production range. The food that was produced ethically, with minimum harm to the nature and 

animals, or ecologically with reduced harm to the environment and consumption are labeled, e.g. ecolabel, 

organic food label, and etcetera. There are dozens of different food labels that represent environmentally 

friendly production (Clapp, 2002). In Sweden the most common labels are Krav, Swan and Bra Miljöval. The 

labels are administrated by organizations that develop standards and verify that these are followed by the 

producers (Magnusson et. al., 2001).  

 

According to Boiral and Sala (1998), companies’ environmental footprint has a direct effect on the buyer. An 

environmental audit can be used to ensure that suppliers’ production approach is harmless to the purchasing 

firm. For instance, standard ISO 14000 provides different guidelines that formally ensure suppliers’ 

environmental performance, another one is ISO 9000 that is required as a quality standard. Certification is not 
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the only tool that a purchasing department can implement to find out the influence of supplier’s environmental 

activities. Noci (1997) offered another evaluation, is to use the rating system, which determines environmental 

performance. It might be the number of companies that are buying their products, animal welfare during the 

cultivation or the company’s own performance in environmentally sustainable development. Hence, Zsidisin 

and Hendrick (1998) suggest that in order to reduce the environmental impact, companies should examine the 

entire product life cycle from the production to the end consumption. Therefore, the purchasing department 

should be proactive in the search and choice of suppliers. 

2.2.2 Resource efficiency 

According to the European Commission (2011), companies should know their environmental footprint and be 

able to implement a strategy for the efficient use of natural recourses in their daily routines. In particularly the 

usage of electricity, water and paper should be minimal. The energy saving is dependent on every part of the 

building including roofs and walls. It should be isolated, in order to limit the heating loss (Liu and Minor, 

2005). Burton and Sala (2001) explains that modern buildings can use a lot of natural daylight through facades 

and roofs as many windows are implemented in the design. The lamps are consuming less electricity than 

heating systems; nevertheless, it is sustainable to introduce automated move sensors. Scholars continue that 

heating and cooling aggregates should be turned on constantly rather than turned off after reaching necessary 

temperature. It takes four times more electricity to start the engine again than keep it running at a low level. 

Eichholtz et. al. (2010) suggests using equipment labeled with the Energy Star, which means office equipment 

such as computers, heating systems, refrigerators that have energy saving engines. Bahnemann (2004) 

suggests using solar cell system which transforms sunlight energy into electricity and water heating energy 

with an integrated heat-pipe. It allows companies to reduce the environmental footprint.     

 

With new developments and innovations in computer science, there has been a great decline in paper usage. 

Paper substitutes allow limiting the natural environment impact and simultaneously to economize 

manufacturing energy by declining paper production. Nowadays digital replacement exists for paper, writing 

and sharing material. However, there is still demand for paper, it is used in the supply chain management as 

well as in offices. Surveys showed that regardless the ability to convert paper into digital alternatives, people 

are still surrounded with it, 80 percent of all office items are paper made. (Sellen and Harper, 2002)  

 

The United Nations promotes the ethical water consumption in the world (Rogers et. al., 2002). The food retail 

industry does not use water for production purposes. However, The European Commission (2012) offered 

several ideas how to reduce its consumption in this industry. The main suggestion is to implement high-

performance water using equipment in restrooms and showers with the environmentally sustainable label. 

2.2.3 Transportation and distribution 

According to Wu and Dunn (1995), in the food retail industry, the transport is one of the environmental threats. 

It is caused by three sources: transport networks construction, vehicles operation and fuel type. Sathaye et. al. 

(2006) adds that the environmental effect has become an important topic in logistics. It has spawned the Green 

Logistics concept as an engine to develop methods that can reduce the negative impacts on the environment 

caused by the goods’ transportation. The Green Logistics concept can be seen as the cargo distribution 

planning method with a focus on the reduction of environmental footprint. 

 

Wu and Dunn (1995) suggest that the logistics development should be environmentally sustainable. There are 

different alternatives to move the goods from producers to retailers. If a third-party is involved in the process, 

it should retain eco-friendly packaging and transportation. Scholars continue that the truck distribution is the 
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main user of fossil fuels such as oil and natural gas, it causes noise and a lot of toxic chemicals. However, 

trucks’ efficient use can help to mitigate these damages and protect the environment. Westphal (2000) suggests 

that the amount of fuel consumed and how much carbon emitted is affected by the conditions of weather, 

traffic and engine that is used, as well as the driving style and speed. Thus, there are some potential 

alternatives to reduce the use of fossil fuel which are improved diesel technology and the renewable fuels’ use 

- biogas, ethanol and methanol. Both alternatives generate the reduced amount of greenhouse gas emissions 

compared to the gasoline use. 

 

According to Bhatnagar (2009), there are two principles to consider in sustainable transportation within the 

retail industry; volume and distance. The higher volume per load - the lower the cost is. The shorter the 

distance is, the cheaper it is to transport the load and more importantly, less impact on the environment. 

Through distribution channels’ mapping, the distance can be reduced in environmental and economic aspects. 

Wu and Dunn (1995) continue that railway and air cargo use less energy than the other transport types and are 

more cost efficient. The reasons why rail is considered as a better goods transporting way are that the land use 

is more efficient and it causes less pollution. Hence, both environmental impacts and financial costs should be 

taken into consideration when logistics managers are deciding the transportation model’s selection.  

2.2.4 Waste management 

According to the European Commission (Waste, 2014), waste management is when companies are taking 

actions in order to reduce and optimize their waste. It is also called “more with less”; more value from 

products with less raw material and energy consumption. According to Marsh and Bugusu (2007), recycling is 

the material recovery from the waste stream. Contrary to reuse, which means to use material in original form, 

recycling is reprocessing the used materials into a new form. In the recycling process there are several stages, 

including collection, sorting, manufacturing and sales of recycled materials. In the food retail industry, the 

most common recycling process consists of collection and sorting, after other companies handle the 

manufacturing.  

 

The European Parliamentary committee has issued a regulation for metal bottle containers’ recycling. This 

concept is a deposit refund system. Beverage has an additional cost during the purchase, and when the empty 

packaging is returned to specially organized waste machines, the paid deposit is refunded back to the 

customer. This type of metal and plastic waste management has become very popular for west European 

countries’ inhabitants, such as Germany, Denmark, Sweden and Norway. The recycling rate in these countries 

reached up to 95 percent in year 2009. The food retailers are highly recommended implementing the 

mandatory-deposit recycling machines in their stores for the instant recycling of plastic and metal bottle 

containers (EEA Joint Parliamentary Committee, 2011). Marsh and Bugusu (2007) explain that other plastic 

and metal packaging types can be collected, sorted and sent to the manufacturer in order to be melted and 

reused as a raw material for new packaging or another production. Scholars continue that paper and 

paperboards are the most common packaging (boxes and cartons) and can be reused for transportation 

purposes. The recycling process for the paper is the fastest one and provides a wide range of new materials. By 

recycling, companies are saving their money and natural resources.  

 

A lot of waste is accounted for expired food. According to the European Environment Agency, one third of the 

globally produced food is wasted, in developed countries between a third and half of the food is lost (EEA, 

2012). White et. al. (1999) suggests that companies should introduce resource conservation that means to trace 

and account the product waste in order to match demand with supply. Still, Marsh and Bugusu (2007) explain 

that the unsold food can be recycled, it is called composting. For instance, all of the wasted vegetables, fruits 
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and other food grains could be collected and transported to the specially equipped manufactures, for further 

arranging into natural fertilizer, thereby reducing the chemical fertilizer need. The European Environment 

Agency (2012) adds that the recycling takes time and space of company’s daily life. In order to contribute in 

environmental condition improvements, recycling should be organized and well-structured within all of the 

departments. Responsible managers for waste management should constantly investigate and improve the 

recycling and reuse process. 

2.2.5 Internal and external communication 

Retailers’ performance in environmental sustainability has become an industry requirement and is placed 

alongside other criteria as price and availability. However, not all internal and external customers can 

recognize the environmental project presence in a particular food retailer. Many projects of ethical and 

environmental sustainability can pass unnoticed, which is frustrating for the retailers. To be able to achieve 

better outcomes and raise the awareness, companies should educate their customers and employees through 

training programs. (Strong, 1995) 

 

Company’s employees should be educated about business efforts for minimization of the environmental 

footprint. Support from the management and information should be provided. Common goals can be reached 

by achieving the communication between employer and staff. Personnel may also take an active participation 

in ecological innovations and creative development. The knowledge of company’s positive contribution to the 

environment may attract employees and make them be proud with working place, hence, raising the 

company’s brand goodwill. (Ramus, 2001) The European Commission (2010) explains that information can 

reach employees through internal communication tools, such as meetings, electronic newsletters, news 

billboards, as well as with the help of courses and education. 

 

The customers’ awareness of company’s ethical actions may play an important role in the number of 

transactions and result revenues (The Co-operative Group, 2011). According to the European Commission 

(2010), retailers can play a greater role in customer education of waste recycling process and resources 

efficient use. The communication can be done via different commercials, flyers, forums and blogs about 

environmental issues. By simply implementing recycled paper bags instead of plastic holders, companies can 

communicate the importance of being green. Besides, another way to grow awareness is to present strategies 

and achievements in annual and sustainability reports. Prakash (2002) emphasizes the eco-labeled and organic 

food’s impact positively on the customers’ health and environment. Modern food pursuit to change the diet and 

will convert customers’ negative attitude into willingness to buy and consume green products. 
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3. Methodology and research design 
This chapter includes specification and justification of chosen methodology as well as analysis method in 

order to support the research question and purpose 

3.1 Literature review 

The environmental sustainability is a part of CSR, so literature research and review begun with the study of it. 

Definitions that are embedded in this concept were found with keywords such as - what is CSR, concepts and 

CSR aspects. For the environmental sustainability specification part and what it consists information was used 

from different reports found at European Commission Environment homepage. Later these concepts were 

developed with relevant articles’ and books support from previous research. Search keywords for the 

definitions of environmental sustainability were - environmental sustainability, eco-friendly retailers, 

environmental sustainability in the food retail industry, eco label and organic food, use of natural resources, 

environmentally friendly transportation and logistics, waste management, communication and creating 

awareness of environmental sustainability. 

 

The source for full literature search was Mälardalen University student account in the online library, and the 

reliability of the literature was measured by number of citations visible at Google Scholar search engine. The 

statistical information presented in the introduction and theoretical framework was found by using Google 

search engine. Nevertheless, sources were selected carefully, were used only governmental and organizational 

reports, for instance, EU Environment Commission. In order to select structure of the research, several 

previous works were reviewed using DiVA program. 

3.2 Research strategy 
In order to justify the research question and examine what initiatives Lidl Sweden implements in the area of 

environmental sustainability, the type, approach, design of the research and analyses structure were defined. 

The strategy of qualitative research was chosen for this paper as it matches the purpose of the research in the 

most appropriate way. The interviews offer the opportunity to examine in depth the implementation of 

environmentally sustainable projects directly from the responsible employees. According to Bryman and Bell 

(2003), qualitative method focuses on the expressions of the respondents, helping to analyze cases with 

information gained through words. This method might have a limitation of transparency in the conduction of 

sample and analysis since it gives a conclusive response of all studied variables. 

 

The basis of qualitative research depends on the empirical information. It is important to select the appropriate 

method and apply it in accordance with the findings’ relevancy. The theories used shape the collection 

information; this refers to a deductive approach. Findings collected in a deductive approach are more 

formalized and structured. However, in combination with qualitative data, research has a risk of showing 

theoretically shaped views that will slip from the participants’ reality view and premature conclusions can be 

drawn as a consequence of the information presented in theoretical concepts. (Saunders et. al., 2009) The 

purpose of this research is to compare gained information to the theoretical framework, as well to present 

recommendations to the Lidl for future developments. These are main reasons to use a deductive approach.  

 

In order to receive an answer to a set of events over which researcher has limited or no control of, it is 

appropriate to use case study design, as it has the advantage of asking, ‘what’ and ‘how’ companies are 

connected to the research (Bryman and Bell, 2003). This research is a study of only one participant in the food 
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retail industry in Sweden. Therefore, the design of the empirical findings is a case study. Research was focused 

on the development initiatives and implementation strategy through the employees’ knowledge. The theories 

were used to guide the content and collection of the empirical information. Analysis was presented in the same 

chapter as empirical findings, in order to display connection to the theoretical framework and emphasize if the 

Lidl’s activities are in accordance with suggestions from the scholars. The empirical data’s structure combines 

primary and secondary data. Findings were structured as is presented in figure 2: primary data was collected 

through personal meeting interview, phone interview and via email; whereas secondary data presents 

information found at the company’s website and CSR manager’s posts from Lidl sustainability blog.  

 
Figure 2. Chart of empirical data structure. Source, Own 

 

In order to increase the quality of the research, interview conduction, document study and secondary data 

collection were described thoroughly. 

3.3 Interview structure and operationalization 
Semi-structured interview allows the respondents to follow the questions flow and clarify if something is 

misunderstood. Normally it consists of the number of questions with open answers. This type of interview 

does not stress the participants and allows answers to be more trustful as the respondents express their opinion 

and knowledge in their own terms without using standardized answers. It is important that the respondents 

have access to the information on the subject as there might be a gap between the interpretations of the 

questions. (May, 2011) The interviews were made in a semi-structured way, structured and unfocused 

questions with an open character were used. Theoretical terms and definitions were avoided, as unawareness 

of the meaning might confuse the respondents and lead to insufficient or irrelevant answer. 

 

According to Hambrick (1980), prior to the interview, the questions should be prepared and reviewed for the 

relevance to the conceptual framework. The most suitable way to ensure that all concepts are covered is to 

have a visual appearance of interview structure and its flow. It is called operationalization of research 

questions and theoretical background. Flick (2009) added that questions should be specified with consideration 

of dynamic and thematic relevance, which respectively refer to interpersonal relationship during the interview 

and relevance to the research subject. The table 3.3 below presents the operationalization model of the 

interview questions. This table was used in order to provide structure to the interview and ensure that 

questions were prepared in accordance with the theoretical framework covering all of the concepts. The first 

three questions covered an introduction in order to present the employees’ position in the company. Questions 

4-6 were asked in order to get an overview about general CSR aspects. The following questions were 

concerned each theoretical concept. The interviews were made in the Swedish language as it is the 

participants’ native language. The interview questions in English are presented in Appendix 1. 
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Table 1.  Interview questions operationalization model. Source, Own 

Topic Theory Questions 

Introduction General professional questions 1-3 

      

Research topic CSR, Environmental sustainability 4-6 

      

Environmental products, choice of suppliers Products and suppliers 7-9 

      

Reduction of electricity, water and paper use Resource efficiency 10-12 

      

Optimization of transport and distribution, green 

cargo 

Transportation and distribution 13-15 

     

Recycling of plastic, metal, glass, paper and food Waste management 16-18 

      

Information to employees and customers Internal and external communication 19-20 

 

3.4 Interview conduction and transcription 
The qualitative data collection method implies that interviews should be conducted from the participants that 

are directly involved in the research field. Conversations should be recorded since note taking would prolong 

the interview time. Recording is a good approach to reexamine the interview, and also to know if some topics 

were particularly stressed. (Bryman and Bell, 2003) However, an important fact to take into consideration is 

that respondents might be effected by being recorded which might affect the outcome of interview (Flick, 

2009). To present qualitative research the interview respondents were chosen carefully. In order to examine 

what environmental sustainability practices were developed in the aspect of product range, use of resources 

and communication in the store, for the interview were chosen manager and employee in one of the Lidl’s 

store. They were interviewed by personal meeting on 2nd May 2014. Lidl’s logistics manager Mikael 

Hemmingsen was chosen as he can present the most recent information on development and implementation 

of projects in transportation and waste management fields, interview was held by phone on 12th May 2014. 

Lidl’s transport planner was chosen as his knowledge is relevant for recourse efficiency, transportation, waste 

management and communication aspects; interview was made in written via email on 10th May 2014. 

Personal interviews took between 40-60 minutes and phone interview approximately 30 minutes. The 

respondents were asked for permission to record the conversation and the recording machine was on only after 

the confirmation was received. 

 

The participants’ cooperation and willingness to help in the research is important. The respondents need to be 

motivated and realize that their answers and ideas are valued and crucial for the study (May, 2011). At the 

beginning of the conversation the interviewers presented themselves and the purpose of research, as well as its 

question. The participants were offered to stay confidential or to present their names and professional 
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occupancy. It was made in order to protect respondents from possible risks as they were sharing opinion about 

their place of employment. All respondents, excluding logistics manager, have preferred to stay anonymous. 

Due this fact, information of the demographical place of work was undiscovered in order to avoid possible 

person recognition. 

 

In order to get the most relevant interpretation of the interview results, all the recorded interviews should be 

transcribed and served as the base material for the analysis. Despite that, an important point to take into 

consideration is that transcribed interviews might have irrelevant and no precise parts that should be discarded. 

During the transcription, only the most relevant aspects and statements to the research question should be kept 

and analyzed. (Flick, 2009) In the Lidl case study the interviews were transcribed and translated into English, 

which transforms the information from its original condition. The material was reviewed several times in order 

to find relevant patterns and practices used in Lidl that might support the theoretical concepts. When such 

aspects were found, the transcribed text was reduced to include only the most interesting and useful parts. The 

content was organized according to the theories. The selected interview transcription was rewritten into a 

fluent text with the same structure as is presented in the theoretical framework, to make the empirical data 

analysis to be transparent and structured. All of the important patterns were quoted to present the original 

information provided by a specialist. The reduced material was reexamined again in order to make sure that no 

relevant parts were missed. 

3.5 Secondary data collection 
Secondary data is available in most of the organizations. It is a material that was collected and presented by 

other researchers or organizations. This material might be annual reports, press releases, speeches of 

executives, reports to stakeholders, blogs, statistical surveys and other. (Bryman and Bell, 2003) For the 

purpose of this research, was made a study of the secondary data provided by independent researchers and 

Lidl. Unfortunately, Lidl Sweden CSR manager was unable to participate in the research interview, instead 

Lidl’s sustainability blog was used as secondary data source. This blog is managed personally by CSR 

manager Katarina Rosenqvist, which is increasing the reliability of the information stated there. As 

information presented at the company’s website is relevant for the purpose of the research, it was used as well 

as a source for the empirical evidence. Other secondary sources were used such as Lidl’s press releases and 

relevant information published on other official websites. The reliability of this information was increased by 

interview conduction from Lidl´s employees. 

 

In the analysis of the research, documentation can be combined with interview results as secondary 

information with recognition that the context lays within the research scope (Flick, 2009). During the 

cooperation with Lidl, different internal documentation was provided as a support to the research case. The 

purpose of the document study was to see the evidence of the activities and projects within the commitment to 

environmental sustainability. All presented documents were studied in the relation to the conducted interviews. 

Most of the documentation was written in Swedish. The relativeness to the subject was translated into English 

and transcribed in the empirical information. 

3.6 Delimitations and limitations 
The selection of a specific case study makes it difficult to make generalization to other cases (Flick, 2009). 

Corporate social responsibility concept is very broad and, therefore, this research was limited to the 

environmental aspects and does not provide any deeper theories on other CSR perspectives. The purpose of 

this research is to investigate what initiatives has Lidl developed and how has implemented environmental 

sustainability projects. The findings of this research are limited to Lidl, and it is impossible to directly apply 
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conclusions to other retailers, since it is an individual case, not general. This research did not contain notions 

of representative samples where the findings are reflecting a wider population. Since the food retailing is an 

industry that constantly changes, the authors cannot measure the company’s future development. The general 

conclusion was based on theoretical reasoning.  

 

Document interpretation is referred to selectivity and what should be included in the study. However, the 

selectivity of how the documents were written is not necessarily linked to reality, and it is not seen as the 

guaranteed truth about reality. (May, 2011) The authors have subjectively decided which content to use in the 

empirical data from the documentation and which not to. 

 

Often it is argued that qualitative interviews may lack objectivity since the human interplay is a vital part of 

the interview situation (May, 2011). The interviews in this research were presented to investigate the issues not 

only from a theoretical point of view but also from the companies´ internal perspective. Limitation in these 

interviews is that the authors cannot guarantee any truth (real facts) since the information is from a person 

within Lidl, who might not point out some negative aspects of company’s actions. Two of the interviews were 

conducted from employees in one store; therefore, their opinion could not be applied to the all stores at the 

company. Another limitation is that no group interviews were performed due to the lack of time. The authors 

believe that the outcome of empirical information might have been contradictory to the present one, as it 

depends on who the respondents were. Even though, the respondents would be employees within the same 

company, the results might have been different due to the unique experience and opinion of each person. The 

authors would prefer to have more interviews with high range responsible employees within the company in 

other departments in order to get a broader picture and increase reliability of the research. 

3.7 Reliability and validity 
Reliability is dependent on how many equal results that occur with a repetition of the same examination. 

Interpretive questions during the interview should be made to assure that the respondents reasoning about the 

interview questions were understood, and this could increase the reliability. The consistency of the concept is 

measured by reliability and, therefore, is concerned if the study is repeatable or not. (Bryman and Bell, 2003) 

In order to enhance the reliability, the authors have decided to make several interviews within the company in 

order to get a similar outcome. The methods used were explained well in order to provide the understanding of 

the research process. Different types of research methods with the same result can provide higher reliability. 

Hence, the authors used different data collections types, such as primary and secondary data. Reliability of 

secondary data is less than primary since it was analyzed before. A translation of the original interview into 

English might decrease information reliability. 

 

Validity concerns if the chosen concepts for topic examination are appropriate for the research question, as 

well as if the conclusion is specific enough. When a study measures what is meant to, it is considered as highly 

validated. (Bryman and Bell, 2003) The respondents that have been interviewed are all employees with skills 

and knowledge in a specific area. Thereby, respondents were considered as capable of answering the most of 

the questions without misunderstandings. Since it was no interview arranged with CSR Lidl manager, 

secondary information was found on a blog written personally by CSR manager was used, this can lower the 

validity. The authors had the opportunity to make calls for further questions in case of necessity to clarify 

interview results, and this provided with higher validity of the content.  
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4. The research company 
This chapter presents the research company’S background and the previous reviews of environmental 

sustainability activities received from customers and government 

4.1 Lidl’s history  
Lidl was founded in 1930 in Germany as a grocery wholesaler. The first store was opened in 1973, and in 

1980, the company became a known brand name in Germany. Lidl expanded globally during 90-ties. In 1994, 

the stores were established in UK and after that the chain grew rapidly. According to Lidl, today they are one 

of Europe´s largest grocery retailers. (Lidl History, 2014) The company is established in almost every country 

in Europe, with nearly 10 000 stores in more than 25 countries and is expected to grow (Lidl About, 2014). 

In 2003, the first store was opened in Sweden, and Lidl has today distributed more than 160 stores from south 

to north Sweden, with over 2800 employees. The head office of Lidl Sweden is located in Solna (Stockholm), 

and the company has two central storages, one in Halmstad and another in Rosersberg. (Ibid.) 

4.2 Lidl’s price concept 
According to the website, Lidl is describing themselves as the store for the smart customers that want to buy 

high quality food at a reasonable price (Lidl About, 2014). This concept is based on savings through being cost 

conscious and effective. Information on the website explained that since Lidl has a low price strategy, the 

stores are simply designed, without expensive attributes. Thereby, customers pay only for something they get 

in the bag of groceries. (Ibid.) Moreover, Lidl explains that they are selling high quality products at low price. 

The company takes different actions to reduce expenses. It was stated that direct purchases from producers 

helps to avoid additional agent charges and provides full control over the food quality. Distribution through the 

volume and distance optimization helps to reduce environmental footprint and to save funds. Lidl also stresses 

that it commitment towards saving natural resources by reducing consumption of electricity is ecologically 

friendly and cost efficient. (Lidl Price, 2014) 

4.3 Customers and government review  
During the first years in Swedish market, Lidl has received several complaints on its product quality, absence 

of environmental labeling, poor store construction, ineffective transportation and misleading advertisement. 

Examples below indicate that Swedish government representatives and customers were unsatisfied with Lidl’s 

lack of activities in the environmental sustainability.  

 

The year Lidl was launched in Sweden, and one of its stores received criticism from the Swedish Consumer 

Council (Sveriges Konsumentråd) on the product source and quality. The main point includes environmental 

requirement’s fulfillment - absence of the products labeled with any environmentally sustainable standards. 

Almost all the products were imported from Germany with labeling, such as ‘made in Germany for Lidl’ and 

did not contain full information of the product source or animal welfare. (Sveriges Konsumentråd, 2003) 

When a review of Lidl was done by Nature Protection Association, environmentally friendly labeling was 

missing even after two active years in the market (Naturskyddsforeningen, 2005). In 2007, Lidl received 

discontent from the National Food Agency (Livmedelsverket) and the customers for the transporting food 

waste among fresh products in the trucks on a daily basis routine. The inspector of the agency stated that 

according to the law, it is required to handle the food in a way that does not harm its consumption later on. 

(Aftonbladet, 2007)  
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In 2005, The Swedish Housing Association (Boverket) criticized many of Lidl stores for the building 

construction. The store roofs were constructed in an incorrect way and were not holding isolation. It was even 

unsafe for customers and employees. (Sydsvenskan Lidl taket, 2005)  

 

The same year Lidl received negative review from The Swedish Consumer Council (Sveriges Konsumentråd) 

for distributing milk products from Germany to Sweden. The council’s representative argued that to transport 

milk all over the Europe is not ecologically friendly. Lidl should improve its logistics to become an 

environmentally sustainable retailer. (Sydsvenskan, 2005) 

 

In 2011, Lidl was accused to be misleading in one of their commercials. In a television advertisement it was 

shown how an employee of Lidl travels around the world and buys goods from different places including a 

baker, potato store and dairy farmer. The spectator considers that the video emphasize Lidl to be from small-

scale growers, and hence would be able to know the origin of the food at the farm level. It was reported to the 

Advertising Ombudsman (Reklamombudsmannen), who confirmed that the communication message could be 

perceived incorrectly by customers, and it is misleading according to the advertisement ethical rules and 

marketing. (Vikomagasinet, 2011) 
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5. Empirical analysis 

This chapter presents empirical evidence collected through interviews and secondary data, as well as the 

systematic comparison of practical experience to the previous scientific research. Information is presented 

thematically with same structure as theoretical framework 

5.1 CSR at Lidl 
According to Lidl CSR manager, the company´s ground principle for sustainable development is “We take 

environmental, social and economic responsibility in our daily work”. It is divided into four categories; 

product range, employees, environment and society. Lidl entire business goal is to be permeated with high 

quality that covers employees, production and suppliers. (K.Rosenqvist, blog, 2014) In order to keep low 

prices, Lidl claims that is working very close with recourses and suppliers. The key to growing success in 

sustainable development is the responsible use of the natural resources, respect to employees, suppliers and 

society at all. (Lidl, 2014) This definition lays in accordance with scholars, where Dahlsrud (2006) defines that 

CSR should be integrated in business operations and the European Commission (2013) stresses that in the 

company’s strategy should be included social, environmental, and ethical and human rights aspects.  

 

Recent independent study has shown that Lidl customers pay attention and appreciate the CSR development. 

For instance, since 2011 Lidl is included in the Swedish Sustainable brand index study that covered largest 

brands in Nordics. Evaluation was done by 24 000 customers that determined sustainability level based on the 

principles of human rights, labor conditions, anti-corruption and environment. (SB Insight AB, 2014) In the 

figure 3 is presented Lidls’ brand sustainability index within last four years. After losing the position for three 

years, Lidl showed an improve 50 places, by occupation of number 117 in 2014 from total 242 participants 

(Appendix 2) (ibid.). 

  
Figure 3. Lidls’ Sustainable Index. Data source: Sustainable Brand Index reports for 2011-2014; Own chart 

design 
 

By this Lidl is showing commitment to the corporate social responsibility, as it was advised by World Business 

Council for Sustainable Development (1999, 2000). However, in comparison with other representatives in the 

food branch industry that participated in the same study, Lidl is occupying 7th place out of eight most 

sustainable brands (Appendix 3) (SB Insight AB 1, 2014). In order to become most sustainable brand between 

other food retailers, a suggestion to Lidl is to continue its CSR development and improvements. 
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5.1.1 Reasons Lidl applies CSR 

Findings shown that Lidl as a grocery store chain understands that it affects the society around (Lidl, 2014). 

The logistics manager added that Lidl has, as every company in the grocery industry, a great responsibility in 

order to reduce the environmental impact (M. Hemmingsen 2014, pers. comm., 12 May). It is important for 

them to act in a responsible way and contribute in sustainable development for society and environment (Lidl, 

2014). As Cox (2005) suggests, that one reason for companies to work with CSR is to be defined as ethical in 

the long term, so for Lidl it is important. Whilst same scholar also suggests that another reason might be 

economic issues, and logistic explained that the environmental sustainability and financial gain goes hand in 

hand; by finding sustainable solutions it will be beneficial for both environment and economy (M. 

Hemmingsen 2014, pers. comm., 12 May). The findings showed that the connection to the economic issues is 

also visible in the company’s price strategy. Lidl’s mission is to provide customers with high quality goods at 

the lowest price. In order to keep low prices, Lidl has to be extra efficient in resource utilization. 

(K.Rosenqvist, blog, 2014) 

 

According to Caroll (1991), responsibility is a response to society expectations and Prentice (2003) adds that 

government and customers focus on companies’ CSR activities. The transport planner said that the Lidl uses 

CSR in order to show to the customers its engagement to the environment, emphasizing that “in Sweden, 

everything that is organic and environmental friendly is very current and customers concern about it” 

(Transport planner 2014, pers. comm., 10 May). Phan-Huy and Fawaz (2003) add that awareness is growing 

among customers, and Carter (2004) explains that the failure in CSR can cause customer’s criticism. Hence, 

the store manager stated that since Lidl is a large growing grocery chain, it can make an impression in the rest 

of Europe with its sustainable development, which they are doing today (Store manager 2014, pers. comm., 2 

May).  

5.1.2 Concepts of CSR at Lidl 

According to Grankvist (2009), the corporate social responsibility is divided into three main groups - 

environmental, social and economic. The findings showed that Lidl applies almost the same strategy, 

introducing aspects of the environment, employees, community and one more group that is necessary for the 

retail industry - product range. Each of the four concepts is equally important to the company and the 

sustainable projects’ development is done in all of them simultaneously. (Lidl, 2014) Concepts are described 

below. 

 

Environment - according to the findings, in order to improve the environmental impact, Lidl is focusing on the 

goods transportation, use of natural energy in the stores and waste management. The company continuously 

finds new solutions for the improvement, such as efficient distribution alternatives, own waste recycling and 

introducing energy saving equipment. (Lidl Miljö, 2014) These activities are in line with Grankvist (2009) 

opinion that sustainable development should minimize the negative impact on the environment that is the 

waste disposal and pollution according to Maloni and Brown (2006). 

 

Employees - according to Carter (2004), labor and human rights are very important aspects in CSR and Maloni 

and Brown (2006) add that the job training can be implemented in the company. Findings showed that the 

company is offering collective agreements, signed with various trade unions. Employees have all necessary 

payments and insurances according to Swedish labor law and regulations. The company is introducing 

employees’ equal rights and responsibilities, working conditions as well is offering ongoing training and 

personal development programs. Lidl’s goal is to be an attractive employer with corporate culture 

characterized by commitment and job satisfaction. (Lidl Medarbetare, 2014) 
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Community - Carter (2004) explains that the responsibility in the society can be implemented through 

childcare or employees volunteering. The company is taking care of sick children and needy people. 

According to the website, Lidl is supporting Children’s Cancer Foundation (Barncancerfonden) and it is one of 

their main partners. The support is collected from sold goods in the stores, as well from specially organized 

fundraising campaigns in stores and online, through Facebook platform. Customers can donate the deposit 

returned from plastic and metal bottles recycling. Since 2013 Lidl is a main sponsor of project Ride of Hope, 

which is Swedish bike race organized for the benefit of Children’s Cancer Foundation. Same year Lidl has 

signed a partnership with City Mission (Stockholm Stadsmission) in order to donate goods to the Stockholm 

inhabitants (Lidl Samhällsengagemang, 2014). However, findings did not show that Lidl employees are 

volunteering in any project at the moment. 

 

Jones (2002) advices to support economy at the macro level with implementation of fair trade project. 

According to Lidl, the company is supporting producers in developing countries and has implemented ethical 

label in the Product range (Lidl Sortiment, 2014). The company promotes three different certifications that are 

creating fair conditions for the farmers, agricultures and its workers. These are Fair-trade label of bananas, 

roses, coffee and tea; UTZ Kakao label for chocolate and cacao products and Rainforest Alliance label. (Ibid.) 

5.2 Environmental responsibility in Lidl 
According to Anselmsson and Johansson (2007), retailers’ activities have an affect on the environment. Lidls´ 

logistic manager stressed that Lidl keeps a continuous awareness of environmental issues and have a constant 

focus on finding new improvement solutions in order to reduce the environmental impact (M. Hemmingsen 

2014, pers. comm., 12 May).  

 

It was found that in 2014 Lidl was nominated for Retail Awards 2014 arranged by Swedish Trade union 

(Svensk Handel) and was one of three final nominees in the profile of Store Chain of the Year (Årets 

Butikskedja). It determines that the store through long-term efforts has succeeded in product mix and 

assortment, store environment, staff policy and customer service. There was another nomination profile of 

Sustainable Store (Hållbar butik) that determined as developed company in the environment, climate, energy 

aspects and in work with suppliers, but Lidl was not nominated for it. (Trippus, 2014) Scholars Phan-Huy and 

Fawaz (2003) suggest combining the environmental product range and responsible practices in supply chain. 

According to the logistic manager, Lidl is developing its environmental sustainability in a positive way - 

ecological and organic production range in the stores, environmental transportation and optimization of waste 

management. Every employee bore in mind sustainable issues in daily work. (M. Hemmingsen 2014, pers. 

comm., 12 May) Whilst in contradiction to it, the store employee was not aware of how the environmental 

friendly changes have been developed the latest years (Store employee 2014, pers. comm., 2 May). 

 

The EU Environmental Commission (2010) has introduced a code of conduct with guidelines for 

environmental sustainability development in food retailing. According to the findings, Lidls’ environmental 

sustainability has common concepts, including product range, transportation, waste management and natural 

resource consumption. Lidl claims that the company’s management is constantly working on the production 

source and ecological goods improvements, distribution from the warehouse to the stores, reducing waste and 

it’s recycling as well as the energy saving. (Lidl Hållbarhet, 2014) Figure 4 presents a visual appearance of 

most important developments. Further in the chapters the developments, improvements and innovations 

towards environmental sustainability are presented. The aspect of communication with stakeholders is 

included as well.  
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Figure 4. Lidl’s environmental sustainability development timeline. Source, Own 
 

5.2.1 Lidls’ products and suppliers 

Jones (2002) mentioned that customers are focusing on the food production method. Lidl´s store manager 

stated: ‘awareness that we have eco-friendly products is increasing. Ecological products are usually not that 

expensive comparing to non-ecological ones and many customers are choosing them instead’ (Store manager 

2014, pers. comm., 2 May). The transport planner added that, around 70 percent of the whole assortment is 

environmentally friendly, and Lidl is offering eco-friendly products at the lowest price (Transport planner 

2014, pers. comm., 10 May). 

 

Since 2011 Sweden is participating in the anti-prawns campaign that was founded by the Nature Protection 

Association (Natuskyddsforeningen) in order to save Southeast Asia inhabitants and Mangrove forest from 

climate change. The different type of prawns cultivation leads to the forests distraction that protect villages 

from tsunami and other natural disasters, as well it fills the water with chemicals that harm other water 

creatures and of course customers. The association requests the food retailers, restaurants and cafés to avoid 

sales of prawns. (Naturskyddsforeningen Scampi, 2011) Swedish customers have payed attention and reacted 

on this and also demanded the food retail industry to support the campaign. Totally 14600 customers are 

following Facebook Anti-Scampi page (2011), in addition to the countless private blogs and newspaper 

articles. As an environmentally responsible company, Lidl has reacted on campaign and in March 2013 

determined to stop selling king prawns and scampi in all stores (Lidl Press, 2013). This example is one of 

those stated by Jones (2002) that food industry might receive concerns about ecological implications of food 

safety. 

 

Whilst Piacentini et. al. (2000) suggests expanding certified production, according to findings, Lidl is 

implementing it by introducing environmentally sustainable food that produced by their own ecologically 

labeled brand called Bio trend. This brand’s products include tea, flour, frozen vegetables, apple juice, and 

strawberry jam, and pasta, rice cakes as well among other things, such as organic milk, eggs, assorted teas, 

coffee and bananas. Bio trend meet the requirements of the EU Ecolabel. (Lidl Biotrend, 2014) 

 

According to Clapp (2002), the food retailers should expand assortment with ecologically or organic products. 

Magnusson et. al. (2001) explained that in Sweden Krav is one of the most common labels. Empirical findings 

showed that at Lidl, more than 10 percent of the total range of fruits and vegetables are organic. Since April 

2013, Lidl sells eggs and in 2014 launched own milk brand produced in Sweden. All these products are Krav 
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labeled. (K.Rosenqvist, blog, 2014) At the same time, Lidl claims that they widen environmentally friendly 

products by offering organic meat from Swedish producers and ecologically labeled wild fish (ibid.). During 

2009 and 2010 Lidl exchanged products that have palm oil to sunflower or sustainable palm oil which is more 

environmentally friendly. Hence, potato chips, fries, muesli and cornflakes, margarine as well as pastries and 

cakes were upgraded to a more environmentally sustainable level. (Lidl palmolja, 2013) From the non-food 

assortment Lidl offers energy saving bulbs and eco labeled toilet and kitchen paper (Lidl Samhällsansvar, 

2014). Store employee mentioned that the eco-friendly products are expanding continuously at Lidl. The main 

focus regarding these products is not only on fruits and vegetables, but also on dairy and dry goods. (Store 

employee 2014, pers. comm., 2 May) 

 

Boral and Sara (1998) has mentioned that retailers should control its suppliers by checking their production 

standards, continuing Zsidisin and Hendrick (1998) discussed that retailers’ purchasing department should be 

active in the search and choice of suppliers. It was found that Lidl is actively working with control of 

suppliers. The company’s purchasing team has as a daily challenge to find alternative products that are better 

or at least as good as the brand customers normally buy. They compare everything from taste and texture, color 

and shape to the content list. The whole team including the purchasing director must agree that the product is 

of sufficient quality. The quality department is assuring product quality with well-developed systems and the 

help of independent companies continuously monitor the quality of the products. (Lidl Kvalitet, 2014; Lidl 

Varumärken, 2014) 

5.2.2 Resource efficiency at Lidl 

According to the European Commission (2011), retailers need to consider environmental footprint and be able 

to implement the efficient use of the natural recourses. Liu and Minor (2005) point out the importance of 

building isolation for energy saving. Lidl claimed that all stores are designed to use as the minimum amount of 

energy as possible (Lidl Energi, 2014). Additionally Burton and Sala (2001) mentioned that companies should 

reduce usage of electricity in its equipment. Eichholtz et. al. (2010) emphasized that new machines with less 

energy consumption should be introduced. Bahnemann (2004) suggests establishing solar cell system to 

generate electricity and heating from the natural source. Findings showed that in order to save heating Lidl has 

introduced alternative source that is called geothermal heating. Many stores are using it already, and it is 

generated from the refrigeration system. (Lidl Ansvar, 2014) Lidl store manager commented that there are 

special fridge curtains in the night and glass lids on the freezers in order to consume less energy (Store 

manager 2014, pers. comm., 2 May). Whilst the transport planner mentioned that all of the stores, as well both 

of the warehouses and main office are switching off lightning when work is completed (Transport planner 

2014, pers. comm., 10 May). The logistics manager added that Lidl is investing in new freezers and fridges 

which consume less energy (M. Hemmingsen 2014, pers. comm., 12 May). Nevertheless, at the moment Lidl 

does not use solar systems for energy generation. 

 

Concerning paper scholars Sellen and Harper (2002) suggest using electronic substitutes. According to Lidl, 

the company encouraged its customers to sign up for the e-newsletter and is communicating through online 

social media in order to cut down the physical printed flyers and discount advertisements (Lidl Ansvar, 2014). 

The store manager added that all mail is coming via emails and printers are set on the double-sided printing in 

order to save paper (Store manager 2014, pers. comm., 2 May).  

 

For the reduction of water consumption the European Commission (2012) suggests implementing equipment 

that controls the amount of water used. Lidl claimed, in order to save water the company has built on dosing 

dispensers on all cleaning equipment. It allows using the necessary amount of water and cleaning liquid (Lidl 
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Ansvar, 2014). Lidl store manager has informed that all toilets and sinks in most of the stores has embedded 

SMART function, which allows to use only necessary amount of water and after is switching off automatically. 

Soaps have a dispenser that allows using only single wash up soap amount. (Store manager 2014, pers. comm., 

2 May) However, store employee was not familiar with Lidl’s initiatives in resource efficient use, particularly 

in water (Store employee 2014, pers. comm., 2 May). 

5.2.3 Transportation and distribution at Lidl 

Sathaye et. al. (2006) has introduced the concept of Green Logistics, which explains that companies should 

plan the transportation and focus on environmental footprint reduction. According to the Lidl, in order to 

decrease carbon emission when delivering products to the stores, the company is using climate-smart transport 

(Lidl miljö, 2014). It was supported by the fact that Lidl won “PostNord” logistics award with the justification 

that the company has created most efficient, innovative and creative logistic solution. Lidl´s logistic manager 

Mikael Hemmingsen commented that the company’s goal is to be ahead when it comes to climate-smart 

logistics solutions. (PostNord, 2014) 

 

Westphal (2000) mentioned that the fossil and renewable fuels usage is reducing ecological footprint. 

According to CSR manager, Lidl started to use biogas vehicles in 2010, and today fifth part of the transport is 

driven of fossil fuels (K.Rosenqvist, blog, 2014). On Lidl’s website is explained that the company’s trucks use 

hybrid engine technology. This kind of engines consumes combination of diesel and gas, which decreases the 

carbon emission by 75 percent compared to the corresponding controversial trucks. Due to the fuel 

consumption of 75 percent methane gas and 25 percent diesel, one truck can drive 500 kilometers on one 

refueling. Besides that, Lidl claims to use the chiller that is driven of recycled carbon. (Lidl miljö, 2014)  

 

Wu and Dunn (1995) suggest that the truck transportation is causing noise and lots of toxic chemicals. 

Thereby, Lidls´ logistic manager presented a project that will begin in July 2014. It is cooperation with 

Stockholm City called “Peak Off” and the purpose is to create a quiet, environmental sustainable solution by 

using 100 percent hybrid vehicles and the distribution of the production at night time. The solution outcome 

might be a reduction of heavy traffic in the daytime and thereby lower environmental impacts. (M. 

Hemmingsen 2014, pers. comm., 12 May) However, the result of the empirical findings shown that the store 

manager and employee were not informed about different types of trucks, optimization or what type of fuel is 

used (Store manager 2014, pers. comm., 2 May and Transport planner 2014, pers. comm., 10 May).   

 

Volume and distance are the two principles to consider in sustainable transportation (Bahtnagar, 2009). Lidl 

claims that is emphasized on fully loaded trucks and smart logistics. In order to control the volume, Lidl 

claimed that their goal is to make sure that the trucks are fully loaded before departure to the stores. (Lidl 

miljö, 2014) The CSR manager added that the average volume factor was 90 percent in 2013 (K.Rosenqvist, 

blog, 2014). The logistic manager explained further that Lidl intends to collect all items before delivery to the 

stores. The goal is to fill all trucks fully, and reduce the delivery occasions. The transportation process has 

limited deliveries to stores and the cooperation with stores abroad in order to gather items internationally. (M. 

Hemmingsen 2014, pers. comm., 12 May) The website stated that in order to reduce the distance, the 

transportation is without intermediates and Lidl always chooses the shortest and most effective delivery way. 

Production goes immediately from suppliers to one of their central storage and after to the stores. (Lidl miljö, 

2014) The CSR manager explained that the company replaced warehouse location from Eskilstuna to 

Rosersberg in Stockholm area, where biggest part of the stores are located. By that, Lidl lowered the mileage 

for 300’000 km per year, which is the reduction of the energy consumption in the transportation of five percent 

per year. (K.Rosenqvist, blog, 2014) 
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Wu and Dunn (1995) suggest that the transportation performed by railway is more environmentally friendly. 

Lidl logistic manager explained that the transportation is performed differently depending on if it is domestic 

or international. The distribution from storage to the stores is always done by trucks. In a broader perspective, 

within Europe transportation is a process of boat, road and railway. Lidl collects different items from Europe, 

loads the vehicle in Germany then shipping to Sweden. Railway is used only to transport goods from the 

terminal to the storage in Stockholm. (Hemmingsen interview, 12.05.2014) 

5.2.4 Lidl’s waste management 

The European Commission (Waste, 2014) encourages companies to optimize the waste. According to Lidl, as 

an international company it is aware of the environmental responsibility and works actively in order to reduce 

materials and to reuse the resources that are environmentally friendly. To do so, Lidl decided to use cardboard 

boxes with no plastic fittings and carton boxes made from recyclable material. Another effort taken by Lidl is 

the reduction of foil material (plastic) usage for strengthening non-food packaging. (Lidl Samhällsansvar, 

2014) 

 

During the interview, store manager stated “we are recycling and having the usual household waste. We also 

use a paper press/compactor for all paper cartons. We sort plastic after material and colors, as well are sorting 

wood, paper and glass” (Store manager 2014, pers. comm., 2 May). Further, the logistics manager explained 

that most of the stores are recycling plastic and paper by themselves. Lidl signed agreements with municipal 

waste management companies that take care of the waste in the stores. (M. Hemmingsen 2014, pers. comm., 

12 May) The store manager added that in the stores they collect all other recycling products and later on the 

truck drives it to a central storage where they completely recycle all waste from all stores (Store manager 

2014, pers. comm., 2 May). This type of procedure lays in the accordance with Marsh and Bugusu (2007) who 

mentioned that companies are collecting, sorting and sending the waste to the manufacturers, where waste will 

be reproduced into new source material. 

 

The European Parliamentary committee (2012) recommended the food retailers to introduce the metal and 

plastic bottles recycling machines with mandatory deposit system. The logistics manager has confirmed that 

Lidl is following this suggestion and all of the stores have embedded plastic and metal bottles return machines. 

All collected waste is transported to the manufacturing in Norrköping and later distributed to the different 

European manufacturers to produce new bottles. (M. Hemmingsen 2014, pers. comm., 12 May) The store 

employee has added that a lot of customers are using machines to return bottles and later on are using received 

deposit receipt as a voucher for the purchase (Store employee 2014, pers. comm., 2 May). 

 

Marsh and Bugusu (2007) explain that plastic and paper can be reused after factory processing or can be 

served for transportation purpose. At the website, Lidl claims that is re-using all the materials that are left over 

from manufacture packaging. As eggs transportation packaging Lidl uses fully recycled plastic bottles. As well 

as since 2008, Lidl has eco labeled plastic shopping bags which contain more than 80 percent of recycled 

plastic. (Lidl, samhällsansvar, 2014) 

 

Marsh and Bugusu (2007) suggest that the unsold food should be collected and transported to specially 

equipped manufactures in order to be rearranged into natural fertilizer. According to the Lidl store manager, in 

order to minimize food waste they cut the prices in time for the goods to be sold. For instance, prices for meat 

and frozen items store employees are reducing one week before the expiry date. (Store manager 2014, pers. 

comm., 2 May) Mikael Hemmingsen, the logistic manager, explained that there is a solution for 100 stores that 



 

 

 
23 

 

have fresh baking department - all expired bakery is collected in Lidl central storage and after transported to a 

pig farm in Södertälje (M. Hemmingsen 2014, pers. comm., 12 May). Research results show that an important 

innovation was introduced by Lidl in cooperation with Volvo Trucks. The trucks were running on biogas 

produced from the Lidl’s leftover organic food. (Miljö and Utveckling, 2011) Organic waste from operations 

in ex-warehouse in Eskilstuna was converted to biogas. The gas in turn was used as fuel in the new vehicle, 

which creates an environmentally friendly recycling. (Miljö Innovation, 2010) In 2011, Lidl was awarded a 

year's environmental initiative as part of the Great logistics and transport price (Miljö and Utveckling, 2011). 

5.2.5 Internal and external communication at Lidl 

Strong (1995) explains that companies should inform and educate all stakeholders in order to raise 

environmental sustainability initiatives awareness. According to the store manager, Lidl has always valued 

environmental sustainability very high, but the latest years Lidl has focused on showing the society what they 

do (Store manager 2014, pers. comm., 2 May). 

 

Employees should be educated as the internal knowledge is vital in order to reach business goals (Ramus, 

2001) and the European Commission (2010) offered several examples, including organization of special 

courses. Lidl logistics’ manager explained that the company held regular meetings for the managers where 

they discussed Lidl´s core values with the aim for sustainable work (M. Hemmingsen 2014, pers. comm., 12 

May). The transport planner has added that employees are receiving new information on the environmental 

and other CSR aspects through email and meetings. For example, every week the employees receive 

information about current “organic product of the week”. (Transport planner 2014, pers. comm., 10 May) Yet, 

according to a store employee, Lidl did not provide their employees with specific meetings or courses 

regarding environmental sustainability (Store employee 2014, pers. comm., 2 May). 

 

The Co-operative Group (2011) emphasize that customers’ awareness of ethical actions in the company might 

increase sales transactions. The European Commission (2010) suggests communicating through TV, online 

available tools or via annual and sustainability reports. According to Lidl store manager, in order to show 

customers its “greenness’’, the company highlighted performed sustainability actions by advertisements in 

stores and TV commercials. The external communication is done through social media platforms, such as 

Facebook, Instagram and Twitter. (Store manager 2014, pers. comm., 2 May) The CSR manager added that to 

communicate current information Lidl is using sustainable blog with the aim to spread knowledge about their 

CSR work and environmental activities (K.Rosenqvist, blog, 2014). She continued that Lidl has more than 

112,000 followers at Facebook and latest month the company highlighted “organic product of the week”. 

According to her the page was appreciated by customers, and the next step was to highlight “sustainable 

product of the week”, which are ecological and organic products. (Ibid.) It lays in accordance to scholar 

Prakash (2002) that offers to emphasize on the positive impacts of ecological and organic products. However, 

during the research it was found that Lidl does not represent CSR and environmental activities in the annual or 

sustainability reports. 

 

According to the CSR manager, third year in a row Lidl participated in worldwide campaign Earth Hour 

arranged by World Wide Fund of Nature (wwf) and has switched off light for an hour in all business places in 

order to show their commitment to the environment (Appendix 4) (K.Rosenqvist, blog, 2014). As well during 

the email communication with Lidl employees, was found that a logo with memo ‘Please don’t print this e-

mail unless you need to!’ was added to email signature. These actions were not stated out by scholars as an 

important part of initiatives, hence, it can be perceived as the company’s communication to the society in order 

to show their commitment to the environment. 
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6. Discussion and Conclusion 
This chapter presents final discussion on the research purpose and question, as well as conclusion and further 

research perspectives 

 

The research main purpose was to investigate what initiatives Lidl made in order to develop and implement 

corporate social responsibility with emphasis on the environmental sustainability, as well to find general 

improvement patterns in the food retail industry. In order to identify what CSR and environmental 

sustainability are, an investigation of previous research was made. Hence, the theoretical framework was 

divided into base and main concepts. The base concepts presented general information of CSR, whilst the 

main concept has narrowed it down to the environmental sustainability part. The authors have presented five 

main concepts in accordance with EU Environment Commission guidelines, which are the most related in an 

environmental aspect. The empirical findings and analysis consist of information about the company’s 

activities and how these correspond to the previous research. It was done in order to answer the research 

question - what initiatives does Lidl Sweden implement in the area of the environmental sustainability. 

6.1 Conclusion 
During the CSR phenomena study was found that it has a long history and nowadays the greater number of 

companies is implementing it in the business vision and strategy. CSR application perspective differs between 

the food retailers. Companies might use it in order to be recognized as an ethical organization with a 

commitment to the employees, society and environment. On the other hand, the application might be done as a 

reply to the demand from government and customers. However, economic benefits are not excluded from the 

reasoning behind the CSR initiatives. As known, CSR includes three elements which are employees, society 

and environment. This research focused on the environmental sustainability as it was found that the food 

industry retailers are playing an important role in it by being intermediary between production and 

consumption. In Sweden, a third of the total retail production transactions are accounted to the food industry. 

The retailers are transporting food, storing and recycling in the case of sales failure. These actions leave an 

impact on the environment. Hence, the food retail companies have a responsibility to try to reduce these 

consequences by developing and implementing different projects in the environmental sustainability. 

 

The European Commission of the Environment considers several areas as important tools in the environmental 

sustainability achievement. These are the product quality and production method control, the reduced natural 

resource use, the distribution and transportation optimization, waste management and the awareness 

increasement between employees and customers. It is worth noting that all aspects are equally essential in the 

environmental impact minimisation. The suppliers’ product quality control can be performed by monitoring 

their standards or own requirement development. Whereas, product range should have ecologically and 

ethically labeled food as it was produced with minimum harm to the nature and animals. The retailers may 

participate in the environmental impact minimization by reducing the natural resource use, such as electricity, 

water and paper. However, the greater contribution may be accounted in the logistics by the air pollution 

reduction with the help of railway transportation or trucks that are using less harmful fuel; shorter distribution 

way and increased load volume. Nevertheless, the waste optimization is also the important aspect that  

considers balancing demand and supply. Naturally the food retailers have waste to take care of, such as 

packaging and organic food. The packaging may be collected and sent to the responsible manufacturers. 

Organic food recycling is beneficial to the environment. Retailers may have different partnerships with 

manufacturers, for instance, to turn waste into natural fertilizer. Lastly, the communication about 
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environmental sustainability is deemed to be essential in the food retail industry. The awareness educates 

employees and customers about the impacts and the retailers’ performance in the consequence reduction.  

 

An environmental sustainability is a part of corporate social responsibility and before analyzing Lidl’s 

commitment to the environment, it is important to understand what the company was doing for the society at 

different levels. Lidl has activities in all CSR aspects. It is taking responsibility towards stakeholders, namely 

to employees, customers, and community by introducing labor rights and following Swedish trade union 

regulations. To the customers and community responsibility was made by offering ecological production 

range, by donating funds and products to different childcare and needy people foundations. However, Lidl is 

not active in the volunteering projects. In a broader aspect, Lidl is carrying about the sustainable growth of 

farms and agriculture and by introducing Fair-trade label showing support to the human and labor rights in 

developing countries. Lidl employees believe that the company is continuously working on CSR questions in 

order to show their responsibility to the society and not to fail customers’ trust. Yet, customers do not 

recognize Lidl as most sustainable brand within the food industry. It occupies penultimate position among 

other retailers.  

 

Sweden has one of the highest ranks in CSR and is called most sustainable country in the world. Society and 

government are demanding companies to be responsible, therefore, the retailer might be requested to do the 

necessary changes. It is what has happened to Lidl; few years after first store was opened the company has 

received several negative feedbacks from the government and customers for the corporate citizenship 

requirement ignorance. The authors have perceived that Lidl took this critique into consideration as the 

starting point of the improvements. As the improvement and change engine was turned on, Lidl begun to 

develop and innovate in the different aspects of environmental sustainability. The continuous work on 

improvements and developments of new ideas was not unacknowledged, thereby, Lidl was nominated in 

different sustainability studies and was awarded prestigious honors. However, Lidl did not win the Retail 

Awards 2014 for specification of Store of the year and was not even nominated for the Sustainable Store 

profile.  

 

In the production source, Lidl has improved its food range beginning with the wide range of ecological and 

organic food and finishing with the own ecological brand production introduction. Following the harsh critique 

for transporting dairy products from Germany, Lidl has developed its own milk brand with a local 

manufacturer help, and begun to offer locally produced food. In order to conserve the natural sources Lidl is 

economizing the lightning, also investing in the energy saving equipment and has introduced the alternative 

heating way that is generated from the refrigeration system. All of the paper communication was exchanged 

with emails and communication to the customers was transferred to the online tools. Water is economized with 

the help of smart equipment. Scholars propose to introduce solar systems, but Lidl has not implemented it yet. 

At the same time Lidl showed improvements in the transportation and distribution field as well. Though in 

theories is suggested that railway is the one of the solutions to reduce the impact on the environment, Lidl is 

trying to achieve this goal by introducing hybrid trucks that are eco-friendly. Lidl has decreased the 

distribution distance by moving to the central location and improving volume by filling trucks for 90 percent. 

A project of introducing all trucks to be hybrid and change dispatching to night time is in the progress. This 

project gains both for the environment and the economy since it is less traffic in the nights and the transport 

cause less pollution, and the reduced consumption of fuel saves money. The company has worked on the 

optimization in waste management as well. Lidl is recycling waste and re-using materials in accordance with 

theoretical suggestions, to mention one - expired bakery is used for the animal food. Another innovation was 
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done in cooperation with Volvo trucks to introduce vehicle that is running on biogas produced from Lidl’s own 

organic food waste. Even though, it is a step in the right direction, however, less than 20 percent of total 

vehicles were upgraded. Regarding the internal and external communication Lidl is creating awareness 

between its employees and customers, with the help of meetings and newsletters for the former one, and with 

commercials and social media communication for latter. In spite of their efforts, some employees are unaware 

of activities, such as resource efficient use or innovation in transportation.  

 

To conclude this, the authors have investigated the initiatives Lidl has developed and how the company is 

working on the implementation of CSR and particularly with the environmental sustainability issues. Lidl 

believes that in order to offer high quality products it needs to use resources effectively. The combination of 

environmental care and economic sustainability might be a proper answer why Lidl implements CSR. The 

impression perceived by the authors is that a lot of activities occur continuously within the company, yet these 

initiatives do not fulfill all guidelines provided by the European Environmental Commission and previous 

researchers. Hence, recommendations for the future improvements are presented in the next chapter. 

 

6.2 Further research 
Due to the time limitation, the authors did not examine other corporate social responsibility perspectives in the 

food industry. Hence, there is a range of concepts that can be studied in relation to the CSR in the food 

retailing, such as fair trade, working conditions, charity projects and etcetera. Other perspectives such as 

human resources, employee motivation and other strategies might be relevant for the research in retailing 

business. Regarding the environmental sustainability development, this research covers only one food retailer - 

Lidl Sweden and not Germany, where it was founded or any other European countries, which might be 

something to take into consideration for further research. The authors did not make comparisons with other 

international Lidl stores or Swedish grocery stores. A comparison with the other grocery retailer might be an 

appropriate alternative for further research in the subject.  
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7. Recommendations 
This chapter presents suggestions for the review of the company’s management for further development 

towards environmental sustainability and CSR. Recommendations are based on the theoretical framework and 

assumptions made out of the empirical findings 

7.1 Corporate Social Responsibility 
Through the empirical findings collection, it was impossible to communicate with Lidl Sweden CSR manager 

due to the work load. There is the only one person within Lidl that is specialized in CSR. The authors’ opinion 

is that in order to be able to develop a sustainable brand in the future Lidl should have several specialists 

within the CSR aspect. These employees could be enrolled in different projects and thereby support 

departments with their performance in order to reach the company’s sustainability goals. The result would 

raise efficiency of the company’s actions and environmental sustainable outcome.  

 

During the analysis of the practical initiatives was found that Lidl with its employees did not participate in any 

volunteering project. Volunteer work might help the community to improve and promote goodness of the 

company. This activity might also help employees to be team players. Lidl with its employees can participate 

in different social and environmental volunteering organized by the local municipality or voluntary 

organizations, such as Volontärbyrån. It might help the company to increase recognition as social responsible 

corporation. 

7.2 Environmental sustainability 
In order to be recognized as a sustainable company and brand, Lidl should continue to work on improvements 

towards environmental sustainability, as well as try to increase the awareness of its positive development. 

Further, the suggestions of what improvements could be done are presented in each concept.  

7.2.1 Products and suppliers 

Since 2003 Lidl has improved its product range and started to sell several different goods with 

environmentally friendly labels. Scholars suggest widening the environmentally friendly product range. 

Currently, Lidl has around 10 percent ecologically marked products from the total amount of fruits and 

vegetables. Therefore, it is recommended to introduce more items with eco-friendly, organic and fair-trade 

labels, not only in the food category, but also in personal and home appliances. Lidl might increase local 

supplier base in order to differentiate items and reduce the carbon footprint. 

 

Regarding the supplier’s control for the goods’ quality, Lidl could implement any of environmental audits 

suggested by previous researchers. In order to control the environmental footprint, the company might check 

ISO standards and overall strategy for environmental sustainability of the distribution companies. Another 

option is to set up own developed rate system which would consider the most important criteria, according to 

Lidl requests, that supplier and its production method should have.  

7.2.2 Resource efficiency 

Scholars suggest exchanging paper material with electronic substitutes and, according to the findings, Lidl 

transferred a big part of it into emails and social media contacts. However, the authors’ point of view is that 

one department in each company uses the biggest amount of paper - accounting department. The Swedish 

accounting law does not forbid achieving some materials in the electronic version. Therefore, part of the 

accounting documents such as outgoing invoices, incoming invoices and employees pay slips could be 
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handled electronically through email, direct debit, e-invoices or even organized invoice exchange platforms, 

such as SpeedLedger, Fortnox or others. Currently, Lidl does not use the solar systems. Scholars explain that it 

is an important source for electricity generation. A recommendation to Lidl is to consider the implementation 

of solar cells in the company as it both environmentally friendly and cost efficient in the long term. Solar cell 

platforms could be placed on the roofs, producing enough energy for electricity and heating for each store.  

7.2.3 Transportation and distribution 

Lidl distributes goods by trucks, whereas 20 percent of these are less harmful to the environment. Scholars 

propose that the railway is the most environmentally friendly and cost efficient transportation type. However, 

railway is already a part of the company´s international delivery process. Therefore, a recommendation to Lidl 

is to take into consideration domestic railway distribution method to the stores that are located out of 

Stockholm area. It would fasten the goods’ transportation and lower the environmental impact. 

7.2.4 Waste management 

In order to reduce food waste, it is suggested to find a balance between demand and supply. It can be achieved 

by introducing a system that read all the stores and storage daily stock rotation, and displays items that are 

below demand or supply rank. In the long term this system might help in the prediction of seasonal demand 

and, therefore, simplify tasks for purchasing department. Upgraded software might designate delivery dates 

and even perform purchasing requests to suppliers. These systems are available at different information 

technology providers, such as HighJump, Logility, JDA or others. By matching supply with demand, Lidl 

could reduce the discounting of nearly expired items and minimize organic wastage generation.  

 

This system might not fully eliminate food waste and, therefore, it is recommended to Lidl to create a 

partnership with animal farms and local food charities for donation. For instance, to cooperate with the 

National Board of Health and Welfare (Socialstyrelsen) in order to organize the food donation in soup kitchens 

and shelters. Another suggestion is to donate fruits and vegetables to zoo (e.g. Skansen) or horse stalls. The 

rest of the food waste that cannot be donated might be converted into land composting fertilizer or renewable 

energy in cooperation with municipal organic food digestion plants. 

7.2.5 Communication 

According to the guidelines from the European Commission, employees should be educated about 

environmental sustainability and CSR concept. During the interview process, the respondents had no 

information about some of the initiatives done by the company. It means that the employees were not informed 

about these initiatives or information did not reach them in the necessary form. Further, it was stated in the 

interviews that the employees had no specially arranged courses or education about environmental 

sustainability. The authors believe that increased awareness and knowledge regarding CSR and especially 

environmental sustainability among employees will benefit both the company and the employees. Lidl can 

organize courses on the subject, invite lecturer to introduce employees with concepts of CSR, environmental 

sustainability, and explain why it is vital to be ecologically friendly. It might help the company to get the 

employees attention, to spread overall awareness and, therefore, increase understanding. As well Lidl could 

develop internal education for employees with available sources. For instance, to set up electronic brochures 

with general CSR information, add the vision of sustainability, emphasize on actions taken in order to become 

more environmentally sustainable and introduce plans as well. This information might be spread between 

employees and might be issued to each newly employed. If the company wishes to increase education of the 

middle and high level managers, it can organize specialized courses with external companies, such as 

MiljöAktuellt Utbildning, MiljöGiraff, EkoCentrum or others. The base course contains education in how a 
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strategic sustainable work can enhance the organization, improve the business and attract the favourable 

collaborators and, therefore, be a driving force for changes. 

 

The company’s economic condition might improve as the number of transaction increases, by expanding 

awareness within customers. Scholars explain that companies are communicating to the customers their care of 

the environment by introducing paper shopping bags made of recycled material. The European Commission 

emphasizes that the society at large can be introduced and informed about the company’s performance through 

sustainability reports. It was found that information about initiatives within sustainability in annual reports or 

other report types were not available at the company’s website. As Lidl already has accomplished several 

projects and more are on the way, public’s available reports might lay transparency on these activities. 

Therefore, customers’ and government representative’s awareness and trust might increase. 
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Appendix 1. Interview questions 
Introduction 

1.   How many years have you worked for Lidl? 

2.   Can you tell us a little about your occupancy area? 

3.   What is your responsible areas? 

  

Research topic 

4.  In your opinion, what responsibility has Lidl in the society? 

5.   How has the development been during the latest years? 

6.   What is going on now in relevance to environmental sustainability? 

  

Ecological food 

7.   Does Lidl sell eco-label and organic production? If yes, how big part is it of total items? 

8.   Do you think Lidl customers prioritizes price of the product more than its eco-label? 

9.  Do you think Lidl takes into consideration environment sustainability in the process of choice the 

suppliers? 

  

Electricity, water and paper 

10.   How does Lidl works towards reduce of electricity? 

11.  How does Lidl works towards reduce of water? 

12.   How does Lidl works towards reduce of paper? 

  

Optimized transport, green cargo 

13.  What type of transportation does Lidl use? 

14.  What kind of actions does Lidl take in order to reduce the environmental footprint from transport? 

15.  How does Lidl optimize the transportation volume and distance? 

  

Recycling on plastic, metal, glass and paper 

16.  To what extend is Lidl engaged in waste management? 

17.  What procedure is there to recycle glass, metal, plastic and paper? 

18.  How does Lidl manage expired products? 

  

Information to the employees and customers 

19.  How does Lidl create awareness of environmental issues? 

20.  How does Lidl commercialize its ‘greenness’?  
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Appendix 2. Sustainable Brand index 2014 
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Appendix 3. Sustainable food retailers 
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Appendix 4. Earth Hour campaign 
 

 

 
 

 

 

 

 

  

 


